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PEARL and BEAD RE-STRINGING 
NEW METHOD a SAFETY LOOP 
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EXCLUSIVE IN U.S.A 


The loop of the cord, where it passes through 

the clasp ring, is encased in a tiny spiral sheath 

of silver wire. The sheath absorbs the strain at 

this point, preventing wear on the cord. It elim- 

inates the usual intermediate ring, bringing the 

pearls closer to the clasp. The wire is so small as 
to be almost ‘invisible. 


All pearls and beads strung in our 
shops are equipped with this new 
SAFETY LOOP at no extra charge! ¢ 
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For careful matching and flawless workmanship, plus 
this extra safety feature, send your re-stringing work to 


A. SAUER & COMPANY 


Manufacturing Jewelers + Special Order Work 
KON-ITE BLDG., CINCINNATI 2, OHIO 
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SPEAKING OF THE JEWELRY TRADE 


[' takes a sailfish just 11 months 
to reach New York from Florida, 
reports Charlie Fetter, president of 
American Time Products, Inc. That 
is, it takes 11 months if the sailfish 
is dead. 

Charlie knows, too. He caught the 
monster last winter, arranged to have 
it mounted, then made his way back 
to New York. 

Time passed. January, 1947, ar- 
rived—and so did the sailfish. Mrs. 








Fetter, who wasn’t exactly expecting 
a sailfish, had it put in the garage. 

It’s still there, and the Fetter car 
remains in the driveway until a de- 
cision can be reached as to just 
where, in the house, the thing can 
be fitted in. One doesn’t hang a sail- 
fish anywhere, now does one? 

Mrs. F., of course, thinks the fish 
looks splendid just where it is. Char- 
lie’s in Florida on vacation hoping 
to catch another sailfish. If he gets 
one, the Fetters will have to build 
a two-car garage before next January 
arrives, and the family bus will still 
be standing in the driveway. 


© © 


BRITAIN, just as the U. S., has 

its share of low characters who 
engage in thievery and other dubi- 
ous practices. But, it would appear, 
they operate in a much more gen- 
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tlemanly fashion than they do here. 

Witness a recent story published 
in the Watchmaker, Jeweller & Sil- 
versmith: 

“Before his shop was burgled on 
August 4, Mr. L. H. Hudelsheim of 
Cincerford, Glos., was warned by 
post. 

“The thieves sent him a picture 
of a burglar being disturbed by two 
policemen and_ exclaiming ‘Oh 
bother !’ 

“Nearly £1,000 worth of dia- 
mond rings and other jewelry are 
missing.” 

Memo to American crooks: “‘Tut, 
bud! If you don’t send a warning 
it isn’t cricket.” 


© © 


VERY once in a while a corre- 
spondent comes through with an 
unusual situation in the jewelry busi- 
ness and, after repeating it here, we 
have to dare our readers to submit 
a better example. 

The Gorman Jewelry Co., Houston, 
Tex., boasts of being an all-woman 
enterprise. Forty-four years old, the 
firm is managed by Mrs. Arthur 
Gorman and her four daughters: 
Mrs. Anna Mae Weiss, the president; 
Mrs. W. O. Borden; Mrs. J. T. 
Rynd, and Mrs. W. J. Sherman. 

Of course there’s a snag to the 
title “all-woman jewelry store.” It 
won’t last very long. John H. Rynd, 
grandson of the founder, is now 
learning the business, preparing to 
take over eventually. 

Meanwhile, though, how many 
other “‘all woman” stores are there? 
Let us know so that the crown may 
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be passed along when John H. Rynd 
shatters Gorman’s claim. 
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66 LJ OW publicity crazy can you 
get?” 

That question was answered by 
Terry McGough, Bridgeport, Conn., 
radio station manager, who ended up 
in the local clink—temporarily. 

It all started one afternoon when 
McGough began plastering Bridge- 
port with posters bearing the mes- 
sage: “Warning,” a picture of a 
grim, murderous-looking character, 
and the name “Henry (Killer) Mor- 
gan, 764,305,1067%.” 

People, quite jittery, called up the 
police headquarters. 7 

FBI men, annoyed at finding the 











placards on the post office’s bulletin- 
board, went into action. 

And a general of the U. S. Ma- 
rines, stopping to eye one of the 
posters, was photographed and as a 
result led newspaper readers to as- 
sume that “ ‘Killer’ Morgan” was 
actually at large. 

He wasn’t, however. 

The whole thing was McGough’s 
idea of publicizing the Henry Mor- 
gan radio program, sponsored by 
Eversharp, Inc., whose home factory 
is in Bridgeport. 

Eventually the whole thing was 
straightened out, the local police lec- 
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“BALDWIN‘S SOLD 27 PARKER ‘5I'S' THIS WEEK... 
LETS HIS CUSTOMERS SIGN HIS AUTOGRAPH BOOK” 








Concentrate On Your 
3 BIGGEST SELLERS 
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tured McGough on propriety of ad- 
vertising, the FBI men followed with 
another stern lecture, and finally a 

crew was dispatched to remove the 


frightening placa rds. 
© © 


ROBABLY everyone has heard 

about this, but since it is strictly 
down JC-K’s alley we retail the inci- 
dent here: 

Several weeks ago a party of Arabs, 
resplendent in native custome, 
booked reservations at a swank Hol- 
lywood night club. The leader of 
the group was the “famous” Ali Ben 
Ibid, or something of the sort. 

The group behaved very well, ap- 
plauded the floor show, ate heartily 
and gustily in the native fashion and, 
after being told that the evening’s 
entertainment was “on the house,” 
prepared to leave. 

Just as the chief Arab stood up 
to depart, however, hundreds of 
“Jewels” —“rubies,” emeralds,” “dia- 
monds,’ etc., fell from his person 
and rolled all over the nightclub 
floor. The Arab, with a disdainful 
wave of his hand, continued his exit 
while Hollywoodites scrambled about 
under tables, practically clubbing 
each other over the head in an effort 
to collect as many stones as possible. 

Uppermost in everyone’s mind, 
naturally, was the thought: “Just 
wail till I get these to the jeweler’s 
tomorrow.” 


Actually, the were only 


cee 93 
jewels 

















glass, and the whole incident had 
been carefully planned by a famous 
Hollywood hoaxer. In addition to 
having a good laugh at the gullibility 
of his victims, the prankster also had 
the satisfaction of fooling the night 
club management into presenting 
himself and party with a free meal. 
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[BE following hasn’t anything in 
particular to do with the jewelry 
business, but it is an interesting 
commentary on American life and 
business over the past 100 years. 

In Honiss’ Oyster House, 101- 
year-old Hartford, Conn., restau- 
rant, a little card compares living 
in general and shopkeeping in par- 
ticular in the 19th century with 
today: 

“Honiss’ opened in 1845 when 
women wore hoop skirts, frilled cot- 
ton drawers, did cleaning, washing, 
ironing, raised big families, went to 
church Sundays, were too busy to be 
sick. Men wore whiskers, chopped 
wood, bathed once a week, drank 10c 
whiskey, 5c beer, worked 12 hours 
a day and lived to ripe old age. 
Stores burned coal oil lamps, car- 
ried everything from a needle to a 
plow, trusted everybody, never took 
inventory, placed orders for goods a 
year in advance and always made 
money. 

“Now women wear an ounce of 
underwear, smoke, paint, powder, 
drink cocktails, have pet dogs and 








"| didn't want to drag you all the way downtown, so | had these sent on 
approval." 
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go in for politics. Men have high 
blood pressure, little hair, bathe 
twice a day, are misunderstood at 
home, play the stock market, drink 
poison, work five hours a day and 
die young. Stores have electric 
lights, cash registers, elevators, but 
never what the customer wants, 
trust nobody, take inventory daily, 
never buy in advance, have over- 
head, markup, markdowns, stock 
control, dollar day, founder’s day, 
rummage sales, economy days, and 
never make any money.” 


o > 


A Single line set in bold-face and 
worked into diamond advertise- 
ments of the Rogers Jewelry Co., 
Denver, Colo., sets them apart from 
other engagement ring ads, makes 
them interesting, and tones them up. 
These advertisements are always 
enlivened with cuts of sparkling 
rings. A curved-cornered border en- 
circles the text, broken at top with 
the statement “Rogers For Dia- 
monds,” and at bottom with the store 
hours “Open 9 a.m. to 6 p.m.” 
Sometimes the special stand-out 
statement begins the advertisement, 
at upper left; again it cuts across 
between two rings, or appears as a 
caption to text. Samples are—‘“glow 
getters,” “to cut a cupid caper,” 
“nice with rice’—phrases that, be- 
cause of alliteration or rhyme, 
catch the eye and become remem- 


berable. 
© © 


oo large sidewalk clock which 
stands in front of Albert Kuenst- 
ler & Son’s jewelry store in Passaic, 
N. J., cannot talk. 

There’s nothing particularly re- 
markable in that, naturally. 

But a newspaper advertisement, 
built around the clock, is highly un- 
usual. 

Featuring a reproduction of the 
clock, and the large type phrase: “If 
I could talk ...” the advertisement 
related the origin of the firm in 1907, 
numerous historical events which 
happened during the clock’s (and the 
firm’s) lifetime, and concludes: 

“Today I’m in tip-top condition 
and proud as punch of my new elec- 


_ tric movement and lighting system, 


as well as a new dial and hands... 
Shiny and full of pep, I’m looking 


forward to years of faithful service.” 
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Small cut-out figures of bunny and bird, covered with 
gay printed fabric, provide novel tie-in to display. 


A Window For the Coming Month 


Themes: 
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Next to Christmas, Easter offers many retailers the opportunity 


for plus business. Jewelers, too, can effectively tie in to 


this Spring promotion keying windows to enduring quality of gifts. 


BOUT a year and a half ago, the results of a 

scientific research program confirmed a fact that 
many jewelers undoubtedly already suspected—that they 
were not getting what might well be considered their 
share of year ‘round gift business. The important part 
that good window displays could play in overcoming 
this situation was also indicated. 

Well, how are we doing? Are you getting more gift 
business than you did a year ago? ... Are you getting 
as much as you can reasonably expect to have’... 
Have you made full use of your window space in pro- 
moting your store as a gift center from January to 
November, as well as in December? Is Easter, coming 
up very shortly, going to be a springtime Christmas 
for you as it is for so many other merchants? 

Jewelry has an extra something in its enduring qual- 
ity that gives it special significance as a gift of senti- 
ment. Nearly everyone likes to receive a gift of jewelry 
and most people would prefer to give something of 
lasting value if they were sure it was in good taste, 
would be welcomed and would come within their pocket- 
book. These are the things your window displays can 
demonstrate. All through the year gift displays can 
emphasize the beauty, the enduring quality, the appeal 
and good taste of jewelry merchandise and by showing 
items in a wide range of prices and putting price tickets 
on them in the window, you can overcome any idea that 
Jewelry is too expensive! 


PUT THE BUNNY TO WORK 


Our window this month suggests one of the ways that 
you can put the Easter bunny to work for you. Decora- 
tive cut-out figures of a cheerful little bunny and spring 
bird are posed with egg-shaped, fabric-covered pads on 
which pieces of jewelry are arranged. Copy—‘‘Look 
at the Easter Gifts,” is lettered on a card against the 
backgrond. The material used for this background is 
a new novelty display item called ‘“Shel-a-mat” which 
consists of a paper backing thickly covered with myriads 
of tiny but durable shells. It comes in several gay spring 
colors. The eggs are cut from compo board or heavy 
cardboard, padded and covered with pastel fabric and 
trimmed with ruffles of starched lace and ribbon bows. 
Flat flower-shaped cut-outs, fabric covered, may also 
be used on the window floor for showing additional 
pieces of merchandise. Do not recommend placing 
jewelry directly on the Shel-a-mat background as the 
surface is quite rough. 

The cut-out figures of the bunny and the bird, covered 
in gay printed fabric, can be purchased as shown or you 
can make up similar figures yourself, cutting the pieces 
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MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material Source 
Bunny and bird cut-outs covered in Weil Displays, 145 Mad- 
fabric ison Ave., New York, 
or make yourself 
Easter egg displays pads (1!2''x!8"') 
and flower pads 
Compo board or heavy card- Lumber yard or station- 
board ery store 


Fabric—| yd. Department store 


I" ribbon—3 yds. Department store 


Starched lace for edging Display supply house 
Background—2 pes. “Shel-a-mat"’ Nearest dealer for Sher- 
3'x4' man Paper Products 
Corp., Newton Upper 
Falls 64, Mass. 


Hand lettered display card Show card writer 





from compo board or heavy cardboard, padding them 
slightly and covering with material of your choice. Eyes 
and mouth ean be cut from colored paper and pasted 
on. Bunnie’s whiskers are short lengths of wire painted 
white. 

For another Easter window, flower pins and clips 
might be arranged in a miniature spring garden. What 
woman would not prefer her Easter flowers in such 
permanent form? Or, since flowers do have a special 
charm at Easter, why not suggest in another window 
that the customary gift of flowers be accompanied by a 
more lasting remembrance such as a silver or crystal 
flower bowl or vase . . . or any other article which might 
temporarily hold flowers. You might cooperate with a 
neighboring florist on this idea. A particularly attractive 
window display could be worked out showing spring 
flowers in various containers with a window card offering 
to take care of all details of flower filling and delivery! 

Borrow your Easter color schemes from the gayest 
Easter eggs you can remember—yellows, bright blues, 
greens and rose pinks will probably predominate. 

Instead of emphasizing a mass display of merchan- 
dise, your gift selections will have more distinction and 
greater pulling power if the arrangement gives each 
piece importance—in other words, don’t crowd your 
window like a stock room, but give each piece a little 
“breathing space” so that all can be seen and admired 
individually. 

(Please turn to page 296) 
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A Full Color Movie—“America’s First Silverplate” 


T TELLS the story.of silverplate in America 
from the time of its introduction by the 
Rogers brothers in 1847 until the present day. 
This 25-minute film is intensely absorbing... 
as interesting as any of the fine documentary 
films you see at your regular theater. 

It tells helpful, little known facts about the 
story behind the development and the produc- 
tion of America’s Finest Silverplate. .. shows 
modern, efficient manufacturing methods which 
make 1847 Rogers Bros. the best-loved, best- 
selling silverplate in America. 


Your salespeople should see it! By giving them 


the complete information about 1847 Rogers 
Bros., it will help them sell more silverware 
for you. 


Your customers should see it too. This movie 
creates a lasting impression of the quality, 
beauty, and design of 1847 Rogers Bros. —helps 
make customers easy to convince, easier to sell. 

This full-color sound film will be shown to 
you by our salesman, who will be glad to make 
arrangements for you to use it, without charge, 
in your town. 


Ask him about ‘‘America’s First Silverplate’”’ 
the next time he visits your store. 


1847 ROGERS BROS. 
Crhaciai Chins diuyliie 


The International Silver Company, Meriden, Connecticut 
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Jewelry Industry Couneil 


Seeks 1600 New Members 


Intensive campaign is launched to bring organization’s membership 


above the 5.000 mark; test campaigns to get new members will be 


conducted by state trade associations in both Texas and Georgia. 


O enhance the effectiveness of its nationwide educa- 

tional and promotional program for the jewelry 
industry during 1947, the Jewelry Industry Council has 
launched an eight-point drive for additional members. A 
' goal has been set to increase the membership during the 
next few weeks by 1,600 retailers, manufacturers, impor- 
ters, suppliers and wholesalers of jewelry store mer- 
chandise, bringing the total to more than 5,000 active 
participants in the Council's industry-wide campaign to 
sell more jewelers’ goods to more people more often. 

In announcing the many-sided drive for additional 
members, Albert E. Haase, executive director of the 
Council, explained that the recruiting would be carried 
on state by state and city by city through active field 
work by present members among retailers, wholesalers, 
manufacturers and importers and their salesmen. 


As the opening gun of the membership drive, an elab- 
orate brochure outlining the Council’s 1947 program will 
be mailed to all retailers who are members of the Coun- 
cil. Attractively illustrated, the brochure contains com- 
plete information on all projects embodied in the Coun- 
cil’s year-round program. A letter and brochure will 
also be sent to prospective members and a special letter 
will go to members selected as State Chairmen, notifying 
them of their appointment, advising them of a plan for 
appointing state co-chairmen and containing lists of 
pledged members and prospects for ‘his states 


In addition to the brochure, all workers in the mem- 
bership drive will be furnished with a four-page leaflet 
describing the advantages of membership in the Council, 
pledge cards and return envelopes, extra copies of pro- 
motional kits prepared by the Council and devoted to 
jewelry merchandising for Easter and Spring, and extra 
copies of a booklet entitled ‘““Reporting to You,” which 
outlines the latest activities of the Council. 


As part of the membership campaign, arrangements 


have been made, Mr. Haase said, with the retail jewelers’ 


associations of Texas and Georgia to conduct a direct 
mail campaign among their own membership. This will 
be in the nature of a test campaign and if results prove 
Satisfactory other state associations will be asked to 
volunteer to undertake similar campaigns. 

“Officials of the Jewelry Industry Council have every 
reason to believe the membership campaign will be an 
outstanding success,” said Mr. Haase. “The program of 
sales promotion and educational assistance to member 
retail jewelers for 1947 is most complete and thorough. 
It includes suggested window and counter displays, 
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direct mail, radio and newspaper advertising for wank 
established gift occasions as Easter, Mother’s Day, 
Father’s Day, Graduation, Back-to-School, Thanksgiving 
and Christmas. 

“The first promotional kit for 1947 sent out by the 
Council and devoted to Valentine’s Day was enthusias- 
tically received by retailer members across the country, 
as was evidenced by a large number of letters from them 
commending the service. One jeweler stated that the 
value he received from even this first kit alone, more 
than over-balanced his year’s membership dues. This 
helpful material is, of course, sent only to members. 

“However, these seasonal promotional kits are only 
one reason why every retail jeweler should belong to the 
Jewelry Industry Council. With its funds and through 
its facilities, a continuous campaign of publicity and 
promotional work is being carried on among the buying 
public to stimulate interest in and desire for jewelry 
goods, and to build up the retail jeweler as the most 
desirable source for gifts. This work redounds to the 
benefit of everyone in the jewelry trade and it is cer- 
tainly only fair that since everyone benefits from it, 
everyone should contribute toward making it possible to 
carry on the work. 

“With faith in the future of the industry, the present 
membership is staunch in its support of the Council, an 
industry-wide cooperative organization conceived in the 
true democratic spirit. In it thousands of small firms 
join hands with medium and large firms for the mutual 
benefit of all. They are soliciting prospective members 
on the basis of cumulative industry-wide benefit from 
united action.” 

The membership committee is composed of Victor A. 
Lambert, Lambert Brothers, 767 Lexington Avenue, 
New York 21, N. Y., chairman; Myer B. Barr, Barr's 
Jewelry, 1112 Chestnut Street, Philadelphia, Penna. ; 
Herman L. Baskin, Baskin Brothers, Inc., 38 West 48th 
Street, New York 19, N. Y.; Harry J. Bromley, Nation- 
al Jeweler, 630 Fifth Avenue, New York 20, N. Y.; 
Fred V. Cole, Jewreters’ Crrcutar-Keystone, 100 East 
42nd Street, New York 17, N. Y.; Charles T. Evans, 
Secretary, American National Retail Jewelers Assn., 551 
Fifth Avenue, New York City; Jerome L. Grant, Amer- 
ican Jewelry Distributors, Inc., 681 Fifth Avenue, New 
York 22, N. Y.; Seymour Greenberg, Royal Diamond & 
Watch Co., 24 West 40th Street, New York 18, N. Y.; 
Oscar M. Lazrus, Benrus Watch Co., 200 Hudson Street, 
New York 13, N. Y.; and H. Victor Paul, Wiss Sons, 
Inc., 665 Broad Street, Newark 2, N. J. 


231 






























ee HE Jewelry Store of the Future, for You to 
Enjoy Today,” is the apt aphorism adopted by 
Cave’s Jewelers, 619 Main St., Little Rock, Ark., for 
their new store. Introduced last fall, and heralded with 
effective newspaper and radio advertising, present quar- 
ters housing the well-established Arkansas store har- 
moniously blend advanced conceptions of jewelry store 
design, construction, lighting, display, and decorative 
effect, into a swanky, highly efficient merchandising 
layout, covering 25 by 140 feet of floor area. 
From start to finish, the new store is almost wholly 
a Thomas Cave product. It represents months of inten- 
sive research and consultations between Mr. Cave and 
other progressive retail jewelers, manufacturers, gem 
brokers and wholesalers, from which the jeweler gleaned 
varied viewpoints on salient features that go to make 
up the ideal in store appointments. From the jeweler’s 
probings evolved a snappy, complete and comfortable 
store, one attuned to the new era foreseen for this state, 
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Styled to Conform With New 
Trend in Jewelry Shopping 


New Cave store, in Little Rock, Ark... represents a 
gleaning of varied viewpoints on most important 


features that go to make up ideal in store design. 









Eye-level windows framed in black 
Carrara glass flank the curved en- 
trance to the new Cave's Jewelers. 


by GRIER LOWRY 


which involves higher buying standards, and an un- 
precedented market for merchandise in the luxury 
category. 

As a skilled watchmaker, manufacturing jeweler, and 
gem expert, Thomas Cave has achieved an enviable 
reputation with Arkansas residents. He first set up 
shop in a room measuring 16 by 20 feet, in the lean 
depression year of 1931. Later, prospering sales actu- 
ated a move to a more prepossessing home. The com- 
pany’s business tenure was climaxed by the change of 
residence to the new building. 

Such a galaxy of architecturally special appointments 
have been embodied in the new layout that singling out 
the most notable provokes a king-size dilemma. The 
black and gray Carrara front, with a tempered Herculite 
vestibule, features sectional windows for segregating 
watches, gem stones, silverware, china and glassware 
in displays. 

A melange of hand-rubbed walnut showcases, tur- 
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Selling counters in the store are concentrated in the 
large oval which runs down center of the room. Only 
wall counters are two short ones flanking the entrance. 


quoise-finished walls, an off-white ceiling, and wallcases 
of shell pink tone with mirrors recessed into the walls, 
greets present-day callers at Cave’s. Deep-well spot- 
lights and flood lights, ingeniously concealed in a re- 
cessed arrangement, and a special rear-of-the-store light- 
ing equipment with 500-watt globes set in a streamlined 
motif of burnished walnut plywood and aluminum, effec- 
tively illuminate the store. 

Front-and-center fixtures are in a horse-shoe arrange- 
ment, finished in rubbed walnut. Shadows of patrons 
leaning over showcases in this semi-circle are eliminated 
by shielded light tubes in top edges of the showcases. 
Display cases flanking the entrance taper off where the 
recessed wallcases begin. Backing show windows are 
the private gem-grading offices. 

“Our store has been styled to harmonize with the new 
trend in jewelry shopping,” points out Mr. Cave. “The 
nervous, quickie, snap-judging client is a fast-disappear- 
ing species. In his stead, is a leisurely, discerning, 
patron who deliberates considerably before purchasing. 
By providing convenient areas for leisurely buying, 
with extra-wide aisles, unobstructed by sales tables or 
displays, we feel we have met one of the requirements 
of this more mature jewelry buyer.” 

Wallcases, extending from the front to the entire 
length of the sales floor, are devoted on one side to dis- 
playing silver hollow-ware, and on the other side figur- 
ines, crystal, domestic and imported china. China, glass, 
and silverware have separate facilities, include seating 
accommodations for use of customers in making their 
selections. 

Air conditioning equipment, general and private offices, 
(Please turn to page 296) 






Full page opening newspaper an- 
nouncement pictured the unusual 
arrangement of store's interior. 
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Separate accommodations for customers of 
china, glass, and silverware are pro- 
vided to promote more leisurely shopping. 


Display counters front wall cases only a 
short space at entrance of store. Shown 
here is the watch and clock department. 
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Charles A. Buescher, left, and his partner, 
Edward J. Noe, check card file against book. 





Turnover Check System 





LTHOUGH many jewelers found themselves at 

the end of the war “overloaded” with supplemen- 
tary merchandise and “war dogs” purchased in the des- 
perate hope of having something to offer the customer, 
Blust’s, Inc., St. Louis jewelry firm, has found that 
$1,000 on inventory costs will more than cover all of the 
slow-moving, “extra merchandise lines” in its store. 

Charles A. Buescher and Edward J. Noe, partners in 
the firm, give full credit for this remarkably clean inven- 
tory to the development of an “inventory check system” 
which combines the advantages of a perpetual inventory 
plan with quick reorders and an almost-daily examina- 
tion of turnover rates. 

The Blust store, located in a residential neighborhood, 
follows “downtown practices” largely, but has adopted 
several fundamental steps in jewelry store management 
to the peculiarities of “neighborhood selling.”’ Develop- 
ment of the inventory system is typical of these. 

“We feel that an inventory system should be set up 
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Keeps ‘Shelf Warmers’ at Minimum 


so that the jeweler knows exactly what the turnover 
rate is from day to day on every item in the store, par- 
ticularly those which he may have ordered on an experti- 
mental basis,” Mr. Buescher said. ‘Only in that way, 
he added, “‘is it possible to add new items, and establish 
them as good sellers without taking on a lot of bookkeep- 
ing and risk. We used the system all through the war, 
added nothing which did not perform satisfactorily on 
the books, and thus emerged with far less of a stock- 
clearing problem than we had originally anticipated. 

Under the plan, all merchandise in the Blust store is 
“departmentalized” into 35 divisions. 

The system revolves around a numbered price tag 
which goes on every item as it is placed on sale which 
corresponds with a file card maintained in the business 
office. File cards are set up in buying both direct from 
manufacturers, or through jewelry wholesalers. This 
means a tremendous number of cards, even though some 
of them carry up to two or three items. Extremely small 
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st Simplified inventory control system helps partners in Blust’s, 


Ine... St. Louis, keep stock clean, add new items and establish 


them as good sellers with a minimum of risk and bookkeeping. 


items, such as watch bands, earrings, may amount to six 
or twelve units entered upon a single card, but again, 
most cards refer only to one item, such as a single watch, 
clock, bracelet, etc. 

The cards, 4x6-inch standard file forms, are made out 
independently when shipments are received. The receiv- 
ing clerk checks on the invoice and enters each item on 
a new card as it comes in, placing the inventory num- 
ber, sales number, description, price, and any other 
information which may be pertinent. Space is left at 
the bottom of the card for recording the name of the 
person who purchased it—an innovation which has been 
incorporated only recently as a means of building up a 
direct mail list, or for followup merchandising in the 
future. 

Of course, it is a lot of trouble to make out so many 





Standard 4 x 6-inch file cards, 
above, are used to note items as 
they are received and date when 
sold. A sample page from book, 
shown at right, shows how check 
is kept on turnover of articles. 


by ROBERT LATIMER 


FOR MARCH, 1947 


cards, Mr. Buescher admits, but since they keep turn- 
over high and give such precise records, he feels it is 
well worth while. 

As soon as an item identified on one of the file cards 
is sold, the salesperson removes the price tag, which 
may be either a string tag or an adhesive type, and 
places this on the actual sales check which accompanies 
the sale. The sales check, with tag attached, goes to 
the bookkeeper. The card is immediately pulled from 
the file and the saleability is checked, and then placed in 
a “dead file’ which is held for the next twelve months, 
separately. Where two or three items are involved on a 
single card, the number corresponding to the item sold 
is scratched out. 

The original ticket is torn up at the same time the 
card is pulled from the file—therefore, a check of the 
cards shows what is left in the inventory at a glance. 

When the card is pulled from the file, the information 
is transferred to an “inventory ledger” kept up in the 
office, which shows the item, price, selling price, selling 
cost, date sold, etc. Pages in the ledger are thus a quick 
index of what is selling and what is not—by comparing 
sales, re-orders, and other information as to quantities. 

Some basic items, such as watches, diamonds, gold 

(Please turn to page 297) 
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7 ; _o Schubach's appliance room is 
pen | : attractively furnished with 

q gold-grained mahogany show- 
cases, finished above shelves 
in white, and indirect lights. 





by CHET SPINK 


Systematized Groupings 















Facilitate Service to Customers 





Departamentalization avoids econiusion — 


on part of customers and salespeople 





at Sechubach Jewelry Co., Salt Lake 





City. Utah, whieh carries wide stoek 


of jewelry and many related lines. 
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Jewelry section of Schubach store occupies 
corner location; appliance store, directly 
behind this, has its own front on Broadway. 






One full window to the right of appliance 
store entrance is given over to exclusive 
showing of appliances. Opposite window 
features crystal ware, leather goods, etc. 









EPARTMENTALIZATION involving two sep- 
arate but connected Schubach Jewelry Company 
stores, at the corner of Main and Broadway in Salt Lake 
City, Utah, is a feature that is developing the Schubach 
buying habit with more and more shoppers. . ’ 
Carrying out their motto, ‘First with the Finest, the 
e worked out a system of departmentalization orig- 
y designed to keep pen customers out of diamond 
mers’ way, silverware customers from running down 
me jewelry shoppers, and glassware buyers out of 








stor 
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custo 


costu | 
the watch seekers’ hair. 
“Our store was one of the first in the west to adopt 


this plan,” William Schubach, Jr., manager of the store, 

‘ said, “and the first in Salt Lake City. It is a time and 
money saving plan that applies to our customers as much 
as it does to our store operation.” 

Established in Salt Lake City 36 years ago, Schu- 
bach’s early developed a reputation for fine merchandise, 
thus building a clientele that has grown and expanded 
with the store. Primary plan of the store was to deal 
in jewelry and allied lines such as watches, clocks, and 
silverware. But as the store grew, and a wider variety 
of lines were stocked, customers milled around more and 
more, particularly in store sections where customers 
should be given individual uninterrupted attention. 

Small quick-sale items such as pen and pencil sets, 
costume jewelry, leather goods, low-priced glassware, 
etc., were drawing a volume business that interfered 
with customers who were shopping for expensive items 
such as diamonds, watches, silver service sets and other 
high-priced merchandise requiring more care in selection 
of purchases. 

Simplest solution to the problem seemed to be a de- 
partment system involving separate stores, and with this 
in mind, Mr. Schubach began eyeing the shop directly 
back of his store, fronting on Broadway. 

In 1945, Schubach’s announced the grand opening of 
its appliance store where radios, electrical appliances, 
glassware, leather goods, and other similar items were 
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stocked. They also announced the opening of their 
Silver Room which offered customers an opportunity to 
inspect fine silverware at their leisure. 

The appliance store had its own separate front, with 
two large windows for display purposes, to show passers- 
by just what they had to offer. It was, however, con- 
nected with the old store, fronting on Main St., making 
it easily accessible to either street, and to jewelry cus- 
tomers. 

With the additional space gained by the move, Mr. 
Schubach was able to stock a wider variety of merchan- 
dise, offering his customers scarce items that were unob- 
tainable in other stores. Using merchandise connections 
that had been built up by the store in 35 years of buying, 
the store was able to feature pen and pencil sets, elec- 
trical appliances such as electric irons, and toasters and 
radios, in good quantities. 

(Please turn to page 299) 
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Fine appliances are located next 
to crystal section in appliance 
shop. Here salesman demonstrates 
electric broiler to woman customer. 


Silverware room, located at rear 
of appliance shop, is attractively 
set up to resemble dining room. 





















Si¥ Steps in Selling Lo 


No. I=Attract Attention 


ITH jewelry and allied lines, there are six steps 
that lead straight to sales success. They are 
part of every sales transaction, and you can benefit by 
following them in your daily work. 

The relative importance of these six steps varies with 
the kind and price of merchandise or with the type of 
people involved. But here they are, stated in the order 
that many jewelry stores have rated most logical: 

1. Attract attention 
. Arouse interest 
. Carry conviction 
. Create desire 
. Close the deal 
6. Build permanence 

The best salesmen understand that the human mind 
functions in orderly sequence . . . leading logically from 
one step to another .. . and by following this procedure 
they not only make selling seem simpler, but also attain 
greater effectiveness. 

In this article we will consider Step No. 1, and in 
subsequent articles each of the other steps. 

Let’s start out with a perfectly obvious fact: 

You may have the best merchandise or the finest ser- 
vice in the world, but people can’t do business with you 
unless they know about you and your store or depart- 
ment. So the first step in selling is to make yourself 
and your business known . . . to attract attention to 
what you are selling—or to your store, your department, 
yourself. 

A friend of mine runs a jewelry store. People say it 
is a good store. I don’t know. Nothing has ever been 
done to attract my attention to the point where I'll go 
there instead of the store I’ve been patronizing regu- 
larly. 

Another example: When electric shavers were first 
becoming popular some years ago, I was one of those 
hard-to-shave fellows who wanted to try one right away. 
I naturally would have preferred to make this $15 
investment at a jewelry store near my down-town office 
where I trade pretty regularly. However, it was an 
entirely different store—a neighborhood drug store— 
that featured shavers in window and counter displays 
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by BRIANT SANDO 


Sales Counsellor 
Louisville, Ky. 


. and caught and held my attention. So what did | 
do? The perfectly natural thing: 

I bought my first electric shaver at the store which 
featured them—and seemed to know all about them— 
and since then I have bought two other new and im- 
proved models at the same place. 
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“First step is to make yourself and your business known." 


In the same manner, all my life I have wanted vari- 
ous articles or services. But sometimes I did not buy 
them where I should have, and other times I have bought 
something different from my actual intentions, simply 
because the right place or the right merchandise did not 
attract my attention properly. 


A FABLE EXPLODED 


Remember Emerson’s famous old saying?—“if you 
build a better mousetrap ... the world will beat a path 
to your door.” 

That's a story-book fable and nothing more. 

I know a fellow who built a better mousetrap (jewelry 
store). It was a swell mousetrap. All the latest gadgets. 
Automatic gearshift, magic eye, air conditioning, sensa- 
tional streamlining, hot and cold running water, with 
venetian blinds. 

“Boy!” said the jeweler, “I’ll make a mint of money. 
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I’ll stock up with everything and the world will beat the 


bushes around my place, knock over all competition, and 


h a path like a groove straight to my door.” 


gp It stayed 


But the world didn’t do any such thing. ba, 
away in droves. The jeweler did little or no advertising. 
His assistants were lackadaisical and impolite to the 
trade. And the miraculous mousetrap (stock) gathered 
dust instead of dollars. 

If you want business these days, you’ve got to beat 
the other fellow in location, in goods, or in service. Then 
beat the bushes. Tell the world what you've got—and 
_ keep on telling it. 

Your favorite theme should be, “Here's something 
worth your while”—and then proceed to show ‘em how 
and why. 

The country is full of all kinds of businesses. The 
law of averages will give you part of the total trade— 
perhaps enough to exist on—and that is all, unless you 
do something above the average to attract more than 


the average attention. 


MAKE IT FAVORABLE 

Granted, then, that the first step in selling is to make 
yourself known, or to attract attention, let’s quickly 
qualify that by saying that the attention you attract 


should be favorable. 


of his life he was regarded by the great mass of people 
as “a rich old miser who makes millions and gives away 
dimes.” During his last few years all this was changed 
—John D. hired a press agent, he received the benefit 
of proper “public relations,’ and he died as a great 
benefactor in the eyes of the world—a man whose good 
deeds will live long after him. 


DO IT DISTINCTIVELY 


When you make a move to attract attention, stop first 
and analyze its probable effect upon the public. Make 
sure that it will not only help your immediate business, 
but also will have a cumulative favorable effect. 

Every ad you run, every circular you issue, every 
sale you stage, every talk you have with a customer or 
prospect ... all should have something outstanding about 
them to attract attention favorably. 

In seeking to attract and hold attention, don’t go too 
far with the unusual, however. Avoid going to the ex- 
treme of seeming too clever or freakish. Ask yourself, 
‘What will interest the prospect, what will make him 
think of me favorably and want to come here instead of 
going some place else?” 

One helpful way is to become better known in your 
locality or in your trade circles by taking an active part 
in all worthy civic or community projects. Get on com- 


Following an introduction to this series of articles which 


appeared last month (Pages 212-2133) the author discusses here 


in detail the first step to be taken for success in selling. 


The other kind may do you more harm than good. You 
could stand on your head in front of your jewelry store 
or department every noon, but that isn’t the kind of 
attention you want to attract. 

It would get you notoriety, but no sales .. . 
friends. And you need friendly, favorable attention in 
order to sell successfully. 

Somehow or other, it often is easier to attract unfavor- 
able attention than favorable. The kind of attention 
that just naturally drifts to the average person or to the 
average business may be loaded with dynamite—perhaps 
for the reason that many people pass along questionable 
gossip or negative thoughts. 

There’s a certain devil of destruction in most people 
that gives them a tendency to speak of others in an un- 
complimentary manner. It’s hard for them to say, “He’s 
a great guy,’ or “That’s a swell business, with excellent 
values.” Instead, their warmest praise is expressed as “it 
may be pretty good,” or “he’s all right, but...” 

That’s why leading men and big businesses nowadays 
have their “public relations” men. It is the job of these 
experts to mold public opinion in a favorable manner 
and make sure that everything their clients say and do 
receive proper interpretation. 

Take John D. Rockefeller, for example. During most 


or no 
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"The attention you attract should be favorable." 


mittees or become an officer in church, lodge, luncheon 
club, or chamber of commerce. All such contacts will 
not only broaden and enrich your own life, but will indi- 
rectly attract attention to yourself and your business. 

Last but not least, be an active participant in every 


organization, both local and national, for the advance- 
(Please turn to page 306) 
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Marriages in 1946 
Hit All-Time Hish 


More than two million weddings in 


1946 shattered the previous record 
established in 1942: prospeets for 


I9AZ are seen as exeellent. 


by THOMAS V. DUGGAN 





Iz: Marriges in the U. 8. in 1946. 


' 





ITH one person out of every 30 saying “I do” 

some time during the year, marriages in the U. S. 
hit an all-time high during 1946. An estimated two and 
a quarter million couples exchanged vows during the first 
full post-war year, and the index soared higher than it 
had ever been before. 

The 1946 total exceeded by 29.3 per cent the previous 
all-time high established in 1942 when Selective Service 
sent an unprecedented 1,800,000 couples rushing toward 
the altar. And the 1945 total, although high as a result 
of the war’s end, was exceeded by 35.1 per cent. 

According to the National Bureau of Vital Statistics, 
which collects marriage license data from the 91 city 
areas wth a population of 100,000 or more, a total of 
769,223 licenses were issued in those communities be- 
tween January 1 and December 31, 1946. Since these 
91 areas represent about one-third of the total population 
of the country, marriage licenses issued for the nation as 
a whole would be thrice this number, or 2,307,669. 

As can be seen from the month-by-month tabulation of 
the 91 city areas appearing on the opposite page, June 
was the most popular month for taking nuptial vows. 
However, it is not sufficiently far in advance of the other 
months to cause any extraordinary uproar—in view of 
the facts it is safe to say that every month in 1946 was 
a good month for marriages—and, therefore, for the 
jeweler. 

Although 1946 can hardly be termed a “normal” 
marriage year (since large numbers of ex-servicemen 
were returning from overseas stations and, apparently, 
marrying the moment the boat docked), some conception 
of the spread of marriages across the 12 months is 

(Please turn to page 242) 


er oe cme ee 
. 5.22% 


Photo—McGinn 





1946 MARRIAGE LICENSES, MONTH BY MONTH, BY CITIES 
National Office of Vital Statistics compilation for cities of 100,000 inhabitants 
(or the county in which they are located) 
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Hartford, Conn. ............ 202; 203) 148] 242) 305} 318] 216] 288] 244/ 247] 216| 150] 2,779] 1,911 +45.4 | 
*Houston, Texas ..........0.. 1,134] 1,111} 1,177] 1,217] 1,191] 1,283] 1,119] 1,156] 918] 968] 1,019] 1,107] 13,400] 10.423 +28.6 i 
*Indianapolis, Ind. .......... 903} 770} 730} 754} 802] 1,027} 960) 802] 833] 876] 763| 779] 9,999] 6,917 +44.6 : 
*Jacksonville, Fla. .......2.0. 249} 263} 241] 262] 235| 312] 235] 222 185} 151] 157/ 165] 2,677| 4,663 —42.6 1 
Jersey City, N. J. ........... 416} 370} 238) 437| 556| 607] 384] 430] 513} 449] 410| 339] 5.149] 3,345 +53.9 { 
*Kansas City, Kans. .......... 943} 894; 922} 942} 911] 1,008] 864] 1,045] 907] 801] 895} 910] 11,042] 8200 +34.7 f 
*Kansas City, Mo. ........... 383} 352} 308; 401) 364] 545] 299] 498] 383] 441] 399] 358] 4.731] 3/166 +49.4 | 
*Knoxville, Tenn. ......-.... 166} 170; 165; 192} 197] 222] 203} 195] 157] 177] 165| 192] 2.201] 1,685 +30.6 \ 
cas neal, Call niaducabie 3,545] 3,590) 3,215] 3,535] 3,492] 4,597] 3,433| 4,176 | 3,218] 3,073| 3,125] 3,064] 42,063! 37,090 413.4 i 
*Louisville, Ky. ..........0- 667} 680) 587} 637] 728] 875] 596] 709] 611| 553} 608} 595] 7,846| 6,031 +30.1 i 
Lowell, Mass.2 ..........0.. 100} 120 65} 169| 171] 188 81} 169{/ 144] 131] 125 74} 1,537] 1,147 +34.0 | 
*Memphis, Tenn. ............ 206} 170; 142} 211) 196} 271] 176| 241] 148] 168] 180] 185] 2,204] 1,934 +18.6 | 
*Miami, Fla. ............... 535} 493] 594) 597] 560] 575] 474] 512] 468} 400/ 469] 528] 6.205] 6/258 —0.8 { 
*Milwaukee, Wis. ........... 808; 777} 470} 956) 1,303} 1,459} 808] 1,258] 940] 926| 886] 543] 11.134] 7191 +54.8 | 
*Minneapolis, Minn. ......... 735} 663) 578] 756] 1,045] 1,107} 654] 986 | 810] 743] 697] 596] 9,370] 6785 +38.1 | 
*Nashville, Tenn. .......+0.] 254) 246] 276/ 305] 277/ 351] 246] 319] 208] 257] 266] 287] 3,292] 2.663 +23.6 | ) 
Newark, J. J. ........ cc ee 567} 542} 408] 656] 646] 833] 521] 618] 730) 716| 642] 506] 7.385) 4801 +53.8 | 
New Bedford, Mass. ......... 137] 148 54} 160}. 199} 242} 122] 181] 143] 147] 133 70} 1,736] 1,135 +53.0 I 
New Haven, Conn. .......... 210} 182] 156] 250] 289] 337] 201} 278] 244) 254] 239] 170] 2'810/ 1/883 +49.2 i 
New Orleans, La. ........... 655} 732] 519] 626] 652] 745] 51 538 | 537| 477] 467] 426] 66, 6,255 +10.2 | 
New York, N. Y. ........0.. 8,755 | 7,827] 7,318] 8,439] 10,825 | 12,063] 6,922 | 10,187 | 9,240] 8,742] 8,377] 7,752|106.447| 74.069 +43.7 | 
Norfolk, Va. ........ esccee| 305| 312] 329] 294] 27 323} 246) 303] 290/ 285] 266] 274] 3,503] 4.140 —15.4 
*Oakland, Calif. ............ 857} 867} 731] 766] 798] 941] 706} 807] 640] 567] 644] 634] 8958| 10,068 —11.0 | 
*Okiahoma City, Okla. ........ 392} 387] 372] 362] 448] 419/ 334] 450] 308) 338] 400| 427] 4.637| 41385 +5.7 | 
*Omaha, Nebr. ........ vesee | 287] 281] 220) 304) 346] 452] 230/ 371] 323) 294] 275] 232] 3615] 2.486 +45. | 
ST er 144} 139 98} 198) 224] 249) 152] 182] 200/ 166] 192] 101] 2,045] 1,385 +47.7 | 
RTT ss ccnkauvs oust 198} 241) 204) 242] 255) 343/ 205] 294] 218] 236] 211] 206| 2.853] 11773 +60.9 i 
Philadelphia, Pa. ........... 1,755] 1,642] 1,284] 1,981] 2,469] 2,477] 1,296] 2,045 | 2,080] 1,769] 1,614| 1,288| 21'700| 14'667 +48.0 
*Pittsburgh, Pa.2 ............ 1,567] 1,467] 868] 1,513] 2,139] 2,390] 1,676] 1,980 | 1,606] 1,458] 1,592] 1/015] 19.271] 11.857 +62.5 | 
*Portland, Oreg. ..........04. 396| 434; 424) 431] 535| 693] 470} 603| 435] 456| 444] 391] 5.712] 4/129 +38.3 | 
Providence, R. |. ......... --| 317] 295) 133} 419] 491) 518} 330) 419] 434] 402] 341] 218] 4,317] 3/126 +38.1 } 
*Reading, Pa. ....e.cescecee 256{ 247) 218) 298] 350] 449] 215} 300) 251] 239] 287] 243] 3,353] 20028 +65.3 | 
Richmond, Va. ............. 376} 359) 329) 394) 349} 490] 330) 374| 332] 347| 357] 397] 4.434] 3/269 +35.6 | 
Rochester, N.Y. .....+++-+. | 340) 329] 200) 424] 536] 666] 368| 548] 456] 403] 434] 249] 41953] 3'074 +61.1 
*Sacramento, Calif. .......... 202; 190; 176] 186] 199) 230} 175] 218] 161) 162] 195] 158| 2,252] 1,823 +23.5 |. 
St. Louis, Mo. ........ seoee | 1,382] 1,328] 1,187] 1,299] 1,526] 1,953] 1,431] 1,371 | 1,371] 1,334] 1,451] 1,071] 16,704] 11.950 +39.8 | 
*St. Paul, Minn. ............ 235] 345} 207| 370] 474] 523| 382/ 602] 4 355| 237] 253] 4,417| 3,266 +35.2 | 
*Salt Lake City, Utah ...... -+| 375) 349) 343) 324] 398] 589] 333] 558] 513] 350] 336] 305] 4:773] 3/635 +313 } 
*San Antonio, Texas .......... 781; 795} 749) 746} 809| 871] 736] 781] 625] 720| 703] 716| 9,032] 7,769] +163 i 
*San Diego, Calif. ......... --| 619] 619} 566] 560} 548] 656] 464] 594] 435| 401) 424] 457| 6,343| 8758 —27.6 ! 
San Francisco, Calif. ........ 1,285} 1,191} 1,033] 1,092] 1,080} 1,277] 969] 1,176 | 929] 947] 957] 9877] 12.813] 13,241 fi? I 
ETE i, sedces'ea ves 355} 279; 184] 387] 439] 465] 347| 422] 368] 321; 322] 215] 404] 2618 +56.8 i 
*Oatie, Wem, .....0ccccccs 1,158} 1,017] 1,001] 1,054] 1,070} 1,327] 1,088] 1,279 | 1,072} 950] 893| 937] 12.846| 12'614 +18 } 
Somerville, Mass.1 .......... 138] 131 87} 184] 218] 212] 148/ 184] 178] 182] 136 86| 1,884] 1,274 +47.9 iF 
*South Bend, Ind. ........... 245} 267/ 201} 256) 342} 403] 313] 342] 262] 329] 324] 232] 3'516| 2/277 +54.4 iF 
*Spokane, Wash. ............ 234) 211) 230) 191] 244] 316] 239) 316] 232] 200] 217| 224] 2854] 2'411 +18.4 i 
Springfield, Mass.? seoee | 157] 178} 100} 233] 273] 281] 167/ 260] 264] 241| 199] 117] 2.470] 1628 +51.7 i 
RETR, Ws noses ccceene 205} 254] 129) 268] 293) 389] 275] 351] 298] 275| 267| 149] 3,153] 1/862 +69.3 k 
*Tacoma, Wash. ............ -| 363] 260} 328} 360] 410] 506) 363) 476] 368] 357| 331] 249] 4,471] 3,572 +25.2 | 
.  “. RRpReneree: 279} 291) 242] 326) 297] 359] 266] 274] 238] 229] 262| 305| 3,368] 3.645 6 iE 
*Toledo, Ohio .......... wees | 565] 564] 501] 5 656] 823] 631] 819] 653] 664] 640] 575] 7.683] 5,157 +49.0 | 
RMD iascnnse wanes 193} 165} 110} 173} 208] 247] 142] 165] 191] 193| 165] 132] 2/084] 1/416 +47.2 | 
“Tulsa, Olle, ......... coosee || 286] 239) 188] 195] 262] 331) 2871 262] 2 216} 221] 243] 2,884] 2,636 +9.4 \ 
ey, ees 115; 130 80} 147] 186] 197] 129}; 165] 157] 137] 147 69| 1,659] 1,079 +53.8 | 
Washington, D.C. .......... 1,277] 1,241] 1,205] 1,234} 1,356] 1,608] 1,126] 1,371 | 1,234] 1,145] 1,152] 1,102] 15,051] 12.013 +25.3 } 
“Wichita, Kans. ............. 36 329} 290] 334] 335) 374] 360| 42 307{ 313; 323] 303) 4,054] 3, +34.9 P 
*Wilmington, Del. ........... 647} 602} 623; 591] 631] 742] 610] 685 511 545 567} 499] 7,253 ; +25.0 | 
fer, Mass.1 25... wee] 199] 201] 1 283} 306] 399] 235/ 328| 276| 288] 230| 144] 3,002] 2'032 +47.7 
|S See 151/ 123 66{ 167} 176] 193] 130] 148] 141] 132] 125 86] 1,638] 1,103 +48.5 
Youngstown, Ohio ........... 316} 255| 164) 321) 388} 437] 297] 356| 328] 291] 325| 186] 3.664] 2'188 +67.5 
* Intentions filed. * Applications for licenses. * Marriages performed. * Includes figures for county in which the city is located. oa 
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afforded by the following table, based upon the returns 
from the 91 city areas: 





BOCELLI Te MOL EE PEE 8.2% 
I ite ate ckiae o Weak yt ae 7.8% 
RS as ee gate gah og 6.6% 
RE 5 5 yood Wandg wo Riacesbin sw 6 (b08 8.3% 
ee CU gak de GMa ee eN Sos 9.6% 
Se i Bras ed ded Bok hake g 11.2% 
as Se owe ae ad Rel 7.7% 
a ie LGR Ge Soo -g'6 36 9.7% 
RN iio aa GCG bs atm ee 8.3% 
RI yo ae hoes, hos Rss 7.9% 
a Sead @.< 7.8% 
ET SS Cae a a 6.9% 

100.0% 


Chattanooga, Tenn., had the most extraordinary mar- 
riage boom of 1946—in comparison with the previous 
year the index was 86.6 per cent higher. Charlotte, 
N. C., ranked second with an index of 82.9 per cent 
higher than 1945, and its index for the preceding five 
years was bested by the 1946 figure by 135 per cent. 
The greatest decrease in marriages was recorded for 
Jacksonville, Fla., and surrounding Duval county, with 
marriages 42.6 per cent below the 1945 figure and 47.5 
per cent below the average for the preceding five years. 

Many of the cities reported in the table as suffering a 
decrease in marriages during 1946, could trace the drop 
to the closing of large military establishments nearby. 
Cities near Army camps during the war experienced 
enormous rises in marriages, and it is only natural that 
the return to a post-war distribution of population would 
be reflected in their statistics. 

A year ago, in publishing the 1945 marriage survey, 
Tue JEweELers’ Circutar-KeystTone predicted that the 
boom in marriages would continue through 1946. The 
statistics verify this prophecy. 

However, the present terrific rate cannot be main- 
tained indefinitely, and it is most probable that 1947 
will see a decreas@ in the number of marriages in the 
United States. December, 1946, was the first month in 
a 19-month period to fall below the total registered by 
the corresponding month of the previous year, and this 
is an indication that the pace is slackening up a bit. 

Lest this give rise to a rumor that 1947 marriages will 


Wi: Jewelers 


VERYONE agrees that there is a close relationship 

between the nation’s marriage index and the sales 
volume of the retail jeweler and for this reason THE 
JEWELERS Circutar-KeysTone has conducted its annual 
marriage survey for the past ten years. 

This year, in an effort to secure concrete information 
on the relationship between jewelers sales and the num- 
ber of marriages performed in the country, representa- 
tive jewelers from coast to coast were polled on the gen- 
eral subject “Marriages and Jewelry Merchandising.” 
From questionnaires returned, it has been possible for 
JC-K to shed a bit more light on the subject and, in cer- 
tain instances, point out measures which may be taken 
to insure for each retail] merchant a greater wedding 
sales volume. 
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take a nosedive, however, it would be well to point oy 
that December’s marriages were still high—the decline 
statistically can be traced directly to the fact that mar. 
riages in December, 1945, hit an unprecedented peak 
because of the redeployment of troops from abroad, 
The following table indicates month-by-month ¢com- 
parisons for the two years 1945-46: 
Increase (+) 











1945! 19467 or decrease (—) 

January ..... 42 084 62,458 +- 48.4 
February .... 35,635 59,673 @ +67.5 
ED cons «as 41,256 51,144 + 24.0 
eS ere 39,817 63,643 459.8 
BOOT 6s vs cin ds 45,005 73,959 + 64.3 
TN on. 5 eo we 55,325 86,448 + 56.3 
area 49,348 59,211 + 20.0 
ee 50,108 74,640 + 49.0 
September ... 45,689 64,113 -+ 40.3 
October ..... 52,026 61,070 -+- 17.4 
November .... 55,691 60,110 + 7.9 
December .... 57,305 52,754 — 7.9 

569,289 769,223 435.1 


The basis for the assumption that the marriage index 
will drop slowly from the 1946 peak is twofold: 

1. There are still large numbers of people in the U. §, 
waiting for the propitious time to marry and, as consum- 
er goods increase and the housing situation gradually 
improves, numerous delayed nuptials will help keep the 
index’from diving downward sharply; and 

2. The nation’s divorce rate has risen sharply in the 
past year and, whatever one’s feelings on the subject, it 
must be admitted that a high divorce rate tends to make 
a greater number of marriageable persons available. 

In short, JC-K’s prophecy for marriages in 1947 is 
cheerful, although somewhat less enthusiastic than last 
year. The high point has been reached, it is felt, and 
although a dip is inevitable, the total should not sink 
far below the two million mark. 

The year 1947 should be the second (or at least third) 
best year for marriages in the United States. And, of 
course, it goes without saying that jewelers will benefit 
tremendously from that fact. 


and Marriages. 


Basically, the JC-K poll arrived at the following five 
conclusions : 

1. Sales directly attributable to weddings comprise 
approximately 30 per cent of the jeweler’s annual vol- 
ume ; 

2. Approximately half of all the rings bought from 
jewelers in 1946 (excluding wedding rings), were 
engagement rings; 

3. An approximate 27 per cent of engagement ring 
purchasers buy a wedding ring at the same time; 

4. In approximately 60 per cent of all engagement 

(Please turn to page 300) 





1Final figures as compiled by National Bureau of Vital 
Statistics. 
° Preliminary figures, subject to revision. 
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The Longines Symphonette, Mishel Piastro, Conductor 


5% OF U.S. FAMILIES 


ARE COVERED BY 
LONGINES-WITTNAUER 
RADIO PROGRAMS 
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Rita Hayworth, star of Columbia's techni- 
color musical, "Down to Earth," wears an 
unusual snake-design necklace, bracelet, 
and hair ornament designed by Joseff in 
14K gold. The snake heads are set with 
a pear-shaped emerald surrounded by dia- 


monds and the eyes are set with rubies. 

eo Weer’ pictures are making women of the 

world jewelry conscious and the jewelry 
industry could profit well if they would keep themselves 
informed on what Hollywood is doing in the field of 
design.”” So says Joseff, well known filmland jewelry 
designer, whose creations are being featured in ‘“For- 
ever Amber,’ “Green Dolphin Street,’ and “Carnegie 
Hall.”’ 

“Psychologists have found that a person must see a 
thing at least 40 times before it makes an indelible im- 
pression on his subconscious mind. When moviegoers 
witness a scene for five and 10 minutes, they get a vivid 
impression of the jewelry the players are wearing. They 
may not rush out and buy it, but it stimulates their in- 
terest in jewelry and creates a demand for simlar 
pieces,’ Joseff points out. 
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Period ‘Movies’ 
Spur Interest in 


Glamorous Jewels 


Barbora Britton, appearing in Columbia's 
"The Return of Monte Cristo," wears deco- 
lette period gown highlighted with tiara, 
necklace, bracelet and ring by Joseff, of 
large amethysts surrounded by diamonds. 


After seeing a picture the moviegoer may have for- 
gotten the film it was worn in, but she will retain an 
impression that jewelry has a way of enhancing the 
personality and deftly complementing the clothing of 
the stars. Why not hers? Oftentimes she may not be 
able to afford the original piece, but she would like to 
own a similar piece. 

This kind of publicity can be of inestimable value to 
retailers and manufacturers alike, if they will follow 
through and capitalize on it, Joseff explains. He has 
received inquiries from all over the world asking where 
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112,032,208 times. Over and over, in new and exciting ways, the story of 
the diamond engagement ring tradition is being told. With 112,032,208 messages in 


leading national magazines through the year, this unusual advertising uses intriguing 
four-color pages to speak of the diamond in its most important role, as the symbol 
of love and marriage. While such messages further the interest in and appreciation 
for the diamonds you sell, they emphasize the importance of seeking the advice of 
a trusted jeweler. De Beers Consolidated Mines, Ltd., and Associated Companies. 








SEE THIS ADVERTISING IN: LIFE + THE SATURDAY EVENING POST «+ COLLIER’S + LOOK 
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Original designs created by studio designers to complement the 








lavish costumes of the stars do much to make publie jewelry 


eonscious and many times keys demand for similar costume pieces. 


Blonde Ilona Massey, appearing in Republic's 
"The End of the Rainbow," wears a pearl and 
aquamarine necklace designed by Joseff with 
strands of pearls twisted through her hairdo. 





As told to 
JUANITA SAYER 
by JOSEFF, Hollywood 








Dainty necklace and earrings worn by Ellen 
Drew in Columbia's technicolor story, "The 
Swordsman," are of diamonds set in platinum. 












movie jewels could be purchased. Some have even asked own apparel. ‘Motion pictures make a graphic presen- 













if they could buy the original piece worn in the picture. tation of the fact that no woman is well dressed unless 
Hollywood is more and more inclined to present pic- her costume is highlighted by the appropriate jewels,” 
tures with a message, and the consistent portrayal on the Joseff avers. Technicolor pictures, especially, have de- 
screen of gems of all kinds is a powerful message on picted the beauty of colored gems, illustrating how the 
behalf of the jewelry trade. There is hardly a scene hue of a costume can be dramatized by vivid stones. 
in a film in which the stars do not wear original pieces Hollywood’s costume designers feel that jewelry is 
created to heighten interest in each costume—whether so important that they specify types of jewels that 
it be a playdress, slacks, swimsuit, or evening gown. require as much attention to design and detail as the 
Thus movie patrons are made keenly aware of the apparel itself. Much credit for this is due Joseff, who 






importance of jewelry keyed to meet the needs of their (Please turn to page 306) 
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Prestige is the reason why leading jewelers everywhere are 

proud to feature “Circle of Light” Diamonds, These matchless gems 
| inspire customer confidence . . . reflect prestige on the store that 
sells them. More brilliant, more beautiful, larger in size-appearance 
... they mark your store as dependable for fine value in diamonds. 
“Circle of Light” Diamonds build prestige. They build profits. 

Build your plans about the “Circle of Light”. 





Perfect beauty is not bon... tts made... tn merica 
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eee GELDOF AMERICAN DIAMOND UCELIERS 


an affiliate of 


BAUMGOLD BROS... INC. 


62m hol 47th SERLE T,- NEW YORK CIETY, Ney: 


Velee Plant: 305 East 45th Street. N. Y. C. Los Angeles Office: 220 West oth Street 


Diamond Tool Research Co. - 304 East 43ath Street. N.Y. ©. 





New X-Ray Tube Changes Gem Colors 


Appearance and seeming value of many stones are improved by 
treatment with new high-power tube but tests indicate changes 
are not permanent and ““doctored”’ gems could cause trouble. 


EFORE very long, jewelers may be encountering 
gem stones whose color has been artificially altered 
or intensified by the application of high-power x-rays. 
It is important, therefore, for the trade to be fully 
informed about them—especially since experiments indi- 
cate that the artificial coloration is not permanent, and 
therefore these “doctored” stones might cause a great 
deal of trouble if they should get into trade channels. 
Various experiments in the treatment of gem stones 
by x-rays have been made from time to time for several 
years past, but without any results of commercial im- 
portance until the development within the past two years 
of a new and extremely intense source of x-ray—the 
Machlett tube, whose radiation output is several hun- 
dred times that of tubes that were previously available. 
Even with the older and weaker equipment scientists 
noted many years ago that exposure to x-rays tended to 
affect the coloration of various minerals. (Doelter as 
far back as 1912 mentions diamond, spodumene, quartz, 
and topaz as being so affected. ) 

Naturally, therefore, when the new and far more 
powerful apparatus became available it was reasonable 
to assume that efforts might very probably be made to 
use it to improve the apparent quality of at least some 
of the stones that find their way into the market, and 
thus seemingly to enhance their value. 

To find out what “stone doctorers” might be able to 
do along those lines, and to test the results so obtained, 
Dr. F. H. Pough, of the American Museum of Natural 
History, and a prominent gem stone authority, working 
in conjunction with T. H. Rogers of the Machlett Labo- 
ratories, which developed the new x-ray tube, conducted 
a lengthy series of experiments to determine the effect of 
this new equipment on a wide variety of gem stones. 

They included the following: 

Beryl—Aquamarine, emerald, morganite, white 

Chrysoberyl—yellow 

Corundum—Ceylon sapphires of various colors, Au- 

stralian sapphire, synthetic 

Diamond—white, yellow, brown 

Lapis Lazuli—blue and white 

Opal—Mexican, fire 

Quartz—Rock crystal, amethyst, citrine, rose quartz, 

chalcedony 
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Digest of a Report 
by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


Scapolite—white, yellow - 
Spinel—gray blue to red 
Spodumene—kunzite, white 
Topaz—blue, brown, pink 
Tourmaline—various colors 
Zircon—blue (heated), brown 

The results are reported as follows: 


BERYL 

All of the several aquamarines that were treated 
turned from blue to green. The deeper the blue of the 
original stone, the deeper the shade of the artificially 
produced green. None of them, however, became a sufi- 
ciently deep green to be classed as emerald but only 
the color rated as green beryl. Prolonged treatment 
under the x-ray—over 40 hours—was required to bring 
about the change. 

An emerald subjected to the same treatment did not 
change color and a pale colorless beryl turned to a 
light brown. 

The artificial color of all the stones showed some 
fading upon exposure to sunlight and those that were 
heated reverted completely to their original colors. How- 
ever, naturally greenish aquamarines also lose their 
greenish tint and become bluer when treated, and this 
process is frequently used to improve them as an ordi- 
nary trade practice. Consequently the change from 
green to blue is not conclusive proof that the green color- 
ing is due to treatment with the x-ray. 


CHRYSOBERYL 


Only one stone of this variety was subjected to the 
x-ray treatment. It showed no change. 


CORUNDUM 

Sapphires of various colors from Ceylon proved to be 
the most easily altered of all the gem stones tested. 
Completely colorless stones became a rich amber after 
an exposure of only five to 10 minutes to the Machlett 
x-ray tube. Usually the beam was directed at the culet 
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COCK TALL 





= artistic, one-of-a-kind cocktail rings have 





been designed to take the more unusual shapes and 


colors of Diamonds. Every ring is unique in idea and 


execution. All are set in Platinum, most precious 


of jewelers’ metals. These truly are rings appropriate 


to distinguish any occasion, from Friendship to 


Anniversary. Rings in these styles, or of similar 


individuality, are presently in our stock, or in the 








hands of our craftsmen. 


Harold teohen Ine. 
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a BRITISH BUILDING, ROCKEFELLER PLAZA 


S 620 FIFTH AVENUE, NEW YORK, N.Y. 
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so that the effect on the facetted gem would be most 
pronounced. Viewed horizontally, these stones are seen 
to be deeply colored near the surface where the radia- 
tion first. struck the gem, but fade out to colorless a 
few millimeters toward the crown. 

Sapphires that were naturally blue became a sort of 
muddy green, while pale lilac stones turned to a rosy 
orange and the common gray star sapphires became a 
yellow brown. In all cases, the change occurred quickly 
and further exposure to the rays appeared to have little 
or no additional effect. 

Prolonged exposure to sunlight caused the stones to 
gradually revert to their original hue although in some 
cases a slight trace of the artificial color remained until 
heat as well as light was applied. 

If the colored stones are not exposed to daylight nor 
heated, the artificially induced color appears to last 
indefinitely. 

The authors recommend, therefore, that any deep yel- 
low sapphires offered to a jeweler for purchase should 
be carefully scrutinized and subjected to a sunlight fad- 
ing test before buying them, as it may be that these 
artificially colored stones will begin to appear on the 
market when the Machlett x-ray tubes become generally 
available. 

Synthetic corundum of various colors showed varying 
responses to the irradiation. A synthetic ruby showed 
no change whatever, while blue stones turned somewhat 
greenish. A deep pink stone became a deeper red in 
color and a light pink turned to a rich red amber. 

A green sapphire became a dirty amber hue and a 
colorless stone turned slightly brown. 

As with the natural stones, the changes that were 
induced seemed to take place quickly and further ex- 
posure to the x-ray had little or no effect. Also, like the 
natural stones, all of the artificial color faded upon 
exposure to sunlight. 


DIAMOND 

Experiments were made with only a few stones, off- 
color yellows and browns having been selected to begin 
with in the thought that it would be advisable to find 
out whether or not exposure to the x-ray would cause 
their color to improve. However, no noteworthy results 
were obtained and the diamonds appeared to be un- 
changed, although one of a pair of pale yellow brown 
stones seemed to become just a trifle lighter. However. 
a pale brown stone appeared to have darkened a little. 

The authors recommend further experiments with 
diamonds in order that the results may be more con- 
clusive, since, as they point out, if x-ray treatment does 
tend to reduce the yellow hue in diamonds and the 
change is only temporary, there is danger of stones 
being so treated just before a sale is made, with conse- 
quent loss to the buyer. On the other hand, if the yellow 
tone can be permanently removed or substantially light- 
ened, the process might have value as a gem treatment. 


LAPIS LAZULI 


These stones became slightly bluer after an exposure 
of two hours but the change was not particularly pro- 
nounced. 


OPAL 
A Mexican opal was subjected to radiation in the 
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thought that darkening the clear material of the back 
might make the color stand out better, but no ch 
was noted in the stone after 20 hours of treatment. 
Similarly negative results were obtained in the treat- 
ment of a fire opal from Mexico. 


QUARTZ 

Clear rock crystal turned somewhat smoky after ap 
exposure of one hour but the color dispersed upop 
heating. 

Natural amethyst appeared to be relatively unaffecteg 
by irradiation, although there was just a suggestion of 
darkening in some stones. “Quartz topaz,” which had 
been produced by heat treatment of naturally violet 
stones, turned considerably darker as a result of the 
imposition upon the yellow brown coloration of the 
smoky tinge referred to in rock crystal above. Naty. 
rally yellow or brown citrine or quartz topaz also be- 
came smoky under treatment. Rose quartz turned very 
dark but chalcedony was only weakly affected, although 
the banding was somewhat accentuated. All varieties 
of quartz went back to their original colors when heated, 


SCAPOLITE 

Scapolites of two types were tested and showed rather 
similar responses, though with some variation. A white 
scapolite catseye from Burma turned a deep violet after 
10 minutes’ exposure but the penetration was not deep 
and the color faded rapidly on exposure to light or to 
moderate heating. In fact, unlike the other stones used 
in the experiments, it changes back to its original color 
even when kept in the dark. 

A transparent pale yellow stone from Brazil was 
similarly treated and likewise changed to violet. As with 
the white stone the color faded rapidly on exposure to 
light. 


SPINEL 

Various stones, ranging in color from a gray-blue to 
red were subjected to the experiments but the only 
change was a slight darkening. 


SPODUMENE 

Spodumene, like natural corundum, was proved to be 
easily altered. White stones from both Brazil and Mada- 
gascar and lilac from California (kunzite), all turned 
to green upon an exposure of the rays of only a few 
minutes. The artificial coloration appears to progress 
through the crystal at a definite rate, a five minute ex- 
posure, for example, making a colored layer little more 
than a millimeter thick. : 

The light green coloration is very intense but quickly 
fades either in sunlight or upon heating and the stone 
reverts completely to its original appearance. 


TOPAZ 

Blue and white topazes became smoky brown on 
exposure. This color did not resemble any natural topaz 
coloration. It was easily removed by heat treatment. 
On the other hand, pale yellow and pale pink Brazilian 
topazes had a‘definite brownish coloration added, of a 
type which, if permanent, would greatly enhance the 
value of the stone. However, eight hours of exposure to 


sunlight removed most of the induced color. 
(Please turn to page 306) 
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yen you play for table stakes . . . 
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Aneients Believed That Gems 


Possessed Medicinal Properties 





Interesting beliefs of years gone by 

are worthless as far as today’s medicine 
is eoneerned, but they may be used as 
the basis of window displays and in 


newspaper and radio advertising. 


ECENTLY in an American city a woman came to 

a druggist and brought along some small rubies 
which she wanted the startled pharmacist to use in the 
preparation of a medicine against jaundice. The phar- 
macist, after he had tried unsuccessfully to find out 
whether a new treatment had been described somewhere, 
returned the jewels to the disappointed lady. She in 
turn tried to convince him that an old prescription she 
had found in an early eighteenth-century book might 
be of value in our days as well. 

In other, less-enlightened parts of the world her wish 
might have had more success. H. L. Matthews, corre- 
spondent of the New York Times, gave an interesting 
report on the use of powdered gems in the modern State 
of Hyderabad in India. He saw a unique hospital 
(Please turn to page 256) 





ee 
A 


Poy . Fi ee 
a ee ee 
“p se. 
% : 4 





Egyptian stele of the !8th Dynasty (1580-1350 
B. C.) shows priest preparing to drink what 
appears to be a pearl. The Chinese considered 
pearls a good headache cure and this informa- 
tion may well have been passed along to Egypt. 


by DR. W. SCHWEISHMEIER 


Hlustrations from Bettmann Archive. 


Scene in a Roman sickroom. A popular remedy 
in Rome was powdered diamond which, while ex- 
pensive, was considerd extremely effective. 
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is tremendous coverage, combined 












with Keepsake national advertising in 14 


leading magazines, gives Authorized Keepsake 


practically every diamond ring prospect in their 
trading zone many times. This is another important 


stepin bringing sales to Keepsake Jewelers. 


Dealers with the Keepsake 
franchise sell more diamond 
rings, sell higher priced 
diamond rings, sales are 
easily doubled with 
Keepsake. 
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founded by the Nizam, the native ruler of the State, 
to practice the Moslem Unani system of medicine. Its 
chief characteristic is the use of oxidized jewels mixed 
with a variety of Indian herbs, dried fruits, honey and 
sugar. 

Pearl ashes are considered here to be the best form 
of calcium and a sovereign tonic. The mixture tastes 
delicious, as Matthews found out. Unani practitioners 
claim jewels provide chemicals in their purest form and 
have some virtures beyond their chemical composition. 
Needless to say, these remedies are costly. 

Emeralds are esteemed here as the best medicine for 
liver and kidneys; rubies are recommended for the heart; 
coral for asthma and the brain; diamonds for external 
use. Gold oxide is prescribed for tuberculosis; silver 
oxide for heart ailments. The Hyderabad hospital which 
uses these medicines is modern and spotless and the 
Indian doctors there point out that Western medicine 
has borrowed much from Indian knowledge. 

Medicinal use of precious stones has often been traced 
back to Chaldea or India. Today, with a wider knowl- 


The “King's Touch" was a medieval cure for 
many diseases. The healing power was thought 
to come from the diamond in the king's ring. 


edge of Egyptian medicine and pharmacology, we belieys. 
that Egyptian papyri give the earliest clues to such use» 
The Ebers papyrus (copied about 1550 B. C. from ay 
original 1000 years earlier) recommends certain astrin- 
gent substances such as lapus lazuli as an ingredient” 
of eye salves; and hematite, an iron oxide, for checkin . 
bleeding and for inflammations. q 

This use of precious stones for medicinal Purposes 
may have been due in part to the fact that in India ang) 
adjacent countries they were abundant and the supergtj-’ 
tions and beliefs attached to them from earliest times 
naturally developed into the belief in their curative | 
powers. These beliefs were later passed on to Greece 
and Rome who, with their own particular theologies 
developed these superstitions further. 

During these times different effects were thought te 
be caused by the wearing of precious stones upon the 
person of a patient as well as their reduction to a pow." 
der to be taken internally. Pliny mentions in his writ-? 
ings that the women of the valley of the Po wore amber. 
necklaces as either a cure or prevention of goitre; that” 
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Greek medical consultation. The belief that 
gems could cure diseases came to Greece from © 
India, was then passed along to the Romans. ” 


es 


rubies were worn to relieve labor pain, and agates as 
a protection against snake bite, but he was rather skep- 
tical about the whole business. 

The series on Arabic lapidaries begins in the eighth 
century with the Book of Stones by Jabir ben Hayyan 
in which the therapeutic value of precious stones is 
stressed in accordance with the Greek tradition. 

Most important of the early medieval writings on 
lapidary work was that written in Latin hexameters by 
Marbodus Redonensis, Bishop of Rennes. He believed 
green jasper to be effective against fevers and dropsy; 
emeralds to be a cure for epilepsy and malaria, and the 


amethyst to prevent drunkeness. 
(Please turn to page 808) 
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. Like a Diamond in the sky.’ 


From the tiniest satellite to the most magnificent Inminary... the 


diamonds your customers buy will be found at WINSTON. 


When in the market for stones of any size or any price, or for 


exquisite mounted jewelry, you are cordially invited to discuss 


your problems with the HARRY WINSTON Organization. 
HARRY WINSTON. 


RARE JEWEIS OF THE WORTED 


SEVEN EAST FIFTY-FIRST STREET-NEW YORK 
220 WEST FIFTH STREET: LOS ANGELES 


CWNERS AND CUTTERS OF THE 
JONKER VARCAS avo lIRERATOR DIAMONDS 
THE WINSTON COLLECTIONS MAY BE SHOWN 


r . , ~ rs ad & 5 
ON REQUEST BY FINE JEWELERS IN YOUR Cit? 


















Looking into the new Maier g 
Berkele store from just inside 
the front door, the customér 
sees to right and left number 
of small shops each devoted to 
one single type of merchandise. 


See 


China Shop is bright with 
its blue walls and varied 
color wares. Wall display 
shelves are devoted to an. 
tique china dinnerware jn 
odd pieces and in full sets. 
Modern china is displayed 
on table in center of shop, 





Separate Shops 





Feature New 
Atlanta Store 


by JEAN ROONEY 


HE new, additional store that Maier & Berkele, 

jewelers, has recently completed and opened on 
Peachtree Street in Atlanta has many unusual features 
to offer Atlanta’s retail jewelry trade in display, mer- 
chandising, and physical arrangement. The firm’s plan 
is to fill all of its customer’s. needs for fine, custom- 
made gifts. In its stocks are gifts for persons of all 
ages, from baby to grandmother, and its merchandise 
ranges in price from $5.00 up. 

.First, the store is unusual and interesting in its physi- 
cal arrangement. The selling section of the store is a 
large single room that is constructed to give the appear- 
ance of a number of small, individual shops. This effect 
is achieved by partitioning off the side walls of the room 
into small sections. Each section is devoted to a single 





One of several novel shadow boxes set 
around the store for featured display. 
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Gifts for men are carried in the Men's 
Shop. Bar accessories of all kinds are 
shown attractively on bright green bar 
while other gifts, toiletries, leather 
goods, etc., are displayed on shelves. 


The Crystal Shop combines the old 
with the new in its stock of mod- 
ern and antique glassware and odd 
pieces shown in recessed shelves. 


type of merchandise and is named accordingly—the 
China Shop, the Silver Shop, the Men’s Shop, the 
Women’s Accessory Shop, the Fine Jewelry Shop, the 
Linen Shop, and the Crystal Shop. A large central aisle 
runs down the middle of the store and is used for display 
tables. On these tables is displayed a mixture of mer- 
chandise from all of the small shops. 

Maier & Berkele makes good use of color, both inside 
and out. Soft pastel colors with an undertone of gray 
are used for the color scheme of the inside of the store. 
Each of the small shops is painted a different pastel 
color, chosen to be most flattering and appropriate to 
the particular merchandise. The ceiling of the whole 
room is pale burgundy, and the carpet covering the 
entire floor is a light blue-gray. 

In keeping with the inside color scheme, the exterior 
of the store is constructed of cocoa-pink marble and 
stucco block of the same shade. The marble blocks are 
used on the lower section of the front, surrounding the 


260 


street display windows, while the stucco blocks cover 
the second story level of the front. 

Display is carried out effectively and in a practical 
manner throughout the store. Causing much comment 
are dainty little shadow-box display windows cut in 
traditional Chinese designs of the lotus blossom, teapot, 
incense vase, etc. They are set into the wall at the 
entrance to each of the small shops and are large enough 
to hold several pieces of merchandise. Painted a brighter 
(Please turn to page 312) 





A single case in the Men's Shop suggests a 
_variety of gifts for men including toilet 
sets, leather goods, ties and even sweaters. 
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‘Eight Week’ Radio Program 





Sueeessfiul for Eleven Years 


Wilkens Jewelry Co., Pittsburgh, started its popular amateur 


hour as an eight-week seasonal promotion, but it became such 


an attraction that it was retained as a year ’round feature. 


IKE most jewelers throughout the country the Wil- 

kens Jewelry Co., Pittsburgh, Pa., thought a radio 

show should be used only during important holidays like 

Christmas time for gift sales and in June for wedding 
and engagement rings and wedding presents, etc. 

That sounded logical and so in November of 1935 
Wilkens planned an eight-week Amateur Hour show. 
At that time it went on over radio station WJAS. But 
it didn’t stop at eight weeks! It took a global war and 
shortages of all kinds to put the show down. But then 
it wasn’t out; for on Nov. 24, 1946, the show came back 
over WCAE and it is as big if not bigger and healthier 
than ever. 

The 1500 seats in the Aragon Ballroom, where the 
show is broadcast, usually are gone by Monday noon. 





All five of the Wilkens stores carry the tickets and none 
are left by noon of the next day. Monday they are 
cleaned out. 

Many of these seats are taken by jewelers from near- 
by towns and cities who come to Pittsburgh to see how 
such a show is staged. Over six radio shows have been 
started by other jewelry firms throughout the East as a 
result of Wilkens Amateur Hour. 

The show has been surveyed by Ross Federal Re- 
search Corporation at regular intervals; the show has 
been found to have a peak radio audience of 77.44 per 
cent. It seldom has dropped below 50 per cent. For 
a home-town show that is a very high rating. 

During the time the show has been on the air over 
475,000 persons have seen it. There have been over 


by J. MARTIN YOUNG 


Crowds throng the Wilkens 
jewelry stores each Monday 
in order to secure tickets 
for the broadcasts. As many 
as 60,000 people have wit- 
nessed the amateur hour 
broadcasts, which feature as- 
sortments of talent such as 
the above. Many “grads” 
have made the “Big Time.’ 
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ANOTHER “FIRST” 
Y MULTI-FACET 


The only genuine diamond of its kind in the world 


Competitive selling is here again! 

So Multi-Facet takes the lead again! 

During 1947 Multi-Facet will support its 
authorized jewelers with the most comprehensive 
50-50 cooperative advertising plan ever offered 
in the history of diamond ring selling. 

Under this plan Multi-Facet dealers can double 
their local advertising without increasing their 
advertising costs. 

Multi-Facet will contribute one-half the cost of 
local newspaper advertising space and one-half 


the cost of local radio time used in conjunction 


An ordinary dia- 
mond... greatly 
enlarged ... show- Ses 
ing the unfaceted, ee SSS SSS 
rough outer rim See 
which reduces 
brilliance. 





with free transcriptions of “Alias Romeo’’—a 
dramatic radio program starring Les Tremayne. 
This plan adds one more “first” to Multi-Facet’s 
long record of aggressive diamond ring advertis- 
ing and promotions. 
Write, wire or phone for further details, or re- 


quest a Multi-Facet representative to call on you. 


MULTI-FACET DIAMOND CORPORATION, 
36 West 47th Street, New York 19, N. Y. 


London—Amsterdam —Antwerp 


A Multi-Facet 
diamond with 40 
extra facets cut 
around the outer 
rim...which gives 
amazing extra 
brilliance. 


#®REG & PAT. U.S. AND FOREIGN COUNTRIES 














16,000 applicants auditioned, and 4500 acts consisting 
of 7500 entertainers presented on the air. Telephone, 
mail and hall ballots totalling 2,500,000 have been re- 
ceived. Cash prizes totalling over $21,000,000 have been 
awarded in addition to many merchandise prizes. 

Asked whether the store had any records as to the 
volume of business it brought in, the manager said: “No, 
we've no accurate records.” 

Miss Ruth Lake, Broadcast Secretary who has charge 
of all broadcast arrangements, agreed with him, but 
added that if the show hadn’t been successful the store 
wouldn’t have revived it after the war. 

The survey company wrote to Wilkens: “We are able 
to comment on the exceptionally high percentage of 
listeners that this particular program commands. There 
are very few programs on the air today that can claim 
as high a percentage of listeners.” | 


SHOW IMMENSELY POPULAR 


That the show is popular there is no doubt. Only four 
times before the war did the show leave the air. Twice 
during the heavy flood when the radio station was forced 
off the air, and twice for World Series Baseball game 
broadcasts. 

Twice the Allegheny County Fair has had the Wilkens 
Amateur Hour staged on the fair grounds in South Park, 
and over 60,000 people witnessed it. That is the largest 
audience ever to attend a regularly scheduled commer- 
cial broadcast, Wilkens commented. Once the Commu- 
nity Fund invited the show to be presented from the 
stage of the Syria Mosque and every one of the 4000 
seats were taken and some people were standing. The 
Warner Brother’s Stanley Theatre in Pittsburgh which 
has only first class stage shows such as the Bowes Ama- 
teur acts, hired the Wilkens Amateur Hour for a full 
week to play on the stage and at full pay! 

But amateurs aren’t the only ones to be on the stage 
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Part of the audience attend- 
ing a broadcast of the Wilkens 
Amateur Hour. The show has 
been broadcast from the stage 
of theatres, at State Fairs 
and other unusual places. 


during a Wilkens Amateur Hour broadcast. Such stars 
as Ethel Shutta, Bob Hawk, David Ross, “Slapsie 
Maxie” Rosenbloom, Lou Holtz, John Boles, Rose Marie, 
Don Bestor, Everett Hoagland, Luke Barnett, Fritzie 
Zivic, Schlepperman, Jimmy Joy, Gertrude Niesen and 
others have appeared for the amusement and delight of 
both amateurs and audience. 


ALL-TWIN PROGRAM GIVEN 


Each year a few weeks before Christmas an All-Twin 
Amateur Hour is presented, consisting of 14 or 15 twin 
acts competing for special cash prizes. One year the 
twins got an extra prize to work for when Fritzie Zivic, 
the boxing star, awarded a hundred dollars in prizes 
the Sunday following the Twin show. This All-Twin 
act is something new in the amateur hour show field, 
and Wilkens believe no one else has tried it before. 

That it is popular is shown by the unusual rush for 
tickets. As admission is permitted only to ticket hold- 
ers, the five stores were jam-packed with hopeful listen- 
ers. The demand, Wilkens said in a newspaper story. 
was just double the ordinary requests. The All-Twin 
Amateur Hour has been attended by 325 sets of twins 
and 11 sets of triplets. Sort of a double and triple 
audience! 


ADS PLAY UP SHOW 


This entire broadcast is featured in the regular news- 
paper advertising of the Wilkens Jewelry Company. 
Sometimes a full page ad costing about $700 is devoted 
to promoting the show alone; no jewelry items are men- 
tioned or displayed in this ad. 

Yes, the Wilkens Amateur Hour has been a success! 

To “sugar-coat” the commercial, Wilkens have worked 
up an act presented each week by the Wilkens Stock 

(Please turn to page 303) 
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A. JAFFE & SON, INc. 


IS PLEASED TO ANNOUNCE THAT 


William J. Ober 


HAS BEEN MADE A MEMBER OF THE FIRM IN ASSOCIATION 


WITH ISAAC JAFFE, PRESIDENT. 


MR. OBER, WITH THE FIRM FOR THE PAST 
d § TWENTY YEARS, WILL CONTINUE TO COVER 
NEW ENGLAND, NEW YORK AND 


MID-WESTERN STATES. 


in MR. DAVID R. FIELDS WILL REPRESENT THE 
1€ 

¢, FIRM IN SOUTHERN STATES. 
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A. JAFFE & SON, INc. 


Fstablished 1892 
Importers of Diamonds 
Makers of Fine Diamond Jewelry 


608 Fifth Avenue * New York 20, N. Y. 
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ANY advantages, including more economical oper- 

ation of the jewelry store, can accrue from stag- 
ing seasonal “employee suggestion contests,’ according 
to Ben Vollen, owner of Crown Jewelers, Chicago, IIli- 
nois. 

Mr. Vollen runs such contests regularly from three to 
five times per year, offering a prize to the employee who 
turns in practical suggestions which may be used for 
better advertising, better selling innovations, time-saving 
ideas, or “short-cuts’”” which cut down the expense of 
store operation. “We hit upon this idea when several 
employees made suggestions on their own volition,” Mr. 
Vollen stated. ‘As a store executive busy with buying 
and planning, I, naturally, do not have time to notice 
small details in store operation which might be improved 
—whereas salespeople on the counters are in close con- 
tact with such things. Therefore, it is only reasonable 
to invite them to add to the store’s good will and service 
by making any recommendations they feel will be of 
value.” 
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Suggestions From Employees 





Morale. Speed Service 


The velvet dis- 
play units in the 
trays, and the 
cellophane cover 
over the earring 
racks were sug- 
gested by em. 
ployees of store. 


by R. S. HAYES 


Crown Jewelers to date have adopted 13 suggestions 
made by salespeople during such contests, which cover 
almost every aspect of operation. For example, a sales- 
girl in the costume jewelry department pointed out that 
one of the chief time-wasters here was the necessity of 
pulling out many pairs of earrings from showcases before 
a sale was made, replacing them afterwards, and main- 
taining them in orderly appearance on display racks. 
She suggested building light wooden display racks, con- 
sisting of two-inch strips of wood mounted on standards 
in eight levels, which would show up to 60 pairs of ear- 
rings simultaneously. These, the employee suggested, 
could be left on top of the counter, where they would 
attract more attention, and of course, more sales. To 


eliminate dust, possibility of pilferage, and other draw- 


backs, the same employee suggested a simple slip-over 
pliofilm transparent cover, which could be pulled down 
over each rack, without hiding any of its contents. 
Seeing much good sense in this suggestion, Mr. Vollen 
(Please turn to page 313) 
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All dianeude cut in our 7 ~Fuchory 


Diamond Rings . . .  . Diamond Bracelets 
Diamond Earrings . Diamond Watch Attachments 


é Importers of Melee 
| 


ESTABLISHED IN NEW YORK CITY SINCE 1914 


tj. BLEIS 


Diamond Gutters 
64 WEST 48th STREET NEW YORK 19. N.Y. 
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Beware Before You Build! 





Here are eight factors to be considered before you launch on 


that long-awaited building program; paying careful attention 


to them may save you money and many a headache as well. 


O you're planning to build . . . a new building, an 
addition, or an annex. Well, whatever your plans 
—beware before you build. In other words, before you 
start, make absolutely certain you know where you are 
going to end up. Dabbling in building is not a task for 
the amateur, and a single mistake at the wrong time has 
caused many a builder some headaches .. . as well as 
an empty purse! ) 

What is the best thing a builder can do before work 
actually begins? The answer is: inform himself. Most 
of the pitfalls incident to building can be readily cir- 
cumvented if the builder will only take the trouble to 
find out about matters in advance. Hence, before one 
shovelful of earth is turned or a single brick is laid, it 
is essential that the builder educate himself on all pos- 
sible aspects of his project to be. Only by this means 
can he hope to plan wisely and to be able to make sen- 
sible decisions. Furthermore, the suggestion goes 
whether one is building a doghouse or a fifty-story office 
building. 

What are some of the things the prospective builder 
should know about? Consider carefully the following 
tips: 





1. The prospective builder should know that there are 
several types of building contracts available to him. 
Under one form of contract, the contractor agrees to 
complete a given type of structure for a given amount. 
For the interests of most businessmen, this is the most 
satisfactory type of contract. . 

The cost-plus contract is a second type of agreement. 
According to such a contract, the owner agrees to pay 
all costs of building, plus a stipulated percentage or fee. 
The possible disadvantages of such an arrangement are 
readily evident. 

A third type of contract is a cost-plus contract, but 
one which has a ceiling on the total cost. In other words, 
the building can cost its owner no more than a stipulated 
amount. 

Whatever kind of contract you choose, select it care- 
fully. Select it in terms of your own needs. 


2. Select those who direct your building operations 
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by MERRILL MORRIS 


with care! In many instances, no (formal) apprentice- 
ship is required of those who go into building contracting 
work. Hence, often the field is cluttered with many who 
are untrained and inexperienced. For safety’s sake, 
choose the individuals who direct your building opera- 
tions—with a critical eye. Insist on being shown tangible 
evidence (in the form of completed work) of what your 
contractor is capable of doing. Insist that he prove his 
apprenticeship to you. 


3. Have your plans well worked out in advance of 
the start of building operations. And then stick to them. 
Changes in plans bring on needless expense—expense 
which can usually be avoided through adequate advance 
planning. 


4, While the building is being built, it is your problem 
to see that*its construction is up to standard. Consequent- 
ly, for safety’s sake have periodic inspection carried on 
for you by someone you know you can trust and who is 
familiar with building construction. Only in this way 
can you be sure you are really getting what you pay for. 

Many communities maintain a building inspector as a 
public servant. However, all too often the inspections 
performed by such an individual are in some degree 
inadequate. Thus, the only safe thing for the business- 
man to do is to employ his own building inspector. 


5. Is now the time for you to build? Ask yourself 
this question, and answer it only after due consideration. 
The cost of building fluctuates considerably with the 
times, and now may or may not be the economical time 
for you to build. 

For instance, it is often cheaper to erect a building 
during a depression than during good times, for the 
simple reason that materials and labor tend to be 
cheaper. On the other hand, many have found it eco- 
nomical to build during flush times, because increased 
business has set up a crying need for additional space. 

Only analysis of your own situation can determine if 
now is the time to build. When considering this prob- 

(Please turn to page 315) 
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Brazilian Garnets 


Sectiquestous stones, formerly 
regarded as too poor a quality 
to work with, attain a market 

value with the growth of the 


lapidary industry in Brazil. 


by EDWARD R. SWOBODA 


Open cut working for garnet and tourma- 
line in a steep-dipping pegmatite vein. 


ITH the rapid development of the lapidary in- 
dustry in Brazil during the last few years, many 
types and qualities of semi-precious stones, heretofore 
disregarded as being of too poor a quality to work with, 
became very much sought after and consequently attained 
a market value. As various lapidaries began to specialize 
in mass production of inexpensive round-cut stones, used 
chiefly for machine setting in costume jewelry in sizes 
measuring from one and one-half millimeters in diameter 
and up, even the inferior qualities of rough material are 
now being used. Red almandite garnet is one of the 
stones that is most popular in the small sizes and some 
lapidaries are training their employees to work so effi- 
ciently that they are able to turn out a continuous flow 
of thousands upon thousands of these small stones. 
Probably the most important discovery of gem garnet 
in Brazil was made in a pegmatite in the northern part 
of the country. The garnets occur in complex crystals 
which sometimes attain a weight of several pounds each. 
This variety is much lighter in color than the Cuité 
variety and appears in shades of light red to orange red. 
The small stones cut from this material appear to be 
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essonites, an orange variety of garnet. Being lighter in 
color, the garnet from this northern locality cuts very 
beautiful stones in larger sizes. A great amount of mate- 
rial must be worked over, however, to obtain a sizable 
lot of large stones as the percentage of rough material 
which can be cut into the larger calibré stones is very 
small. These large garnet crystals almost invariably 
have many defects and in order to prepare them for 
lapidation, they are generally chipped and cleaned as 
much as possible with a small hammer. Only exception- 
ally clean pieces warrant a more careful preparation 
with diamond saws. Several localities in the State of 
Espirito Santo have produced a nice rich red variety of 
garnet, but only in sizes that will cut small round stones. 

From time to time, certain pegmatites being worked 
for other types of gems have produced garnets, some of 
which are very unusual. One such vein near Resplen- 
dor, a town on the Victoria-Minas Railroad, just a few 
miles downstream from Cuité, has produced a few very 
beautiful bright orange essonite garnets. These stones 
are highly prized locally, especially around the locality 
of their discovery. Flawless stones which exceed three 
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carats in weight bring very fancy prices. A _ pefect 
essonite garnet of six or eight carats from Brazil is very, 
very rare. 

In the writer's collection of garnets there is one rough 
piece which is the most outstanding garnet he has ever 
seen. It is a rounded egg-shaped mass weighing twelve 
grams, absolutely flawless and of a brilliant, fiery, light- 
red color. 

Gem miners became garnet conscious when this de- 
mand became apparent and soon discoveries of this gem 
were being made in many parts of the pegmatite regions 
in the interior of Brazil. Several discoveries were made 
in the States of Minas Gerias and Espirito Santo. One 
of the most important garnet-producing pegmatites was 
discovered about fifty yards back from the Rio Doce, not 
a mile away from the largest kunzite workings in Brazil, 
a short distance downstream from the town of Cuité, a 
stop on. the Victoria-Minas Railroad. The garnets at 


Shallow workings into a flat-lying pegmatite 
vein that produced garnets and a few beryls, 
located near town of Cuiete, in Minas Gerais. 


this locality were found on one side of a lense-shaped 
pegmatite in huge irregular masses or pockets, contained 
in feldspar. These masses consisted of small pieces and 
chips of gem garnet loosely cemented together with a 
powdery black substance, probably a decomposition 
product of the garnet. Sometimes up to forty and fifty 
pounds of gems are yielded from one mass. The best 
stones rarely exceeded eight or ten grams in weight and 
the majority of the material was so small that it would 
only cut tiny round stones. The pegmatite outcrops in 
a zone of banded schist which dips nearly vertical. 
Touching on the pegmatite is a wide area in the schist 
which carries heavy concentrates of small garnet crys- 
tals that can be traced in both directions from the peg- 
matite for a considerable distance. It is possible that 
the pegmatite in forming took some of the garnet concen- 
trates from the neighboring schist and redeposited them 
in large masses in the feldspar. 

Several hundred kilos of gem garnet have been mined 
at this locality and the pegmatite is still producing gar- 
net, although the quantity and quality are becoming 
increasingly poorer. 

The garnet from this locality is usually too dark to 
show up well when cut into large stones but when cut 
into small round stones is a rich red color with nice bril- 
liancy. 
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Prices on rough garnet of the type mined at the Cuité 
locality vary in value to the equivalent of about 45 cents 
a pound for the very smallest types to prices of more 
than $90 a pound for selected rough material suitable 
for cutting large calibré stones. Since the value of the 
poorer grades of rough garnet is so insignificant, the 
price of the small cut stones depends almost entirely op 
the cost of labor. There are always abundant supplies 
of rough material for small stones and they can be sup- 
plied in any quantity, while it may take several weeks 
to make a worthwhile lot of the large calibré garnets, 

Prices on large quantity lots of small cut garnets start 
at less than 15 cents per stone in the smallest sizes. 
Stones weighing more than one carat are priced by the 
carat rather than by the stone. They are usually classi- 
fied locally to conform to standard sizes in millimeters— 
such as 3 to 4, 4 to 5, 5 to 6, and so on up to 9 or 10 
millimeters. Round garnets rarely exceed 10 millimeters 
in diameter because of the usual heavy loss in the weight 
of rough material when cutting a large round stone. An 
oval or square cut will usually give a larger stone from 
the same size rough and also is priced at a higher amount 
per carat. 

For separating the various sizes, a set of strainers 
with differences of one millimeter in the diameter of 
the round holes is generally used. To classify a lot of 
round stones in mixed sizes, the lot is first passed through 
the largest strainer. If the diameter of the holes is 


Pit workings for garnet on a pegmatite vein 
situated near Rio Doce River, Minas Gerais. 


exactly eight millimeters, all stones which cannot pass 
through are classified from eight to nine, or eight to ten 
millimeters. The remainder of the mixed lot of stones is 
then passed through the seven millimeter strainer and 
that part which remains makes up the seven to eight 


millimeter lot. All stones passing through the seven 
millimeter strainer are worked consecutively downward 
through each size until the smallest stones are finally 
separated by the two millimeter strainer. 

At times, orders are made for round stones to be made 
up all of one size. This type of order is more expensive 
than the lot prices since it usually necessitates a selec- 
tion from several lots to obtain a quantity of a special 
size. 
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HE postwar plans of a war veteran were realized 

during December in Chicago, when Herman Sach- 
noff opened his new Dale Jewelers store in the down- 
town Loop. 

Mr. Sachnoff, who earned his laurels by taking part 
in more than fifty combat missions in the Air Force 
during the war, and was sent by the government on a 
nationwide bond selling tour, was associated with one 
of Chicago’s largest jewelry chains during the prewar 
years. In combat in the Middle East theatre he made 
plans for a jewelry store of his own, to incorporate 
a series of new ideas in merchandising display, which 
materialized in his new business. 

The new Dale store is heavily departmentalized, but 
through a novel idea in case design, departments appear 
to “flow together” so that a customer standing at the 
watch case, for example, may easily see diamond rings 
several cases away, or the costume jewelery display at 
the rear of the store without shifting from his position. 

This has been made possible through a “staggered”’ 
arrangement of the five six-foot plate glass cases which 
show most “traffic” jewelry items. Each case instead 
of adjoining the next in an orderly straight line, is re- 
cessed or projected a distance of 21% inches out from 
the next. 
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Projecting display cases 
coupled with novel Over. 
head light fixtures, per. 
mits view of contents of 
all cases as soon as the 
customer __ enters store, 


by R. A. LEWIS 


Lighting and Arrangement 
Make Displays Readily Visible 


Faced with the problem of a long, 
narrow store, this jeweler contrived 
a novel idea in “‘staggered”’ counter 


eases which make store appear wider. 


‘Actually what we did was to take into consideration 
the ordinary lack of visibility when the jewelry cus- 
tomer enters a long narrow store,’ Mr. Sachnoff ex- 
plained. ‘Usually he can see only the contents of the 
first two or three cases from the doorway, often only 
the first counter case. By arranging our cases so that 
each succeeding unit back from the doorway projects 
forward 214 inches, and replacing the ordinary wooden 
sides with clear glass, the customer sees the last case 
as readily as the first. Two and a half inches may 
not seem like a great deal of space for visibility, but 
actually, combined with the glass sides of the cases, 
it moves the merchandise forward enough that all con- 

(Please turn to page 317) 
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Legal Decisions of 1946 





Often in the course of every-day business, circumstances beyond 


the control of the retail jeweler can lead to expensive legal 


action. This review of cases ean help you avoid similar litigation. 


URING 1946 the higher courts rendered many 
outstanding decisions involving manufacturers 
and sellers of jewelry. Knowledge of these suits will 
enable readers to avoid similar litigations. Moreover, 
these new citations may be advantageously utilized to 
win unavoidable suits. 





EXEMPLARY DAMAGES IF THERE IS DECEIT 


According to a recent higher court a jeweler who 
practices deceit, fraud or malice in selling jewelry may 
be held liable for heavy exemplary damages. 

For illustration, in Saber v. Green Jewelry Com- 
pany, 66 N. E. (2d) 224, reported June, 1946, it was 
shown that a person named Saber sued a jewelry com- 
pany to recover damages based on allegedly fraudulent 
sale of a reconditioned watch as a new watch. Saber 
asked the court to allow him a judgment for $33, the 
amount paid for the watch, and $5,000 exemplary 
damages based on fraud and malice of the manager 
of the jewelry store. 

During the trial the testimony proved that the 
jeweler advertised that he handled only “quality” mer- 
chandise. Also, Saber testified that the watch gained 
45 minutes in a short time, and when he returned the 
watch he was told by the store manager that “ a new 
watch has to be regulated.” The watch was returned 
five different times for adjustment. The store manager 
denied that he told Saber that the watch was a new 
watch. 

After listening to the testimony the jury decided 
that the jeweler either personally or through his em- 
ploye falsely represented the watch sold to be a new 
watch. 

The jury rendered a verdict in favor of Saber for 
$33, but refused to allow $5,000 exemplary damages. 
Saber appealed to the higher court which reversed the 
verdict of the jury and said that the jury would have 
been justified in finding ingredients of fraud, malice 
and insult from the evidence introduced in the case, 
and allowing Saber $5,000 exemplary or punitive 
damages. 
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by LEO T. PARKER 
Attorney at Low, Cincinnati, Ohio 


RINGS EXEMPT AS “WEARING APPAREL" 


A majority of states have laws which grant owners 
of “wearing apparel’’ special privileges, or exemptions, 
with respect to wearing apparel. 

Now, a higher court has held that a ring is “wear- 
ing apparel,” and exempt from seizure under the bank- 
rupt laws. 

For illustration, in Richards, 64 Fed. Supp. (2d) 
923, reported February, 1946, the court so construed a 
law which gives a bankrupt person the right to retain 
ownership of wearing apparel, irrespective of the 
amount of his debt. This court said: 

“If worn by the owner, it was a constituent part 
of his attire, and in our judgment is within what the 
Legislature meant to include by the term ‘wearing ap- 
parel’ . . . My conclusion is that the ring in question 
is exempt to the Bankrupt.” ° 


NOT PATENTABLE UNLESS AN INVENTION 


Modern higher courts consistently hold that no in- 
vention is patentable if it has been previously used or 


_its description published in any country in the world. 


Another important point of law is that while com- 
mercial success of an invention is entitled to consider- 
ation in determining whether an invention is patentable, 
yet this fact alone will not entitle the inventor to a 
valid patent. 

For example, in Warner Jewelry Case Company ¥. 
Wolfsheim & Sachs, Inc., 64 Fed. Supp. 955, reported 
April, 1946, it was shown that a company developed 
a very large and successful business on a _ patented 
jewelry box. The patent described the invention as 
a box in which the surface ornamentation is protected 
against marring and “to preserve the appearance and 
beauty of the box indefinitely.” 

Since the testimony proved that previously another 
inventor had manufactured and sold somewhat similar 
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You Pay to Sell 
-and You Pay to Buy 


Sandy MacIntosh and his family were sitting down 
dinner when Sandy noticed that they were short 


on meat. He said to the three little MacIntoshes— 
“Now, my darlings, which of you will have a nickel 


instead of meat?” 


“The kids took the nickel and Sandy and his wite 
put away all the meat. Then the pudding was brought 
on the table and Sandy said, ‘Now, my children, how 


many of you want a nickel’s worth of pudding?’ ”* 


The poor kids had about as much chance as a jeweler 


with a heavy diamond inventory. 
First he puts his capital into loose diamonds. 


The cost of it keeps his profits down and his capital 


tied up. 


Then when he gets some money, he has to put it 
back into loose diamonds again because he does not 
always have the exact stones that he needs, and has 
to buy more than he actually needs to get enough to 


sell, mounted in merchandise. 


Shrewd jewelers have stopped fighting the funda- 


mental laws of economics. 


They are buying diamond rings under the Schless- 


Harwood System. 


They buy only what they need, in straight sizes, at 
rock bottom prices. Their bank balances are higher 
and so are their profits. They know the exact cost 
of every item they make. They know what it means 
to keep expenses down in an industry where compet- 
itors are shrewd and always looking for the edge. 


Write to us for further information. 


“Taken from Captain Billy’s Whiz Bang. 
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jewelry boxes the higher court held the patent void, 
and said: 

“We believe that commercial success, where shown, 
is entitled to consideration of magnitude. We do not be- 
lieve that commercial success, standing alone, however, 
is sufficient to uphold the validity of a patent without 
real inventive concept.” 


ROBBERY MUST BE PROVED 


In Williams v. Continental Inc. Company of New 
York, 152 Fed. (2d) 958, reported March, 1946, it 
was shown that an insurance company paid money on 
a jewelry theft policy and then sued the insured to 
recover the amount paid on the ground that the claim 
of loss was false and fraudulent. 


The higher court held in favor of the insurance com- 
pany because the insured failed to prove that actually 
a robbery had occurred. This court cited various de- 
cisions, however, which held that a jeweler who carries 
theft insurance can collect on the policy if he con- 
vinces a jury by circumstantial evidence that he was 


robbed. 


TO WHOM DOES FAIR LABOR ACT APPLY? 


The Fair Labor Standards Act clearly specifies min- 
imum wages that must be paid by manufacturers en- 
gaged in producing merchandise for interstate com- 
merce. Failure to pay the legal wages entitles the em- 
ployes to recover extraordinary heavy damages, lawyer 
fees, etc. Quite obviously a firm engaged in manufac- 
turing or selling merchandise within a single state is 
not subject to the Fair Labor Standards Act. Also, ac- 
cording to a late higher court decision a company is 
not a manufacturer which has its own designs of 
jewelry manufactured by other persons and firms. 

For example, in Ullo v. Smith, 62 Fed. Supp. 757, 
reported January, 1946, it was shown that a corpora- 
tion buys and sells jewelry. Very frequently the cor- 
poration submits its own designs to firms which “make- 
up’ the jewelry especially for the corporation. The 
question presented the court was: Is the corporation 
engaged in production of merchandise for interstate 
commerce and, therefore, subject to the Fair Labor 
Standards Act. In holding in the negative, the higher 
court said: 

“True, at least, some of the buying was done pur- 
suant to designs submitted. This, however, does not 
constitute this concern as a manufacturer or handler 
as part of manufacturing.” 

On the other hand, in another case the testimony 
proved facts, as follows: The Regina Novelty Com- 
pany is engaged in the business of selling earrings, 
necklaces, bracelets and similar novelty jowelry. A 
large percentage of the sales are to customers out of 
the state. The higher court held that this company is 
engaged in interstate commerce. Therefore, it is. sub- 
ject to the Fair Labor Standards Act. 

And in another instance it was shown that the Has- 
kell Company purchases in bulk, glass, beads, bits of 
wood, etc., counts them out and sends them out to be 
made up into jewelry by contractors in accordance with 
Sketches and samples. When finished they are delivered. 
put in stock and sold. As a part of the sale, of course. 
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they have to be packed and sent out to the purchasers, 
This court held: 

“He clearly comes under the definition of a many- 
facturer giving the work out to a contractor.” 


STATUS OF PAWN TICKET 


According to a recent higher court a “pawn ticket’ 
is the memorandum of the transaction under which by 
statute a pawnbroker is required to use only “ordinary” 
care to safeguard and redeliver the pawned jewelry to 
the true owner. 

For example, in Whittemore v. Luftig, 68 N. E, (2d) 
591, reported October, 1946, it was shown that the 
owner of jewelry valued at $2,000 gave it to a man 
named Forsyth to pawn. The latter pawned the jew- 
elry and the pawnbroker issued the ticket to Forsyth. 
Later in the year for some reason not explained, the 
dealer sold the jewelry to third persons. 

The owner of the jewelry sued the pawnbroker 
claiming that he was legally bound to return the jew- 
elry to her, the owner. However, the higher court re- 
fused to hold the broker liable, and said: 

“A pawnbroker is required to ‘deliver to the person 
who pawns any article.’ It is the pawner, and not the 
owner, who must be given the pawn ticket. Forsyth, 
though not the owner of the jewelry, was the pawner 
with the consent of the owner, and properly received 
the pawn ticket bearing his own name as pawner. He 
is the one who as pawner had the right to redeem the 
goods by paying the debt and receiving the goods from 
the defendant (broker).” 


SECRETE PROCESS 

No employe will be permitted to divulge or use a 
“secrete process” learned from an employer. A con- 
tract between an employer and his employes tend to 
readily convince the court that the employer was 
damaged. 

For example, in Flexmir, Inc., v. Herman, 40 Atl. 
(2d), 799, it was shown that certain employes signed 
an agreement not to divulge, or use for the benefit of 
any other person or partnership, any of the “trade 
secrets, or secret processes of manufacture, secret 
formulae, methods of spraying, packing or shipping, 
used or employed by the Employer,’ and “not to 
enter the employ, directly or indirectly, for ten years 
of any other person, partnership, or corporation, en- 
gaged in the business of processing or metalizing plas- 
tics,” ete. 

In violation of their agreement these employes did 
enter the employ of a company known as Spray-Cote 
Corporation, and in which company they became stock- 
holders. 


The higher court promptly granted an injunction 
preventing the employes from using any of the secret 
processes in the new business. 


IS PARKING LOT LIABLE FOR THEFT? 


Considerable discussion has arisen from time to time 
over the legal question: Is a garage owner responsible 
for articles stolen from an automobile parked in a park- 
ing place furnished for use of the public? 

(Please turn to page 319) 
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Despite the wide range of merchandise shown, Lebolt's 
windows are not overcrowded. Displays are tastefully 
arranged on low-tiered risers which permit easy view. 


‘Mass Display With a Purpose 


Long one of the acknowledged “exelusive’’ jewelers, Lebolt & Co., 


Chicago, deliberately shows wide range of merchandise and prices 


to dispel idea that they only eater to upper-income customers. 


HIS is a “man bites dog” story. 

Normally, small jewelry stores strive and strain 
to create the impression that they are “exclusive,” qual- 
ity stores. 

When a widely acknowledged “exclusive” store goes 
all out to combat a reputation for exclusiveness, how- 
ever—well, that’s news. 

Lebolt & Co., Chicago, have long had a reputation 
for being an “upper-bracket” type of jewelry store— 
and too much so according to a decision reached by 
Fred H. Marienthal, manager. Deciding that steps 
should be taken to interest customers of all classes and 
purse capacities, he looked about for a method of demon- 
strating the fact that the store wished to cater to 
virtually every economic level. : 

The Lebolt store, founded in 1899 and growing con- 
tinuously ever since on Chicago's busiest State St. 
corner, formerly believed that mass display in which 
many items were crammed together in a small space 
was a distinctive characteristic of credit stores, or low- 
price enterprises appealing to the working-man public. 
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by RODMAN LUCAS 


Now, however, after considerable experimentation and 
research into customer’s incomes and buying habits, 
Mr. Marienthal has “‘liberalized’’ display policies 
throughout the entire store—including windows, dis- 
play cases, wall cases, and all other points at which 
merchandise is shown. 

“We follow this display policy simply because of 
its many advantages,” he said. “‘First, we want the cus- 
tomer on the street and inside the store to see that we 
have everything in the jewelry line by classification, 
price ranges, materials, etc.—and see it at a glance. 
Second, and one of the most important of all, we want 
to ‘kill’ the idea that we are an exclusive, high-priced 
store which caters only to customers in the upper in- 
come bracket. Mass display, properly used, does both 
of these jobs for us, and in such a way that we can 
truthfully say that our customer list runs all the way 
from low-salaried people to millionaires.” 

(Please turn to page 326) 
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Custom-made jewelry created in firm's own workshop 
is shown against white velvet backdrops in windows. 


Specialized Customer Service 





Y concentrating their efforts on fine creative pieces 
and fashioning them to meet the needs of the indi- 
vidual, the rising young firm of William Ruser and James 
McCormick has gained a distinctive place in the wealthy, 
jewelry-conscious community of Beverly Hills, Calif. 

While serving in executive capacities for a prominent 
jewelry concern in the fashionable Los Angeles suburb, 
the partners saw the need for a retail firm that could 
serve the style-minded residents by specializing in cus- 
tom work done on the premises. Last September, when 
they started in business for themselves, they put in their 
own workshop and acquired the services of a designer 
and several craftsmen. 

Their emphasis on high-quality workmanship, the 
speed with which they executed their ingenious new de- 
signs, and their close attention to creating jewelry styles 
to complement the personality and wardrobe of each 
patron soon forced them to expand their facilities. To- 
day nine full-time craftsmen are employed in the shop 
at the rear of the building, and their list of patrons 
continues to swell. 
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Keynotes Success of Coast Jewelers 


They have made a specialty of the more delicate 
types of costume pieces with the accentuation on detailed 
workmanship. They find that the trend in expensive 
jewelry is away from the massive and baroque. In 
sportswear, however, huge gold earrings, bracelets, and 
necklaces are in high favor. Pins and earrings with mov- 
ing parts are another important item in the new fashions 
in expensive gem creations. 

Costume pieces in which two or more different stones 
are combined have far more appeal than pieces that are 
set with only one gem. In earrings, rings, and pins, 
preference is high for rubies and sapphires set off by 
diamonds or pearls and diamonds on gold backgrounds. 
Topaz and aquamarine are classed as not so desirable 
in the current fashion picture. Jeweled watch cases, 
tastefully embellished with small emeralds, rubies, or 
diamonds are another outstanding product made in the 
firm’s own shop. 

The store itself is an achievement in elegant simplicity. 
In the main salon jewelry displays are confined to six 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Plan ahead, 
for YOUR 


— Imperial Gustemers 


& No. Wabash Avenue 
Chicago 


FOR MARCH, 1947 


LU SS 


Hegistered and Insured 


ADVERTISED 
more than all 


other cultured pearls 


In 1947, as in years past, Imperial 
ilitiinwt@emsiie Maal ml om @iihaay 
more, admired more — and 
purchased by more people: — 


than all other cultured pearls. 


IMPERIAL PEARL SYNDICATE 


iN evae siitimeaaaiilis 607 So. Hill Street 
New York Los Angeles 











shadow boxes set into the buffed maple walls. The 
dazzling creative pieces are displayed on backgrounds of 
white velvet. Two comfortable sofas, which flank a 
lovely old marble fireplace, invite the patron to relax 
while going over sketches with salespeople and designers. 
Aligned along another wall are dark mahogany chairs 
and tables of simple design, arranged so that each 
patron can talk with the salesman in almost complete 
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privacy. Cool green carpeting and crystal chandeliers 
complete the picture of luxurious comfort. 

The facade and exterior display cases give a feel; 
that this is an exclusive store that caters to People of 
good taste. Window displays, which are remarkably 
simple, serve to point up the beauty of the expensive 
gems. White velvet draperies and display forms make 
a rich background for the sparkling pieces. 


Luxurious simplicity marks 
decor of salon. Walls are 
of buffed maple and shadow 
boxes are lined with white 
velvet. Customers can ey. 
amine sketches at leisure. 


by JEAN SAWYER 


Emphasis on high quality workmanship in creating jewelry 


styles to complement personality and wardrobe of each patron 


earns distinctive place in community for growing young firm. 


Nine craftsmen work in shop at rear 
of store turning out specially-cre- 
ated designs. Ruser (in dark suit) 
examines piece of work in process. 
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dramatized by exquisite gold mountings, exclusively 
designed by Treasureland craftsmen. Excellence is 
assured, value guarded by the Treasureland Certifi- 
cate of Guarantee and Registration... $50 to 1500. 


At Leading Jewelers 


THE TREASURELAND RING COMPANY 


Box I, Chicago 90, Illinois 
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Sees Bright Future for Colored Gems 


Prominent dealer in precious colored stones says market 
is firm and demand strong. With colored stone jewelry 


constantly growing in public favor, jewelers have 
exceptional opportunity for profitable business, he believes. 









Colored stone jewelry has shown a 
rising acceptance during the last 
few years and this increased de- 
mand is reflected in the creation 
of many beautiful pieces such as 
this sapphire and diamond flexible 
chain necklace from Harold Cohen. 


by HAROLD COHEN 


5 pew opening of a new year naturally finds jewelers 
thoughtful about prevailing conditions and future 


prospects. Present adjustments in the value of merchan- 
dise, and in the attitude and buying habits of consumers, 
suggests closer than usual study. But if it is a time to 
re-examine merchandise in a new light, to tighten up 
organization, and to offer better services, it is certainly 
no time to stand still! The future is good for those who 
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walk with a confident step and a clear eye: it will prove 
disastrous mainly to those who have no stamina for the 


road ahead. 
Precious colored stones have received substantial 


acclaim during the last few years. Reports of the U. S. 
Bureau of Mines have recorded ever-increasing public 
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TRUBLAK 


TRADE MARK 
OF 


THE FINEST GENUINE 23) SIZES AND SHAPES are produced mechan- 
19 Vel Gel. b @ 4 ically and diamond cut; every operation is per- 


formed on specially designed precision machine 








tools . 


UNIFORM THICKNESS — Every stone in every lot is 
identical in thickness. 


UNIFORM BUFF RADIUS — The radius of every buff 
top stone is identical with every other. 


ACCURACY OF SHAPE and FIT — Whatever the size 
or shape ordered, every stone is uniform, as the 
result of special machine tools engineered for each 
size and shape. Every stone will fit its setting per- 
fectly; can be set easier, quicker, better. 





Each “TRUBLAK” Black Onyx Ringstone is perfection itself. Its permanent, fade-proof, black color, its size, shape, thick- 
ness and finish is unreservedly guaranteed. Manufacturers whose first consideration is quality of their own merchandise 


cannot afford to use any other stones. 


SOLD EXCLUSIVELY TO THE MANUFACTURING JEWELER 


“es 
ADOLF MELLER 





Lompany 


387 CHARLES STREET « «© © © PROVIDENCE 4, REOOE. ISR ARV 


America’s first and foremost manufacturers of Genuine Onyx and Synthetic Ringstones 
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ready money and no goods, but they also have'a 
tremendous number of eager customers who have 
not been able to buy jewels for years, and who 
have been made terribly aware of their value in 
an emergency. 

Present prices outside their home markets are not 


interest, and jewelers all over the country have noted 
| impressive progress in their sales of fine gems. Now 
that it has been shown that precious colored stones in 
so many attractive forms are within the reach of so many 
people, this taste once acquired will continue to be 
indulged. The future for precious colored stones never 





was so bright. 
The latest reports from Ceylon and India, which send 
us most of these gems, are emphatic on the firmness of 


values in these markets. 


Certain simple facts establish 


the reasons for this stability. 


PP 


i) 





288 


Very little material of any merit is being mined 
in Ceylon; still less in Burma, where unrest per- 
sists, and war devastation has left heavy scars. 


. Bidding for new goods is spirited, for stocks are 


very low indeed. Local dealers have sold out the 
accumulation of years, and are now ready and 
anxious to replenish their stocks. Money is plenti- 
ful, and Eastern traders have a traditional prefer- 
ence for goods over currency, which is now more 
pronounced than ever. Regardless of other mar- 
kets, these merchants would therefore be eager 
buyers. 
In addition to the above considerations, there is an 
enormous demand from consumer buyers through- 
out the Far East, and Europe has been so depleted 
of gems that wholesalers and retailers in every 
country await only the relaxation of currency regu- 
lations to draw goods out of the Eastern markets 
and into their own. Not only have they plenty of 


unduly inflated. Eastern merchants base their values 
mostly on silver, partly on gold. By these standards, 
the prices of precious gems are not unreasonably above 
those of 1939, and most of the advance can be put down 
to currency depreciation since that time. It should algo 
be remembered that there exist no artificial controls over 
precious colored stones. Other than the economic law 
of demand and supply, nature exerts the only regulation 
by limiting her output. Therefore, since gem prices are 
determined only by natural economic factors, and have 
not been excessively stimulated, present prices are fair, 

Never was there a better opportunity for the jeweler 
to develop a fine gem trade. The present wide acceptance 
of colored gems has nothing merely novel or fashionable 
about it: precious colored stones have been used for ages 
in fine jewels, and their present popularity is the direct 
consequence of our new methods of jewel-making which 
have brought long-wanted jewels to people at prices they 
can afford to pay. 

Jewelers with the true feeling of the trade in their 
bones require goods which have permanence and inher- 
ent beauty. Precious gems fill this need. They havea 
long and colorful history in the field of human refine- 
ment, and those who deal with them acquire more than 
the superficial rewards of commerce. 


Three other outstanding examples of 


precious colored stone jewelry are 
this large catseye ring flanked by 
diamonds, bracelet of emeralds and 


diamonds, and the ruby and diamond 
clip, from Harold Cohen collection. 
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K& Ex imple, Amplified Stocks Convert Your 


Augmented by recent heavy imports, K & B’s commanding 
collection of ‘‘The Most Diversified Stock of Quality 
Sfones in the World” is again at your service... 

ready to scintillate in the jewelry masterpieces of 
America’s leading jewelry manufacturers. Each exquisite 
stone has been painstakingly precision-cut, measured 
and sized by supremely competent craftsmen... 


each stone of cardinal quality in its class. 





Expedited European deliveries are assuring constantly 
replenished stocks . . . re-emphasizing the importance 


of Kittay and Blitz as a stone source of first magnitude! 


KITTAY wo BLITZ. ne 


22 WEST 48 ST., NEW YORK 19, N. ¥. 
PROVIDENCE, R. |. OFFICE —76 DORRANCE ST. 
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Specimen of a good institu- 
tional advertisement. Note 


The 


Ad=-Viser 


First in a series of 
articles which will 
eonsider fundamental 
principles of advertising 
and their application 

to jewelry merchandising. 


by IRVING SETTEL 





that no merchandise is shown: 
only store prestige emphasized. 


Editor's Note: The author, who is advertising man- 
ager of Concord’s, Inc., and an instructor of advertising 
at Pace Institute, New York, solicits readers’ advertis- 
ing problems which will be treated in an “Ad Clinic” 
running concurrently with this series. 

Future instalments in this series will cover successful 
layout technique, selling copy, headlines, body copy, 
merchandise display, the advertisement as a whole, 
advertising production and direct mail, newspapers and 
radio as media. 


KNOWLEDGE of the principles and methods of 
advertising is imperative for every retail jeweler 
who desires to maintain an effective and successful busi- 
ness organization. On the whole, business men recog- 
nize the importance of an integrated merchandising pro- 
gram. They know that advertising is an important link 
in the chain of distribution, that it assumes a vital role 
as a segment of the large merchandising picture. Mod- 
ern business with its inevitable competition cannot func- 
tion without proper promotion. And proper promotion 
is completely dependent upon its most important com- 
ponent—advertising. 
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Advertising is important because it creates demands 
and raises the profits and lowers the cost of conducting 
our business. As a result of its significance, we should 
understand this amazing business stimulus to the extent 
of our association with it. We should be sufficiently 
familiar with its procedure and tenets to profit from its 
versatility. As leaders of a small or large business organ- 
ization, we are often required to pass upon advertising 
plans, judge the soundness of a campaign, approve pro- 
motion budgets or even assist materially in the produc- 
tion of material. A knowledge of every phase of the 
subject will greatly assist in the execution of such work, 
for rightly directed and prepared, advertising can prove 
to be an even greater business stimulus than it has ever 
been. Remember, money can be squandered in advertis- 
ing just as quickly as in any other field of endeavor. 
Knowledge of the tools and the precepts are necessary 
to successful retail management. | 

This series will be devoted to the dissemination of 
sound principles of advertising for the use of both the 
small retailer and the large retail store executive. Tips, 
thought-starters, ideas, etc., will be offered. Each fea- 
ture will contain samples of effective promotion used 
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PEARLS FOR 
ae MOTHER'S DAY 


Bi Sea Island C:ultured Pearls from far eastern waters. Four a 
18 inch necklaces with individually knotted pearls, nicely boxed. 
Guarantee certificate with each. All prices Keystone. 
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by successful retail jewelry stores. In addition, both the 
theoretical and practical aspects of advertising will be 
presented. Technical information will be presented in 
simple non-technical language. It will be our purpose 
to assist in the building of sales and the expansion of 
business. 


THE FUNCTIONS OF ADVERTISING 


Essentially, the aim of all advertising is to sell mer- 
chandise. Since all of us are interested in increasing 
business, a brief discourse on the functions of advertising 
is appropriate as a curtain raiser. 


“Why do we advertise?” Many a business man has 
asked this question and with good reason, for advertis- 
ing, effective or otherwise, costs money and the results, 
for short periods of time, are difficult to ascertain. When 
we employ salesmen, we can easily determine which of 
these men earn their salt, merely by looking at their 
sales record. Such immediate judgment cannot be pro- 
nounced in the case of advertising. As sales increase, 
the agent of responsibility is temporarily concealed. It 
is not until longer periods of time have elapsed that the 
business stimulant becomes obvious. Then the retailer 
may scratch his head in amazement at this mysterious 
force. His question has been answered with action rather 
than theory. 


Advertising can be divided into two broad classifica- 
tions, 1. Institutional Advertising, and 2. Promotional 
Advertising. 


Good merchandise advertisement 
presenting items attractively. 
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INSTITUTIONAL ADVERTISING 


Institutional advertising is designed to build the repu- 
tation of the store as a whole. Its main purpose ig ty 
establish the store as reliable, alert, progressive, welj 
equipped, as an authority on jewelry fashions, ag , 
headquarters for all the latest merchandise, etc. It may 
also picture various conveniences which the store offers: 
to the customer, such as payment plans, layaways, etg, 


PROMOTIONAL ADVERTISING 


Promotional retail advertising sells specific merchap- 
dise. It may announce special events or may merely 
offer the merchandise to the public at regular prices, 
Promotional advertising always includes descriptions of 
items and prices. It makes up the bulk of retail jewelry 
advertising. It is wise, however, to always include q 
few institutional ads during the year. Many stores mix 
promotional with institutional ads, alternating them 
fairly regularly. Others use one institutional each 
month along with two or there promotionals per week, 
Your schedule should depend upon your own circum- 
stances. If you are running strictly a “Price Unit,” 
emphasis should be placed upon promotonal ads. If you 
have a “Class or Institutional Unit,” institutional ads 
should be used with greater frequency. 


What we have tried to make clear in the preceding 
paragraphs is that advertising is important both to the 
development of a retail business as an institution and 
to the immediate selling of a product. We shall now 
discuss the methods advertising employs to accomplish 
these functions and purposes. 

Let us analyze an advertisement as an instrument of 
selling. If we were to look through any daily news- 
paper, we would soon realize that competition for read- 
ers attention is tremendous. Each page contains a 
multitude of advertisements and each advertisement com- 
petes with all the others. As a result, we can readily 
understand that in order to gain the readers’ interest, 
the ad must possess some element of difference. After 
all, a newspaper reader is primarily interested in read- 
ing the news. How then can we gain attention over all 
these obstacles? Simply by using the means of emphasis. 


UNUSUAL EFFECTS POSSIBLE 


Startling effects can be obtained with emphasis ... 
effects which have been employed by some of the most 
successful advertisers of our day. Some of the very best 
include the following: 

Use of white space to surround the copy. 

Use of unusual photographs. 

Use of reverse or white on black. 

Use of color. 

Use of illustrations of unusual sizes. 

Use of unusual shapes of layout. 


After the attention has been obtained, it is necessary 
to maintain it long enough to give the reader a message. 
The message, of course, is supposed to produce the action 
which is the main purpose of our efforts. In other words, 
the factors, attraction, attention and action are the 
mysterious elements within the advertisement which 
finally produce the sales. 


However, the merchandising picture is far from com- 
(Please turn to page 329) 
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SHAPES IN STOCK FOR PROMPT DELIVERY— 


Cushion and Octagon ... Paramount 
and Brilliant-cut: 12/10; 10/8; 8/6... 
Buff Top: 16/12; 14/12; 12/10... 
ourmaline : Ovals and Rounds in all sizes . . . 
quamarine Baguette, Triangular shapes or special sizes and 
shapes made to order. 


lue 


rinite Green | Used in quantity by manufacturers 


who know quality. 


‘ellow Green ° 


Blue Zircon Prices compare most favorably 
with Pre-war levels. 


HECCIE STONES INC., 320 EAST 39th STREET 





NEW YORK 16, N. Y. Phone MUrray Hill 4-1492 
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Clerk in the Cederquist store shows costume jewelry with package in foreground. 


Gift Packages Spur Sales 





Of Fine Costume Jewelry 


Cederquist’s, Ashtabula. Ohio, coneludes that well-wrapped 


‘dummy’ packages, and attractive-appearing parcels create a 


desire to buy on the part of fine costume jewelry customers. 


NE of the most effective merchandising ideas ever 

developed by Cederquist Jewelry Co., Ashtabula, 
O., in connection with costume jewelry has been simul- 
taneous display of neatly-executed gift packages. 

E. R. Cederquist, head of the store, has carried cos- 
tume jewelry for more than ten years and promotes it 
aggressively. He says, “I have heard reports that many 
small city jewelers will not carry costume jewelry exten- 
sively because they feel the lower price lines are too 
competitive with other retailers, and will not stock the 
upper bracket price line through feeling that the aver- 


age small-community customer will not pay such prices. 


There is some truth in both of these opinions. However, 
we have reduced costume jewelry merchandising to a 
definite system, and find it works out perfectly.” 
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For one thing, the entire stock of costume jewelry 
carried in the Cederquist store consists of exclusively 
gold-filled costume jewelry. Pins, brooches, clips, etc., 
up in the $75 price range are a bit beyond the means of 
the usual customer. However, Mr. Cederquist has 
found that he can maintain an excellent turnover in 
gold-filled, tastefully designed costume jewelry items 
ranging from $10 to $35. “Our prices are substantially 
above those of competing department stores, specialty 
shops, etc.,” he indicated, “which automatically takes 
care of the price-level problems. At the same time, we 
show a more comprehensive stock than may be found 
elsewhere. We carry no electro-plated costume jewelry 
whatsoever, feeling that this would place us on a com- 

(Please turn to page 329) 
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A WINDOW FOR THE COMING MONTH 
(From page 229) 


Gift displays that will really bring business can be 
planned throughout the year—for seasonal holidays and 
the many gift occasions that occur all through the year 
—birthdays, anniversaries, graduation and confirmation 
and, of course, wedding gifts. By emphasizing the gift 
idea in your windows regularly, you will make people 
think of you when they have a gift to buy and practi- 
cally everyone (90 per cent according to the statistics) 
buys one or more gifts during the year excluding 
Christmas. 





STYLED FOR NEW JEWELRY SHOPPING 
(From page 233) 


a combined receiving-shipping-wrapping department, 
and a repair department, are other major inclusions. 

Radio and newspaper advertising was effectively 
meshed in creating a rousing send-off for the store. 
Advertising copy on “This Is Music,” a program spon- 
sored by Cave’s on a local station, heralded the splendid 
appointments of the new store and placed emphasis on 
the firm’s reputation for merchandising quality jewelry 
lines. 

Radio commercials were also tied in with a feeling 
which pervades in this state, that Arkansas is on the 
threshhold of a shining, new, opportunity-laden era. 


Result of linking radio copy describing the new store 
with the trend to brighter days were stimulating meg. 
sages. An example of the technique is this commercial: 


‘Arkansas is on the upswing! A great building 
program is getting into high. . . .. New industries 
are transforming the state. . . . Business continues 
to set new peace-time records! Cave’s new jewelry 
store exemplifies the upward trend to new stand- 
ards for Arkansas. It is complete with jewelry 
and related goods of lasting loveliness, displayed 
in the modern manner. Beautiful, Yes! But not 
over-priced. The name Cave’s on the box adds 
much to the gift. . . . Nothing to the cost.” 


For years, Cave’s has been a port of call for jewelry 
purchasers, not only those residing in Little Rock, but 
in all corners of the state. For years, the clientele has 
included not only affluent citizens, but also a nucleus 
of trade comprised of a less pecunious segment of the 
populace. 

Would the impecunious patrons assume that mer- 
chandise in the new cushy, deep-pile carpeted store was 
beyond their purses and impel them to seek less pre- 
tentious surroundings for their jewelry needs? Would 
the $75-diamond patrons jump to the conclusion that 
the new Cave’s would not condescend to stocking inex- 
pensive items? Not at all! Thomas Cave has steadfastly 
encouraged the patronage of young couples seeking $75- 
diamond rings. Sales treatment accorded this clientele 
matches that extended the carriage trade and young 





The Zircon, according to tradition, 
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arried couples are top prospects for future business. 
Advertising was repetitiously used by Thomas Cave 
‘, issuing supercordial invitations to the customers in 
modest income brackets, to reassure them that the new 
Cave’s contained merchandise in their price range, 
that the store still cherished their business. Advertising 
did a real job in driving this message home. 

Here’s how Cave’s maintained a tenacious grasp on 
the modest-income bracket: By inserting large-space dis- 
play ads, featuring modest-priced diamonds; 

By promising, via newspaper and radio advertising, 
that the store policy was the same despite the opulent 
furnishings, and that the young couple buying their first 
diamond out of budgeted earnings would have a wide 
selection from which to choose; 

By stressing that prices at the store were no higher 
than at any other store where quality was a watchword. 

No Arkansas businessman is firmer in his conviction 
that better times are in the offing for his state than 
Thomas Cave. No store owner has prepared for that 
glistening future more judiciously, more thoroughly, 
than Jeweler Cave. 


m 





TURNOVER CHECK KEEPS STOCK CLEAN 
(From page 235) 


and silver jewelry, etc., are not entered in the ledger, 
inasmuch as the perpetual inventory system on this mer- 
chandise takes care of all replacements. 

Use of the book has many advantages, according to 
Mr. Buescher. Through its use, he can make a quick 
check on turnover rates. For example, the book during 
1945 showed three complete turnovers, as against the 1.4 
which was considered average by the government. 

The card system allows the Blust store to experiment 
with new lines which it feels may “catch on” success- 
fully in its own neighborhood, and to give each a fair 





DISPLAY DIVERSITY IN SMALL FRONT 




















Full and complete utilization of a small store front space to a'.ow 
wider diversity of displays is depicted in this new -iore front of he 
Newton Jewelry Store on Main Street in Oklahoma City. In ce”.- 
tion to the conventional eye level window another full window is 
built in below giving twice as much window space. A small "spe- 
cialty"’ window is also built into the post on the right of the store 
entrance. The store front, 25 feet in width, is of black stzne and 
windows are fluorescent lighted. 
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test which will show up almost immediately in compar- 
ing the card file and the ledger. Several new items have 
been added successfully, while others have been elimi- 
nated. Among the latter have been some varieties of 
leather goods, costume jewelry, low-priced clocks, dresser 
sets, plastic merchandise, etc., which simply fail to show 
the proper sales turnover. 


FEW WAR SUBSTITUTES LEFT 


“We are proud of the fact that through the inventory 
system we were caught with less than $1,000 total retail 
inventory value of war-substitute merchandise,’ Mr. 
Buescher said. “In this way the system allows us to 
maintain an unusually clean stock, which we feel would 
have been difficult otherwise—in these days of small 
allotments and many more shipments.” 


Another virtue which the use of the tag-and-ticket 
system which guides the removal of cards in the index 
file, is the prevention of potential embarrassment when 
gifts are delivered with tags still attached. This has been 
known to happen, even in the most carefully managed 
jewelry store, according to Mr. Buescher. Because the 
tag is permanently removed from every item, and 
attached to the sales ticket governing that sale, there is 
no possibility that someone will receive a gift with the 
price tag still attached. 

“Little mishaps of that type can lose much good-will 
for the store,” the partners state, “and thus, our inven- 
tory system has developed a by-product of ‘real value.” 





Mirror “Psychology” Keeps Salesmen Alert 


The matter of keeping salespeople “‘on their toes” 
both in the matter of their personal appearance and 
customer attitude has been tactfully and skillfully han- 
dled by one retail jeweler who installed a large mirror 
and poster at the left of a door leading from the em- 
ployee’s locker room to the retail counters. Combining 
gentle hints as to personal appearance with others em- 
phasizing the need for courtesy, this gives every em- 
ployee a chance to “‘take stock” of himself before meet- 
ing customers. 

The mirror is seven feet high by three feet broad, 
ample enough for a full length reflection. Over it a sign 
reads “CHECK YOURSELF!” To the right, the poster 
is headed “Check Yourself Over—-Would you please 
yourself if you were your next customer?” Beneath the 
following checkpoints are accented: 

1. Is your face clean and bright? 

2. Do you need a shave or fresh makeup? 

3. Are your clothes neat and attractive? 

4. Are your shoes well shined? 

5. Are you ready to smile and courteously assist the 
customer, no matter what her problem? 

6. Do you know where everything is located to give 
swift service? 

7. Do you feel in good spirits and ready to represent 
your firm efficiently? 

Use of this clever idea has caused all employees to 
stop instinctively at the mirror, look themselves over 
and “spruce up” for the job. Many instances of untidy 
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Weinberg Diamond Company, Inc. 
Dept. CK, 580 Fifth Ave. 
New York 19, N. Y. 








298 


THE JEWELERS’ CIRCULAR-KEYSTONE 








dressing and cross tempers disappeared after the gentle 
reminder went into effect. Most important, salespeople 
-sclined to go about their work dourly, and with little 
snthesissts are usually moved to smile on the job. 

“It’s good psychology,” the head of the firm summed 
up. “Where signs alone might be overlooked, the sight 
of the mirror and its reflection is always effective—and 
we believe we are pleasing our customers far more.” 


ee ee ee 


GROUPINGS FACILITATE CUSTOMER SERVICE 
(From page 237) 


Getting things first, further built Schubach’s reputa- 
tion to a point where shoppers looked there first for 
scarce merchandise, which resulted in more and more 
new accounts going on to the store’s books. 

Opening the new addition called for a rearrangement 
of stocks, addition of new merchandise and change of 
operation procedure to take fullest advantage of the 
move. A careful breakdown of old lines, and new fea- 
tures under consideration for the new store, was made, 
and every effort used to keep allied lines together, yet 





at the same time to make full use of the department | 


feature. The move to be successful also called for close 


coordination. 
A small diamond room, just inside and to the right 


of the jewelry store entrance, gives seclusion to custom- 
ers looking over diamond purchases. Across the store, 
to the left of the entrance, are displayed the store’s finest 
wrist and pocket watches. These items are displayed 
both in glass-topped counters, and glass-enclosed wall 
shelves behind the counters. Further down the store is 
a costume jewelry display where customers may, while 
comfortably seated, examine merchandise without a feel- 
ing of being hurried or rushed. 

Across the store is a display of men’s and ladies’ rings. 
At the rear of the store, just inside the doorway to the 
appliance and silver room is the cashier’s office. 

Going through the doorway to the appliance store, 
customers may turn right to go directly out to the side- 
walk, but most are attracted to the many items of mer- 
chandise displayed in the appliance department and 
lured directly into a separate room at the rear where the 
fine silverware and silver services are featured. 

All departments are easily located, not only by mer- 


chandise displayed, but also by wooden letters marking | 


their location. 


DISPLAYS SMALL APPLIANCES ONLY 


Mr. Schubach does not display refrigerators and sim- 
ilar large appliances in the appliance room, but makes 
an effort to display smaller appliances that harmonize 
more with a jewelry store atmosphere, and a jewelry 
store setting which is maintained throughout both stores. 

Hollywood broilers, waffle irons, toasters and hand- 
some irons are featured in the appliance room. Also 
displayed are silvered juicers, electric mixers, cocktail 
shakers and other fine items that harmonize well with 
the store’s atmosphere—and with the silver in its sep- 
arate rooms at the rear. 

Crystalware of all kinds is carried in the appliance 
room, and directly across, occupying the full side of the 
store is the gift shop where leather goods, jewelry cases, 
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pen and pencil sets, fine pipes and other gift items are 
displayed in counters and glass-covered shelves. In the 
center of the room are shown console radios, while op 
flat display tabies are located smaller table model radio, 
and record players. 

The silver room, arranged somewhat like a dining 
room, is lined with glass shelves, backed by mirrors 
Flatware and hollow ware are shown on these shelves. 
Silver service sets and hollowware are attractively 
displayed on the modernistic table in the center of the 
room. Here customers may lay out a complete set of 
silver and get the full effect of a set table in a home 
atmosphere. 

Mr. Schubach does not depend on word-of-mouth ad- 
vertising to bring business into his stores. His advertis- 
ing account is handled by a Salt Lake agency, and g 
carefully conducted newspaper and radio advertising 
campaign is worked out generally for each year, and 
specifically from week to week. 

Limited newspaper space cuts Schubach’s advertising 
to two ads each in three dailies. Diamond advertising 
is featured every Sunday, and other articles, including 
scarce merchandise newly arrived, are plugged one 
weekday. Radio advertising is confined almost exclv- 
sively to diamonds, pens and pencil sets, and jewelry. 

Mr. Schubach, commenting on the new store arrange- 
ment, declared, “Departmentization as we are working 
it out is the best way we know to avoid confusion and 
make for smooth operation in handling a full line of 
jewelry and accepted allied merchandise. It has re- 
sulted in an air of dignity about the store that has 
pleased and satisfied our customers, and brings them 
back to the store when shopping for jewelry and similar 
merchandise.” 








1946 MARRIAGES HIT ALL-TIME HIGH 
(From page 242) 


ring purchases the young man is unaccompanied by his 
bride-to-be; 

5. Generally speaking, only half of the nation’s retail 
jewelers are employing methods and techniques of pro- 
motion which assure maximum sales connected with 
weddings. 

Detailed results of the poll of jewelers follow: 


WEDDING SALES VOLUME 


Conservative estimates in the past have credited mar- 
riages with approximately one-quarter of annual jewelry 
store sales. 

However, replies to the JC-K questionnaire indicate 
that the percentage is somewhat higher—in the vicinity 
of 80 per cent. The majority of the estimates received 
—almost two-thirds of them—ranged from 20 per cent 
to 40 per cent, with 30 per cent as average. 

Asked “During 1946, what percentage of your total 
sales consisted of items connected with weddings (such 
as rings, silverware, glassware, etc.)?” answering jewel- 
ers replied as follows: 

lercentage of 
all replying 


Estimated percentage 
of total annual sales 


25.2 said 40% 
22.6 said 30% 
15.7 said 20% 
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RING SALES 
On the basis of estimates provided by jewelers answer- 
ing JC-K’s questionnaire, half of all the rings purchased 
sn 1946 (exclusive of wedding rings) were engagement 
rings. The majority of the estimates ranged from 80 
er cent to 70 per cent, and the average was 50 per cent. 
Asked “Approximately what percentage of your total 
ring sales for 1946 consisted of engagement rings?”’, the 
jewelers answered as follows: : 


Percentage of Estimated percentage of 


all replying total 1946 ring sales 
17.3 said 60% 
15.6 said 30% 
14.9 said 70% 
13.9 said 40% 


Other estimates, in small quantities, varied too greatly 
to be of any statistical value. 


WEDDING RINGS 

Economic conditions play a large role in ring pur- 
chases, naturally, but nevertheless JC-K attempted to 
find out how large a segment of the public purchases 
wedding rings at the same time as engagement rings. 

The tendency toward buying both rings together is not 
particularly pronounced, apparently. About two-thirds 
of the jewelers reporting gave estimates ranging from 
10 per cent to 50 per cent of ring purchases involving 
both wedding and engagement rings. The average was 
27.5 per cent. 


Asked “In approzimately how many cases were wed- 
ding rings and engagement rings purchased at the same 
time?” jewelers replied as follows: 


Percentage of Estimated percentage 


all replying of “both ring” sales 
20.8 said 50% 
15.2 said 30% 
13.6 said 20% 
13.6 said 10% 


WHO BUYS THE RING? 4 


Traditionally, of course, the ardent swain buys a ring 
and, when he feels the exclamation “O, this is so sud- 
den!” will be in order, slips the solitaire on the maiden’s 
finger. Which is all very well if the girl will be satis- 
fied with any old style and mounting—but generally 
speaking the modern miss won’t be. 

There is another tendency—much more sensible—for 
the young man to propose, sans ring, and at a later date 
visit a jewelers with the girl and permit her to select the 
ring herself. 


In order to determine how widespread this latter cus- 
tom is, JC-K asked about it in the 1946 marriage survey 
questionnaire. It was learned that in approximately 60 
per cent of the cases the girl still has no voice in the 
selection of her ring. 

Asked “Approximately how many [ engagement rings } 
were bought by the man alone?” jewelers answered as 
follows: 





pt attention. All sizes. All qualities. 
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Percentage of Percentage of cases where 


all replying man bought ring alone 
25.8 said 60% 
20.6 said 50% 
17.9 said 70% 


Conversely, the question was asked “How many [en- 
gagement rings] were purchased by the man accom- 
panied by the girl?” The answers to this question were 
used as a check upon the preceding one, and percentages 
which didn’t add up to 100 were ignored. 

As can be seen from the above, answers by jewelers 
ranged from 50 per cent to 70 per cent for the man 
buying the ring alone, with an average of 60 per cent. 
In an average of 40 per cent of the cases the man was 
accompanied by the bride-to-be. 


JEWELERS’ PROMOTION EFFORTS 


Considering the huge volume of marriages in 1946, 
JC-K was interested in determining just how aggres- 
sively jewelers were securing wedding business. Con- 
sequently, three questions were asked of the jewelers 
polled, and the replies indicated the extent of their 
merchandising efforts. 

By and large, it is demonstrated that jewelers are 
not taking maximum advantage of the huge bridal 
market. 

In the matter of “leads” for new bridal business, 
for example, nearly half of the jewelers admitted that 
they were “mufling the ball.” 

Asked “Do you scan society notes and other news- 


paper matter for names of prospective brides?” jewelers 
answered : 

Yes: 56 per cent; 

No: 44 per cent. 

One jeweler indicated that he sent congratulatory 
telegrams to newly-engaged girls and brides-to-be, offer- 
ing a free gift if they stopped at the store. The promo- 
tion was tied in with the telegraph company. 

Several jewelers replying “no” added, by way of 
afterthought, “But it is a good idea and we'll try it.” 

This is, unquestionably, a promotion method which 
could be used to advantage by many more retail jewel- 
ers. Granted that such a project requires time and 
personnel, the experiences of many jewelers who have 
used the system testifies to its success. . 

In the matter of “extras” suggested at the time of 
the purchase of the engagement or wedding ring, there 
is also room for more aggressive promotion on the part 
of a large number of jewelers. 

Suggesting a silverware pattern, of course, would 
have been a trifle silly to many jewelers during 1946, 
merely because both plated ware and sterling were stil] 
extremely difficult to get. A number of retailers answer- 
ing a question concerning pattern suggestions pointed 
out this fact in their replies. 

Asked, “While the ring is being bought, do you sug- 
gest a silver pattern to be selected and then suggested 
to friends and relatives as wedding gifts?” jewelers 
replied as follows: 

Yes: 48.2 per cent; 

No: 51.7 per cent. 
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DIAMONDS for APRIL 


Every month is a month for diamonds, but there is an added senti- 
ment for those who have a birthday in April, the diamond month. 
This year the demand will be even greater because Easter comes 


Our diamond department is well stocked with diamonds of all sizes, 
mounted jewelry and mountings to supply your requirements. 


You have just received the Easter edition of Allen Monthly. 
Please give it your attention; it will pay to do so. 
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Many of those answering “‘no’ were unquestionably 
affected by circumstances and probably would have sug- 
gested silver patterns if there had been any available. 
Most answers contained the written addenda: ““We did, 
hack in the good old days when we could get silver...” 
“We have no silver to show...” and “What's the use 


without silver?” 

Among those answering “ves, comments included: 
“We do when writing prospective brides...” “We 
keep a record of silver patterns and crystal chosen by 

9? €é 
and “The clerk uses 


3? 


brides—men never know ... 
her own judgment if the girl is present... 

Somewhat more than half of the jewelers replying 
to the questionnaire stated that they carried additional 
lines which might be suggested as wedding gifts. 

Asked “Do you carry such items as glassware and 
chinaware which might also be suggested as wedding 
gifts?” jewelers replied: 

Yes: 56.8 per cent; 

No: 43.2 per cent. 

One firm reported that it had extended the suggestion 
principle to the bride-to-be by having her select not 
only silverware but glass and chinaware patterns as 
possible wedding gifts. 

All in all, although 1947’s marriage rate will prob- 
ably not quite reach the peak established in °46, it 
should continue to be high. And that will mean good 
business for the jeweler. It will mean even better busi- 
ness for the jeweler who goes after 1947 marriage busi- 
ness in one or all of the ways suggested above. 
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EIGHT-WEEK PROGRAM GOOD FOR I! YEARS 
(From page 264) 


Company. This skit is presented, burlesque style, in 
costume and: the commercial is introduced at some ridic- 
ulous or exciting moment in the skit. Thus the audience 
is carried over the usually low spot in the program 
where commercials are presented. 

These skits or acts are, of course, presented and acted 
out by the store’s cast. Another feature is the announcer 
who has been given the name Jack “E. Z. Credit” Logan. 
He not only does the announcing but is worked in 
throughout the show as the butt of the gags. Another 
feature was the building up of a young high school girl 
named “Tiny” Ellen Sutton. She originally appeared 
on the Amateur Hour as a contestant and was later taken 
into the cast. Now she is in Hollywood, Cal. 

And Miss Sutton isn't the only Wilkens Amateur 
who went on to fame. Patsy Bolton was with Eddie 
Cantor for some time and Bobby Doyle played in ““To- 
night On Broadway” with Jane Frohman. Others have 
made good in the Big Time. 

Since the show reopened after the war, Lang Thomp- 
son has taken over the Master of Ceremonies job, but 
Jack “E. Z. Credit” Logan still does the announcing 
and gets kicked around by jokes and gags. The demand 
for tickets has increased over the pre-war years and 
Wilkens feel that the show which started for a short 
eight weeks in 1935 is still going strong! 
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CLOSED SEMI-OPEN OPEN 
and STILL LOCKED 


You owe it to your customers 
to protect their valuable pearls 
with the Delgar Safety Clasp* 
Here is the only clasp which 
positively locks and secures two 
and three strand necklaces with- 
out special action. Easily attached 
to new strands or to restrings. 
Available in 10 and 14 karet 
white gold. 

Write for information regard- 
ing this valuable insurance against 


the loss of pearl necklaces. 


* Patent Pending 


DELGAR, Inc. 


Jewelry Manufacturers 


665 Fifth Avenue, New York 22, N. Y. 
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Can You Help Me? 


My Display Problem Is: 


——— 





by VIRGINIA DIXON 


Readers’ questions about window and inside-store display 
will be answered in this department each month by Mise Vir. 
ginia Dizon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry fleld. Miss 
Dizon is already well known to JC-K readers as the author of 
many stand-out articles on jewelry store display. 


Pp you give me the names of any firms in Chicago 
where I might purchase material for lining our wal] 
cases. I expect to be in Chicago soon and would appre- 
ciate any suggestions you can give me as to places to 
visit for new ideas and materials for window displays.— 


F.H.R. 


Answer—Following is a list of display firms having 
showrooms in Chicago. You should be able to find a 
variety of suitable display materials at any of these: 
Adler-Jones Company, 521 South Wabash Avenue (dis- 
play units); Garrison-Wagner Company, 20 E. Con- 
gress St. (all types of display materials); Maharam 
Fabric Corp., 6 East Lake Street (fabrics and display 
novelties) ; Dazian’s, 125 No. Wabash Avenue (fabrics 
and novelties); W. L. Stensgaard and Associates, 346 N. 
Justine St. (novelties and fixtures); Sherman Weir, 209 
W. North Avenue (display novelties made to order); 
Crystal Fixture Company, 226 S. Wabash Ave. (display 
fixtures ). 


‘ i you give me the names of some firms where I 
can get some good quality fabrics such as velvet or 
bengaline for covering window backgrounds and for in- 
terior case displays? Are these materials still hard to 
get?—O.L. 


Answer—tThe fabric situation has improved greatly 
as far as availability of materials is concerned although 
prices are generally rather high, especially for velvets, 
and color selections are not always complete. The follow- 
ing firms all report having velvet in stock now in a fairly 
good selection of colors: Kaplan Textile and Products, 
Inc., 460 Fourth Avenue, N. Y., have both transparent 
velvet and something which is like the uncut “crystelle” 
velvet we used to get before the war. They also have a 
variety of satins, crepes and novelty fabrics many of 
which would be suitable for jewelry display back- 
grounds. James A. Cole, 285 Fourth Avenue, N. Y., 
have velvets and other good textures in spring colors. 
Park Lane Fabrics Co., 45 East 80th Street, N. Y., 
have transparent velvet and a lustrous fabric which they 
call “Gloray” which they say was especially designed 
for jewelry display. This is 52 inches wide and comes 
in most spring shades. Associated Fabrics Company, 
1600 Broadway, N. Y., have some velvets and a selec- 
tion of novelty weaves. F. Schumacher, 60 West 40th 
Street, N. Y., have the heavy upholstery velvet and 
other drapery and upholstery materials some of which 
can be adapted to display needs. Their associated firm 
Waverly Fabrics in the same building have the less 
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ensive display fabrics, but have no velvet. Bengalines 


ex a 
: be scarce in most places. 


still seem to 


SHOPPING NOTES 


ERE are some suggestions for your Easter egg hunt: 

Michigan Display Supply Company, 1217 Griswold 
Street, Detroit 26, Mich., have full round plastic Easter 
eggs in pastel colors, 10 by 6 inches. They come in a 
carton of six assorted colors, Weil Displays, 145 Madi- 
son Avenue, New York, have gay berufiled cellophane 
eggs which can be filled with flowers and suspended from 
the window ceiling or used in any number of other ways, 
with or without the flower filling! The folding tissue 
paper eggs aré still available and are very inexpensive. 
Austen Displays, 31 West 31 Street, N. Y., have these. 


The base metal link chains which were ae a lot last 
Christmas are now available in spring pastel colors with 
silver backing. ‘These make a sparkling garland for 
spring windows and can be combined with flowers for 
still more colorful effects. The links are one-half inch 
wide and chains are packed 60 feet to a carton .. . from 
Coy Disbrow & Co., 686 Greenwich Street, N. Y. 14. 


Another item for sparkling window effects is a war 
surplus product now called Foil-rol: 14 inch wide alumi- 
num strips used during the war to confuse enemy radar 
by being dropped from planes. It is especially effectivé 
for glitter and rain effects in windows because of its 
high light reflection. Available in 375-foot rolls from 
Foil-rol, 4 Denny Place, Cincinnati 27, Ohio. 

One of the most versatile materials discovered for 
display use in the past few years is papier mache. The 
variety of forms which it can assume make it an effective 
medium for almost any kind of display scheme. Its 
three-dimensional effect gives it more interest and dis- 
tinction than paper sculpture or flat illustrations. Prac- 
tically all of the best papier mache work is done to order. 
There are firms which carry stock items, but few of these 
are adaptable to jewelry display either in design or qual- 
ity of execution. The firms in New York alone, that do 
work to order seem to be legion and it is impossible to 
describe more than a few. Staples-Smith, Inc., 8 West 
40th Street, are one of the best known of these firms and 
their showroom is full of exciting ideas which can be 
adapted to jewelry store use. James Leuer and Com- 
pany, 50 Eighth Avenue, is a smaller company, but their 
attitude is refreshingly considerate both as to type of 
work needed and cost. They seem to make a particular 
effort to understand the individual problem and feel that 
a small budget does not preclude a good job. This firm 
does not confine itself to papier mache work by any 
means, but their work in that medium is extremely nice 
in detail. A young woman who has done some very effec- 
tive papier mache work for jewelry stores in New York 
is Binnie Ross, 118 West 13th Street. She is an excel- 
lent designer and executes all her work herself with dis- 
tinction and style. 

An unusual head form for showing earrings and neck- 
laces is shown by Staples-Smith, Inc. (mentioned above). 
Its concave shape may seem ultra-modern, but the de- 
sign is simple enough so that attention is readily focused 
on the jewelry rather than on the form itself. They are 
available with a flock finish (a suede-like surface) in 
several colors. 
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No. 727, to retail at $6.50 
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PERIOD MOVIES SPUR INTEREST IN JEWELS 
(From page 246) 






































has been recognized as one of the motivating forces in 
enlisting the cooperation of filmland’s costume designer, 
to create wardrobes that will set the gems off to thei; 
best advantage. 

Two famous designers, Edith Head of Paramount, 
and Vera West of Universal, predict these fashion high- 
lights for the coming season: ‘You will see few frills ang 
ruffes worn on the screen—they smother jewelry. Em- 
phasis will be on decollete, strapless evening gowns, 
halter-neck play dresses, tailored suits with throat- 
hugging, simple necklines, street-length cocktail dresses 
with very plain bodices and full skirts. And all of these 
styles require jewelry. Its increased importance in the 
Hollywood fashion forecast is underscored by every 
studio designer. 

To keep its readers informed on Hollywood's latest 
achievements in jewelry and fashions, the Jewruzrs’ 
CircuLar-KeysToneE will present from time to time 
articles in which filmdom’s outstanding designers will be 
interviewed on current fashion news. These will include 
Charles Le Maire of Twentieth Century Fox, William 
Traville and Leah Rhodes of Warner Bros., Edith Head 
°% Paramount, Adele Palmer of Republic, Jean Louis 


of Columbia, and Vera West of Universal. 





SIX STEPS IN SELLING 
(From page 239) 


ment of your own industry. Mix with other people in the 
jewelry and allied lines—find out what they are doing 
and how they are doing it. It pays to study their meth- 
ods and their results. Rub elbows with the leaders and 
after a while, you yourself will be a leader. 

(To be continued) 





X-RAY TUBE CHANGES GEM COLORS 
(From page 250) 


TOURMALINE 


A number of stones of different colors were treated, 
but no marked results were obtained. In general, there 
was a darkening of color but it was very slight. The 
darkening in a deep rose-purple stone was accomplished 
by a 10-hour exposure, though the total effect may have 
been attained much earlier, while a green stone showed 
no change after eight and a half hours. A pale green 
gem, on the other hand, turned light yellow with a 
treatment lasting but one hour and 20 minutes. 


ZIRCON 


Several stones were treated, including blue heat- 
treated zircons and natural brown ones. The heat- 
treated blue partly reverted to a brown stone, a layer 
about 1 mm. thick became very brown, while the brown 
crystals were unaffected. On exposure to sunlight, one 
irradiated stone became blue again. 

Several other stones of less importance to the trade 
were also tested, with the following results: A green 
apatite turned somewhat yellowish; a brazilianite be- 
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came slightly darker; a dioptase and simpsonite did not 
change; and a white oligolclase became pale orange and 
een. 

All of them reverted to their original colors upon 
exposure to sunlight or heating, or both. 

To sum up, the experiments appear to indicate that 
the natural color of many gem stones can be changed 
or modified by more or less prolonged application to 
high-powered x-rays, such as is provided by the new 
Machlett tube. However, in no case do these changes 
appear to be completely permanent, all of them being 
removable by either exposure to sunlight or the appli- 
cation of heat. And, in some cases, as with scapolite, 
the color completely disappeared after a relatively short 
time eyen when the stones were kept in the dark and 
not heated. 

Up to the present time, therefore, the x-ray treatment 
does not appear to give any permanent added value to 
gem stones, but it may be used by the unscrupulous to 
impart an artificial though temporary coloration. Jewel- 
ers are recommended, therefore, to give careful scrutiny 
to any stones offered to them which they may have rea- 
son to suspect of having been doctored in this way. 
This recommendation applies especially to green beryls 
and to sapphires with a strong yellow hue, since, as 
pointed out above, these effects are easily created and 
produce an exceptionally attractive appearance. 

Any stones which are suspected should be subjected 
to fading tests since this will quickly prove whether the 
color is natural or is due to doctoring with the x-ray. 


Survey Reveals Ring Preferences 


A marked preference for the precious white metals, 
platinum and palladium, for engagement and wedding 
rings has been indicated by a poll of 1000 readers of 
Glamour magazine. The poll reflects the preferences of 
women in age groups all the way from the teens to 40 


and over. 

Answering a question as to features first considered 
in the purchase of this lifetime jewelry, these women 
showed an unexpected practicality in naming durability 
as the first most important point and the ability to hold 
gems securely as the second consideration. 

In the choice of the cut of diamonds 51.4 per cent 
of the respondents prefer the brilliant cut. 35.5 per cent 
prefer a square cut. Although the square cut is con- 
sidered the more modern this was the choice of the 
women in the age group from 25 to 40. 

The survey revealed that 73 per cent prefer raised 
or prong settings as compared to 21.5 per cent who 
prefer a flush setting. 

Though size of the stone was considered relatively 
unimportant in the choice of an engagement ring 48.3 
per cent prefer a wedding band with precious stones; 
33.9 per cent prefer a plain wedding band. The re- 
mainder show a preference for carved and two-tone 
combination of palladium and yellow gold bands. 

The double ring ceremony which regained its popu- 
larity during the war years is still on the rise according 
to 84.9 per cent of the respondents. 

Over 97 per cent of those answering indicated their 
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jewelry store as the place to buy their wedding and 
engagement rings. 

The jeweler again figured as the largest sphere of 
influence by 38 per cent who named him as the person 
who would influence their decision in purchasing jewelry. 
Others who influence this set of women include their 
fiance, 16.4 per cent, and their ‘mother,’ 14.1 per cent. 





ANCIENT BELIEFS ATTRIBUTED TO GEMS 
(From page 256) 


Paracelsus (1493-1541) used powdered jacinth mixed 
with an equal amount of laudanum as a remedy for 
fevers of various origins. 

Curative effects were produced, according to St. Hil- 
degard, medically experienced Abbess of Bingen in the 
12th century, either by merely possessing the stone, or 
by holding it in the hand, placing it next to the skin, 
breathing on it, holding it in the mouth, especially dur- 
ing fasting, suspending it around the neck, or making 
the sign of the cross with it. 

The color of the gem was believed to be of thera- 
peutic importance, too. Red stones such as ruby, car- 
nelian, bloodstone, etc., were thought to be effective 
remedies for bleeding and inflammations; yellow stones 
for jaundice and diseases of the liver; green stones, 
emerald, jade, etc., for sick eyes; blue stones, sapphire, 
lapis lazuli, etc., for melancholia. 

Precious stones were also associated with astrological 


affinities. The following table of the affinities of the 
seven planets with the seven principal metals and pre- 
cious stones was published around 1610. 


Planets Metals Precious Stones 

Moon Silver Crystal 

Mercury Mercury Lodestone 

Venus Copper Amethyst, Pearl, Sapphire 

Sun Gold Diamond, Sapphire, Lodestone, Jacinth 
Mars lron Emerald, Jasper 

Jupiter Tin Carnelian, Emerald 

Saturn Lead Turquoise, All Black Stones 


Engraved signs enhanced the curative value of pre- 
cious stones according to ancient belief. The Christian 
physician, Alexander of Tralles (6th Century), recom- 
mended for colic pain a stone with an engraving of 
Hercules choking the lion. 

Taken internally, the stones were ground into powder 
and mixed with some liquid. Kunz quotes the prepara- 
tion described by Claus Berrichius in 1757. The pre- 
cious stones must be pulverized until they are reduced 
to a powder so fine that it will not grate between the 
teeth, or, in the words of Galen, this powder must be 
as impalpable ‘“‘as that which is blown into the eyes.” 
Some of these stones were ground for as long as a month. 

In a prescription of the sixteenth century British 
physician and pharmacist Bulleyn (supposedly a cousin 
of Anne Boleyn, wife of Henry VIII) we find among 
other ingredients, “two drachms of white perles; two 
little peeces of saphyre; jacinthe, corneline, emerauldes, 
granettes of each an ounce; redde corrall, amber, shay- 
ing of ivory, of each two drachms; thin peeces of gold 
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and sylver, of each half a scruple.” Such prescriptions 


were commonly believed protection against disease and 


poison. 


DIAMONDS 

The diamond was supposed to cure many diseases 
including insanity and plague. According to the Portu- 
guese Garcias ab Orta (1563) the diamond was not used 
for medicinal purposes in the India of his time, except 
when injected into the bladder to break up bladder 
stones. 

There was a belief that diamonds or diamond dust 
taken internally, acted as a poison. This may or may 
not have been true, depending upon how finely powdered 
the diamonds were. The German Emperor Frederick II 
(1194-1563) is said to have been poisoned with pow- 
dered diamonds. The toxicologist L. Lewin denies this 
since actually finely powdered diamonds may be swal- 





Jeweler’s Window Typifies Northwest 


During the recent Diamond Jubilee celebration of 
Vancouver, British Columbia, Tod & Manning, jewelers, 
installed an unusual display in their window which came 
in for a generous share of attention. The display was 
conceived by Miss Louise Bolton, one of the senior 
members of the staff, whose special forte is the diamond 
room. Miss Bolton has many noteworthy window trims 
to her credit but this Jubilee display was outstanding 
from both the beauty of its conception and originality 
of treatment. 





Typifying the Northwest was this window display used by 
Tod & Manning, jewelers, during the celebration of Van- 
couver's Diamond Jubilee. 


Designed inferentially to publicize the fact that the 
basic prosperity of Canada’s westernmost province is 
founded on two primary industries—lumbering and fish- 
ing—the display at the same time stressed the fact that 
British Columbia is scenically a beautiful country for 
both tourists and nature lovers in general. 

The background of the window was a large painting 
typical of the outdoors depicting a mountain cut by a 
canyon through which a stream made its way over a 
waterfull, ultimately seeming to flow right into the win- 
dow. In the foreground, natural ferns and plants sim- 
ulated a meadow beside the stream. In this natural 
foliage were set small life-like animal figurines, includ- 
ing horses, deer, elk, and birds in very realistic poses. 
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The Costume Jewelry Sensation of 1946 


Sets a New High in Fashion Jewelry for 1947 


with 


lamour: lice 
by 





ramer 


KRAMER blazes forth with a grand new 
array of bright, light, colorful creations for 
Spring. Be sure to see the daring new 
designs highlighting flawless Czech 

stones beautifully blended with pastel 
moonstones, aquamarine and rose. Handset 
with true jewel craftsmanship in sterling 
silver, both rhodium or gold plated, to 
make them masterpieces of matchless 
elegance. Profit by Kramer’s national 
advertising in VOGUE, HARPER’S BAZAAR, 
MADEMOISELLE, CHARM, and GLAMOUR 
plus the wide-spread publicity 


Kramer creations enjoy. i 
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. . - one of the many Nationally 
advertised products we distribute— 


ALSO WHOLESALE DISTRIBUTORS 
OF THE FOLLOWING 
NATIONALLY FAMOUS PRODUCTS 


Seeland Watches - Marvella Pearls 

Community Plate Shiman Mfg. Co., Inc. 

1847 Rogers Bros. R. F. Simmons Co. 

Wm. Rogers & Sons Speidel Corp. 

Tudor Plate Louis Stern Co. 

American Queen Van Dell Jewelry 

S. O. Bigney Co. Herschedes Clocks 

Bliss Bros. Ingersoll Clocks & Watches 
Bugbee & Niles Co. Ingraham Clocks & Watches 
Carl-Art Inc. McClintock Clocks 

Dorson Jewelry New-Haven Clocks & Watches 
Deltah Pearls Revere Clocks 

Excell Mfg. Co. Telechron Clocks 

lrons & Russell Co. Westclox Clocks & Watches 
Iskin Jewelry Ronson Lighters, etc. 
Jacoby-Bender, Inc. Hamilton-Beach Appliances 
Kestenman Bros. Mfg. Co. Manning-Bowman Appliances 
S. Korff & Son Schick Shavers 

Laguna Pearls Toastmaster Appliances 
Marathon Co. Terry Wallets 


DIAMONDS FINE JEWELRY TOILET WARE 
STERLING SILVER 







We also carry a complete line of 
Fine Stone Rings 






GET INTO THE HABIT OF BUYING FROM 


q 


Established 1895 


AISENSTEIN & GORDON. INC. 


712-714 Sansom St. Philadelphia 6, Pa. 
PHONE: WA 2-3995 


























lowed without harm like powdered common glass, pro- 
viding that it is actually powdered and not just ground. 
The “Poudre de Succession,’ a common means of Poison- 
ing in Catherine de "Medicis France in the 16th cep. 
tury, was, according to some tradition, powdered dig. 
mond; actually it consisted mainly of arsenic. 

There was an old belief that diamonds grew dark ip 
the presence of poison. St. Hildegarde, in a chapter jp 
“De Lapidibus,’ says that the diamond held in the 
mouth by liars and men subject to anger, cures these 
faults and also, enables those who cannot endure abstj- 
nence, to fast easily. 

When Pope Clement VII was seized by his last illnesg 
in 1534, his physician used powders composed of varj- 
ous precious stones, of which diamonds were one. In 
two weeks they are said to have given the Pope 40,000 
ducats worth of these stones, a single dose costing some 
3000 ducats. 


RUBIES 


Rubies were believed to maintain the body in good 
health, preserve from plague and poison, and increase 
the gifts of fortune. Sanskrit medicine finds in the ruby 
a valuable remedy for flatulency and biliousness. A 
“ruby elixir” was used for general weakness. Many 
natives of India still believe in their efficacy and that 
of sapphires in purifying the blood, strengthening the 
body, quenching thirst, dispelling melancholy and avert- 
ing danger. 


SAPPHIRES 


Believed to be useful against bites of scorpions and 
serpents were sapphires. Albertus Magnus (13th cen- 
tury) teacher of Thomas Aquinas, had seen sapphires 
employed as eyestones for the removal of impurities or 
foreign substances from the eye. Van Helmont (17th 
century) explains a proper method of applying a sap- 
phire to cure plague boils; a gem of a fine, deep color 
being rubbed gently and slowly around the pestilential 
tumor. 


TOPAZ AND EMERALDS 


The use of topaz to cure dimness of vision was recom- 
mended by St. Hildegarde. Before retiring to sleep, the 
patient was supposed to rub his eyes with a wine- 
moistened topaz. She also believed that the topaz nev- 
tralized any liquid in which poison was present. 

Various medicinal uses for the emerald are mentioned 
by Kunz, amongst them being an antidote for poison 
and poisoned wounds, and against demoniacal posses- 
sion. If worn on the neck it was said to cure malarial 
fever and epilepsy. Rusus asserts that “if the weight 
of eighty barleycorns of its powder were given to one 
dying of poison it would save his life. The Spaniard 
Avenzoar (12th century) stated that having once taken 
a poisonous herb, he placed an emerald in his mouth 
and applied another to his stomach whereupon he was 
cured. 

A cure for dysentry was possible, it was believed, by 
wearing an emerald suspended so that it touched the 
abdomen and by keeping another gem in the mouth. 

Psellus says that a cataplasma of emeralds helped those 
suffering from leprosy; if pulverized and taken in water 
they would check hemorrhages. Hermes Trismegistos, 
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, name given by the Greeks to the Egyptian sage and 
God Thout, said the emerald would cure ophthalmia and 
hemorrhages. The Hindu physicians of the 13th century 
considered the emerald as a good laxative, also as a 
cure for dysentry. In addition they believed that it 
diminished the secretion of bile and stimulated the. 
appetite. 

According to Camille Leonard (1610) the emerald, 
when worn, bridles lasciviousness, dispels demoniacal 
iJlusions, strengthens the memory, and inspires rhetori- 
cians with convincing arguments, 


AGATE 

The wearing of agate ornaments was believed to cure 
insomnia and to insure pleasant dreams. Agates are 
“Aleppo Stones” in the East to alleviate the pains of 
the Aleppo boil. “No venom may scathe the man who 
has the agate stone with him,” says the old Saxon Leuch 
Book. “He who is afflicted with any disease, if he taketh 
the stone in liquid, it is soon well with him; no bite of 
any kind of snake may scathe him who tasteth the stone 
in liquid.” St. Hildegarde recommends the agate for 
curing epilepsy. All the patient’s food should be cooked 
in water in which an agate was soaked for three days. 
The gem was also supposed to be placed in anything 
the patient drinks. 


JADE 


The name “jade” is derived from the Spanish “piedra 
de y jada,” stone of the side. It was supposed to cure 


pain in the side. Through the mystic powers of jade 
the Chinese have sought the key to everlasting life as 
men of the West were in vain search for the Fountain 
of Youth. Jade was used for various forms of calculi. 
Old Chinese pharmaceutical advice used jade powder to 
strengthen the lungs, the heart and the vocal organs. 
It was supposed to prolong life, more so if gold and 
silver were added to the powder. A broth made by boil- 
ing in a copper kettle equal parts of jade, rice and dew. 
and filtering, was said to strengthen the muscles and 
bones, purify the blood and calm the mind. 


PEARLS 


Native Chinese druggists still sell powdered pearls 
after the old manner. The ancients believed that they 
increased the power of procreation but today they have 
descended to external use as plasters and poultices for 
sores. The pearl is often considered a sovereign remedy 
for headaches. “Paracelsus Magisterium”’ of pearls was 
manufactured by grinding pearls and digesting them 
with vinegar for a month. The magisteria played an 
important part in Paracelsus’ therapy. 

There is perhaps no other field than gemology to 
which has been attached as much superstition and lore 
through the ages. While gems today are for the most 
part held in esteem solely for their beauty of color and 
fire, it is surprising that several of these old superstitions 
persist today. 

However, whether or not a matter of belief, this 
superstition and lore attached to gemstones is some- 
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A fine Aquamarine of crystal-clear beauty 


is set in this 14 kt. gold ring by Church. 


This ever-popular March birthstone is 


also available in many other distinctive 
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Continuing, national 
advertising, witha 
tested, universal sen- 
timental appeal, is 
now doing an effective 
selling job for our dealers 
in such top-notch maga- 
zines as Ladies’ Home 
Journal, House Beautiful 
and Parents Magazine. 


This quality product, 


baby’s first shoes preserved } 


forever in gold, silver or 


bronze, will bring the right 


kind of customers to your store | 


..- customers who will 


boost sales in al/ departments. 


Write today for details on this 
profitable dealership. Agencies are™ 


still available in many communities. 










-L. E. MASON CO. , 
Boston 36, Massachusetts | 





thing that remains of widespread interest to the la 

and because of this, can form the basis or theme for 
interesting promotion by retail jewelers in their window 
displays, newspaper and/or radio advertising. 


SEPARATE SHOPS FEATURE ATLANTA STORE 
(From page 260) 


shade than the wall, and lighted indirectly, they quickly 
catch the customer’s eye. 


Other display throughout the store las been carefully 
planned to give an attractive but home-like appearance 
In the China and Crystal Shops stationary display tables 
are placed in the center of the shops and are set with 
table linen, china, silver, and crystal, and decorated with 
centerpieces, giving an opportunity to display several 
different types of merchandise in their appropriate 
setting. 


ANTIQUE AND MODERN FEATURED 


Antique and modern china is stocked in the Ching 
Shop. Most interesting are its dinnerware pieces in 
antique English, French, and German china which in- 
clude tea sets, tureens, dinner and soup plates, and a 
few complete dinner sets. Entire sets of modern dinner 
china in American and English patterns are also stocked, 

The Silver and Crystal Shops also carry both antique 
and modern merchandise. The Crystal Shop has a good 
stock of Swedish glassware as well as a fairly complete 
stock of American glassware and odd pieces. Featured 
in the Crystal Shop are its odd pieces of antique cut- 
glass. The Silver Shop boasts a large number of pat- 
terns of modern sterling flatware as well as many lovely 
pieces of antique silver, both sterling and plated. Among 
its antique stock are tea services, coffee urns, punch 
bowls, turn-over dishes and candlesticks. 

Gifts of all kinds for the Bride and the Baby are 
found in the Linen Shop. For trousseau gifts there are 
bed linens,’ table linens, towels, comforts, and blankets. . 
Baby gifts include bed linen, caps, bibs, baby jewelry, 
china sets, cups, and silver. A specialty of this shop 
are handmade dresses and underclothes for babies and 
children up to age seven. These clothes may be bought 
from a small stock on hand or may be made to order. 


Much of the merchandise of the Linen Shop is dis- 
played on a bed in the center of the Shop which is made 
up with bed linen and showered over with pieces of 
Linen Shop merchandise. 


Another shop in the new store is devoted to fine 
jewelry. Customers are fitted for this merchandise in 
a private consultation room in the rear of the store. 


CONNOISSEUR'S TABLE 


A display table in the central aisle of the store is 
called the Connoisseur’s Table. On it are displayed the 
finest antiques that are to be found in the store. There 
are pieces of china, crystal, silver, etc., such as Spode 
china pieces, French china, Victorian silver, Dresden 
bowls, Meissen plates, and even an old iron-stone bowl. 

Arousing the greatest interest is the Men’s Shop. Bar 
accessories are a specialty of this shop and include cock- 
tail glasses, shakers, trays, corkscrews, bottle openers, 
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and cocktail napkins of all types and descriptions. Here 
also are figurines, pictures and knick-knacks to decorate 
a play-room or den. Fine hand-crafted leather goods 
such as portfolios, desk sets, dice cups, diaries, and the 
like are also featured in the shop. A small stock of 
men’s wearing apparel is carried—wool sweaters, wool 
sport shirts, and wool and silk ties. Several lines of 
men’s toiletries are also sold. 

A section devoted to Women’s Accessories is another 
art of the Maier & Berkele Store. Here, purses, mostly 
one-of-a-kind, for evening and street wear, are stocked 
and come in a variety of fabrics, including sequin and 
satins, colored suedes, leathers and reptiles. Colored 
gloves and silk scarves are also sold, as well as compacts, 
cigarette cases and costume jewelry. 


TABLES HOLD STOCK 

Occasional tables and coffee tables, which are for sale 
themselves, are scattered around in all the shops to 
hold merchandise. 

Display is carried out with an original note in the 
street windows. Merchandise is placed in the fore- 
ground and simple drapes make up the background. 
The drapes, however, leave an open space in the center 
back to allow the onlooker to see directly into the store. 
Thus, the store itself is used as a back drop for the 
merchandise displayed in the window, giving a touch 
of informality and intimacy to the display window. 
Three of these windows are placed on the second story 
level of the front of the building and are used for dis- 


tance display. They carry out the same layout of mer- 
chandise with a background of simple drapes. 

Practicability combined with eye-appeal in the physi- 
cal arrangement, merchandising methods and display 
thus set the keynote for this new Maier & Berkele Store 
in Atlanta. 





EMPLOYEE SUGGESTIONS SPEED SERVICE 
(From page 266) 


experimented with it and developed a tough, wear-resis- 
tant transparent plastic cover which is now standard 
on nine such racks used for displaying earrings through- 
out the store. Customers may admire rows of earrings 
on display though the clear plastic and salespeople re- 
move these quickly when customers request to see par- 
ticular styles. Covers are kept clean by wiping with 
a damp cloth occasionally, and there is no tarnishing or 
dustiness of the merchandise to contend with. 

Another good idea submitted by an employee which 
has become permanent policy at Crown Jewelers is 
the manufacturing of set-up display trays for case use. 
Like many other jewelry stores, the Crown concern was 
unable to buy sufficient display trays, pyramids, etc., 
during the war—and those in stock in early 1942 had 
become faded and worn through use. A salesman in the 
diamond department came up with the suggestion of 
“remaking” watch boxes into effective set-up display 
units. This is done by cutting out the flat bottom of 
the box, attaching a three-inch stand behind it, and sur- 
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OPEN HOUSE 


O,, the occasion of opening its 
new and larger offices and showrooms 
at 12 East 46th Street, New York City, 
ULYSSE NARDIN announces “Open House” 

, all day March [5th. 


Good Spirits will prevail. All are welcome. 


ULYSSE NARDIN WATCH and CHRONOMETER CORP. of AMERICA 


12 E. 46th St., New York 17, N. Y. 
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Modernize NOW 
for BETTER PRODUCTION 


For efficient operation — Install modern equipment 
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Soumderp #3W oven inside PReesKs — 
working space /8"" x I8" x ure G-M High Speed 
12" high. Door opening is" Pi... eetuie 
wide x 12" high. Well insul- CASTING 
° ° ° OVENS 
ated, Efficient, with Brown in- PA + meat MACHINES 
dicating pyrometer controller Ecco high frequeney 
and stand, crated f.o.b. New weer seen Thermotrol 
York $507.50 “ey ‘tahtuin® Kerr Centrifico 
2 ; BLOWERS 
With indicating pyrometer tains oh UMPS i 


sae § pty crates f.0.b. New Also investment waa, crucibles, rubber 


and related operating supplies. 
Distributed by 


ALEXANDER SAUNDERS & CO. 


Centrifugal Casting Machines s Equipment and Supplies 
Suce. to J. Goebel & Co. Established 1865 
95 BEDFORD STREET * NEW YORK 14, N. Y. 


























EMERALD CUTS ARE OUTMODED!: 


TRY OUR 


“FRENCH CUT" 


SYNTHETIC STONES 







PRECISION CUT 





SPECIAL ORDER WORK BY EXPERT CUTTERS 


METROPOLITAN GEM 
CORPORATION 


Importers & Cutters of Semi-Precious Stones 


12 John Street New York 7, N. Y. 
COrtlandt 7-0584 
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CUTTERS OF PRECIOUS and SEMI-PRECIOUS STONES 
48 WEST 48th STREET NEW YORK 10, W.Y. 
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SPECIAL 
GROUP Price °37"” 
Spring background in rich velvet with silk cord trim. Choice 
of many attractive colors. Special offer includes 12" x 16° 
background and following matching pieces: 6 ladies’ single 

_ ring, 6 double ring and 4 five ring (two each style). 
_ WILLIAM KORN & CO., _ Designers & Manufacturers, Inc. 


17-21 Elm Street Buffalo 3, N. Y. 
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e box bottom with plush velvet, cemented down 

eatly behind. The exterior of the carboard box itself 
: covered with a high-gloss, brightly-eolored paper on 
the bottom to hide any of the original surface. Placed 
‘n orderly rows, side by side, these are now used at 
Crown Jewelers for showing costume jewelry, wrist 
watches, pins, clips, bracelets, etc., by the score. 
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“We feel that our showcases give a much brighter, wh he amp 


more eye-apealing appearance through this system,’ Mr. 
Vollen said. “It provides a very practical use for the 
large number of watch boxes which customers seldom 
take in buying wrist watches—and at the low price | 
‘nvolved in making our own display units, we can afford | 
to throw them away as soon as they are faded or dusty. | 
The set-ups cost only a few cents each to manufacture, 
including a few yards of plush velvet and colored paper. 
Naturally, however, when there is an ample stock of | 
jewelry display facilities available, we will return to | 
the manufactured products.” . 

In a similar vein, still another employee won a reward | 
for suggesting a means of better color background for 
seasonal jewelry display through making case-bottom 
pads from heavy cardboard. These, cut to fit the bottom 
of the case, are versatile units which may be used to pro- 
vide a different color for gold jewelry, diamonds, 
watches, etc., as desired. The pads, which may be used | 
over and over again, are covered with rayon meshed cloth | 
in a variety of colors, plush velvet, or even plain green, 
red, yellow, etc., high-gloss paper, folded over the edge 
of the cardboard and tightly cemented. These colors 
may be varied according to season, to match holidays, 
etc., at low cost—and many customers have remarked 
with pleasure over the effect provided. ~ | 

A routine system for suggesting watch accessories | SAN } F.O. Merz & Co.—the famous 
such as bands, new crystals, re-facing, etc., has been (@y." quality name in personal 
adopted as a result of these contests, as well as a plan Rete goods— presents the 
for displaying engagement rings in the window for a : | : 
particular customer, etc. “Almost all of our employees’ a se aw poy wer REN - 
suggestions have some merit,’ Mr. Vollen summed up. p or fas remenrieds 
“Without these ideas we would have experienced con- | —- al, skillfully tailored for 
siderably more difficulty in maintaining a cheerful, eye- convenience, with ie eae Prag “a 
pleasing store through the war. The merchandising partments for coins, bills, 3 ‘ 
ideas which employees are developing now will be equal- _ photos, and miscellaneous , 
ly valuable in the buyer’s market ahead.” | ‘ items. The JUMBO ‘Merzfold 

| and Streamliner are nylon- 
oo stitched for long-life and 
BEWARE BEFORE YOU BUILD! | SS durability. 


(From page 268) 











Be sure to see the complete 
Merzline at the trade shows or 
when our representative calls. 


we 


lem, bear constantly in mind that your reason for build- 
ing is to make more money. Comparatively speaking, 
will you make more money by building now than by 
holding off and building later? 

6. When building, avoid any “construction: fad” 
which is likely to be soon out-dated. Such styles. often 
become obsolete in a very short time, with the result that 
the owner finds himself with an old-looking building on 











15 his hands. QUALITY 
: Avoid being “faddy,” stick to the more conventional 104-6 N. 63rd St., PHILADELPHIA 39, PA. 
7 styles, and your building will remain “new” a compara- 225 FIFTH AVE.. NEW YORK 10,N. Y 








le tively long time. PARKER HOUSE, BOSTON 7, MASS 


7. When erecting a building, keep your needs in mind. 
, When you build, your objective should be to have con- i 
Y. structed the best possible building for you (at the most oe 





Originators "MERZFOLD”, “KOINTELLER", "STREAMLINER”, “SAFTI- 
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Jeweled SWORD 


with removable scabbard 


oham oda-toitli-ts mel tielammelare, 
—p eigehcolelelshmme)e) ol-leidelsia— 
. . . unusually striking. 
AI sold of course and 
lavishly set with cultured 
or -TelaMmelatemettolite)slok eam hel- 
pommel and scabbard |. 
are embellished with & 
ckoliommclaciloMmelireommeliCt¢-tar , 





ing enamel. . . the ulti-;: 







mate in craftsmanship,} 
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Jewelers 


D. SCHNEIDER f= Oe cag, | 
Antique and Modern Jewels .. P pos ee ro ‘packagi: g of their _ 
74 West 46th Street : pn 1947 line of costume jewelry. 

New York 19, N. Y. am | 


150-25 - 18th AVENUE, WHITESTONE, N. Y. 
TELEPHONE + WHITESTONE 9-2365 


—WANTED— 


by a progressive Jewelry 
chain that is expanding. 

































Popular 
Priced 


COSTUME JEWELRY 
NOVELTIES 
WATCH ATTACHMENTS 


and the nationally advertised 
CLEOPATRA PEARLS 


00 NEW 
SALEABLE JEWELRY ITEMS 





























Openings are available for sev- 
eral qualified men, with at least 
5 years’ experience in a similar 
position. Proven executive abil- 










ity and record are prerequisite. 
Salary commensurate with abil- 



































FOR— ity. Give complete details in 
WHOLESALERS first letter for consideration. 
DISTRIBUTORS 3 

JOBBERS 

QUANTITY USERS e DIAMOND BUYER e JEWELRY BUYER 
EXPORTERS On your next New York trip, see © WATCH BUYER ¢ PERSONNEL MGR. 











our sumptuous assortment of money- 
making resale items. Send for our 
latest illustrations today — NOW ! 


IRVING SACKS, Inc. 
Manufacturers and Exporters 


264 FIFTH AVE. TEL. LE 2-6950 
NEW YORK I, N. Y. Cable Address SACKSIRVIN, N. Y. 


CREDIT MANAGER ¢ STORE MANAGER 
e SALESMAN DIAMOND SETTERS 
WATCH MAKERS JEWELRY REPAIRMEN 


Box "D., 5593” 


Jewelers’ Circular-Keystone — 110 E. 42nd St. 
New York 17, N. Y. 
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economical cost). Bear in mind that although the build- 
ing of Joe Jones down the street may be quite attractive 
to you and seem to suit his needs very well, that is no 
sign a COpy of it would do for you at all. Construct your 
building in terms of your own needs and problems. 

8. Before signing any contract for building work, 
make certain all building specifications are outlined 
clearly and specifically Have the agreement checked for 
specification adequacy by someone familiar with your 
needs and the building industry in general. In other 
words, make certain (before it is too late) that the qual- 
ity of materials and workmanship which go into your 
building are up to your requirements. 

Unless such specifications are clarified in the agree- 
ment, trouble between owner and contractor can easily 
result—if for no other reason than through misunder- 
standing. 

To summarize, work out as many details as possible 
in advance. Know exactly what you want and how you 
want it done. Get the whole thing in writing. Then, 
during construction, see to it that your wants are car- 
ried out. 





DISPLAYS READILY VISIBLE 
(From page 274) 
tents in the rear cases are brought into the correct per- 


spective.” 
We tested the idea by stepping to the doorway and 


glancing down toward the rear of the long, narrow 
store. The front ten inches or more of the rear case 
was easily seen, and several items of costume jewelry 
shown there caught attention. To make sure that the 
system. will- work, Mr. Sachnoff. arranged for excep- 
tionally bright fluorescent lighting in the rear cases, 
so that the eye is led naturally toward identifying mer- 
chandise at this point. 

“Little ideas like that mean a lot toward impressing 
new visitors to the store with the stock,” Mr. Sachnoff 
added, “therefore I thought the additional $75 we spent 
for each case in setting it forward and replacing wooden 
side strips with glass was well worth while. We're 
going to concentrate on basic jewelry items only, 
watches, sterling, diamonds and fine costume jewelry, 
and we want every customer to recognize them all.” 

The case system likewise provides for a complete view 
of all case interiors when the customer is standing at 
the counter. Due to the glass sides, the latter can see 
into all five cases just as if the five cases were one 
continuous glass counter. “We don’t want to concen- 
trate the customer’s attention on a single item alone,’ 
the owner states, “nor require him to walk up and 
down the store to get an idea of what we have to offer. 
Under this case design he can see the whole layout 
by merely glancing from side to side without moving.” 

Closely correlated with the case idea is the highly 
unusual overhead lighting which Mr. Sachnoff designed 
simultaneously with his cases. First, he is convinced 
that all forms of jewelry look best under incandescent 
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THE NEW NIASH CLIP 
fer si 


ALP OTTA 


Eas to BATTAL 
S 





Here is an inexpensive handy clip with 
beautiful design requiring no soldering. 
oy oli gehilols Wel mmol —ilel isle My -Gii-1 am olor wa Mol fe | 
ola sl-toM(oMin-M-lelaeiilemeltimvite] sMerMis-alle 


vol ste MB is(-Me lola giale Mil Ma-Loloh mnie) ga .Z-yo] @ 


Sold in all colors, 10 K and 14 K. 





116 Nassau St., 


GHIGAGO SHOWROOM . . . PALMER HOUSE ROOM 602 














rASHIOD 
JEWELAL 


Jogurt fecal (- 


MILWAUKEE 2, WIS. 








NIASH Retining Co 


New York 7, N. Y. 

















Created for 
SIMPLICITY and BEAUTY 


The “MODERNE” 
by EMSON 





















~42MC-LotNo.513 


Capacity—1000 carats 


Weighs 42 carats without 
weights. 

















= 
Largest selection and vari- 
ety available from largest 
diamond jewelers’ supplier 
in the world. 








‘ 





e 
Send for latest catalog and 
price list today. 


1. KASSOY, Inc. 


7 West 45th St. 


NEW YORK 19, N. Y. 
“‘Makes no Compromise with 
Quality” 


















Just read these excellent features: 

@ One quarter turn opens or closes 
spout— 

@ Shake without fear of leakage— 

@ Top is easy to put on and take off— 

@ No loose parts to misplace or 
drop— 


@ Strainer 
cleaning— 


@ Lightweight, high lustre aluminum 
@ Holds one quart and a quarter 
* Pat. Pending 


$9.95 Retail 


Minimum ‘2 Doz. 


Individually boxed. Write for full particulars about 


EMSON’S full line of BAR ACCESSORIES and 
GIFTWARE. 





is easily removed for 









EMSON PRODUCTS 
Bridgeport, Conn. 
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A COMPLETE LINE. 
CUT ON OUR PREMISES. 

















Manning Opal Corporation 
22 West 48th Street, New York 19, N. Y. 


Telephone BR 9-7199 








THE JEWELERS’ CIRCULAR-KEYSTONE 











. > 
« 
Bs 
& 
in 
ft 
# 

S 


NN eee ee / 











light om the counter top, while fluorescent lighting is 
Joqoate for cases. Three feet over each counter top, 
bet has arranged for direct incandescent spotlights of 
100 watts each, which utilize vertical louvres rather 
than glass to direct the rays straight down. 

Both because of the staggered nature of the cases 
wall the desire for individualizing case light, this has 
been done by installing five separate overhead lighting 


units, each containing four spotlights. Each is a four- 


foot, S8-inch thick fixture of polished dark walnut, | 


mounted on slender chromium rods which suspend it 
from the ceiling. These swing independently of each 
other, and may be moved back and forth for various 
lighting purposes. As separate units, the lighting fix- 
tures made for a complex wiring problem, but because 
they are staggered with the cases and because of their 
highly novel appearance, Mr. Sachnoff considers them 
a real merchandising asset. 

The light from the spotlights, flooding down on the 
case tops, eliminates the need for looking at stones un- 
der daylight in the doorway, and certainly does away 
with dark corners of any kind. 

Back of the counter, standard wall cases are lined 
with mirror glass and use standard fluorescent illum- 
ination. Woodwork throughout the store is dark walnut. 

“Our store must be one which customers remember,” 
he summed up, and we think that our case and light- 
ing arrangement will guarantee that.” 





Demonstrates X-Ray Coloring of Gems 


The process described on page 248 of this issue by 
which the colors of some gem stones can be temporarily 
changed through exposing the stones to the action of a 
newly developed X-ray tube of extremely high power 
was demonstrated for members of the gem trade and 
representatives of the press at the American Museum 
of National History in New York on Thursday, Febru- 
ary 27th. The demonstration was conducted by Dr. F. 
H. Pough, the museum’s curator of geology and minerol- 
ogy, assisted by T. H. Rogers of the Machlett Labora- 
tories which developed the apparatus. 

While the visitors, (including your JC-K reporter), 
watched, several stones of various kinds were placed 
under the X-ray and pronouncedly changed color in a 
few minutes in each case. An almost colorless spodumene 
became a bright green, and pale yellow sapphires turned 
a brilliant golden hue. 

Dr. Pough warned, however, that these changes are 
only temporary as he showed by placing treated stones 
under a strong floodlight where they soon lost their 
artificial coloration. Natural sunlight fades them back 
even more quickly, Dr. Pough stated. The article on 
page 248 gives a full account of his previous experi- 
ments. 





LEGAL DECISIONS OF 1946 


(From page 278) 
The answer is no, if the articles have unusually high 
value and the garage owner, or his employe, was not 
informed by the patron that the automobile contained 


articles of unusual value. 
For comparison, see Ohge v. La Salle-Randolph 
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ALPINA, a name with a distinguished 
past, a name with a more brilliant future. 
ALPINA has meant fine watches since 
1883 . . . watches of quality, dignity and 
elegance in a superb selection of models. 
Watch the name ALPINA; 


open 
house 


All day March 
15th. * To Mark 
the opening of 
our new and 
larger quarters. 
Good spirits will 
prevail. All are 
welcome. 








ALPINA WATCHES AMERICA’S TIME. 





Available from wholesalers only. 
Write for name of wholesaler 














nearest you. 








WATCH CoRRORATION OF AMERICA 





12 East 46th Street 
New York 17, N. Y. 
ACCURATE A APPROPRIATE A ARTISTIC 
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BIRTHSTONE BACKGROUND 
ee) a | SELL your PRoDUCTS 


at onty Ze per PHOTO! 


Famous for highlighting . | 
every fine detail, Moss Photos ’ : 
are the Jewelry Trade’s star 
salesmen. 
—_— Just send us a photo, nega- 
| tive or merchandise to be 
photographed and desired 
sales copy. Within 24 hours 
your detail — perfect glossy 
photos, complete with sales 
= message, are on their way to 
$1.35 you — all set for a 1c mail- 
ing anywhere in the U. S. 


Postcard size in 1,000 lots 2c each. 
8 x 10's in quantity 5¢ each. 





Pp e Vide | 





PR APA LOA IAAL ALM iE 

















<€ $15.00 












RS 


$ 9 5 Studio Shots $5 up. 
“ Write for Price List J 
SPECIAL GROUP OFFER and Free Samples 


This year ‘round background, finished in finest velvet, comes 
complete with printed signs for each month. 


Special offer includes 12" x 16" background and ring pads CH Sil 
| | 














in choice of matching colors, 6 single ladies’ and 6 single — 

men's rings. Total display holds 29 rings. : ont West 26h Oh. 
WILLIAM KORN & CO., Designers & Manufacturers, Inc. ; New York, N. Y. 

17-21 Elm Street Buffalo 3, N. Y. PHOTO SERVICE BR 9-8482 


























) eA nnouncement Keady for Review ea 


FOR SPRING we ore preed to 


Please be informed that the firm of feature the newest creations and finest 


Tanz & Gurwitt was dissolved on January merchandise of all the name brands. 


30, 1947. 
Fl.slos. Baltin s Ce. inc. 


Wholesale Jewelers 
name of Albert Gurwitt & Co., with show-* 740 SANSOM STREET ¢ PHILADELPHIA 6, PA. 


rooms located at the address shown below, @®LOOK FOR THE BALTIN LINE®e@ 


where I will continue to feature outstand- 


I am now doing business under the 








ing lines of merchandise for your jewelry 


For Over 40 Years 


and gift departments. a ENGRAUERS 


I will consider it a personal privilege TO THE TRADE 


ee as 40 years ago, our watchword 
is fine hand engraving, produced with 
a skill that combines artistic integrity 
and precision. 


to serve you again, as I have done in the 
past, and look forward to greet you soon 


at our new showrooms. \ Out-of-town business handled 
with speed and utmost reliability 


eo 2 


ALBERT GURWITT & CO. CHAS. SILBERMAN & CO. 


, "Fine Engraving In All Its Forms’ 
1160 Broadway New York 1, N. Y. 133 Canal Street ¢ New York 2, N. Y. 


Established 19035 W Alker 35-8944 
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Garage Corporation, 66 N. E. (2d) 725, reported J uly, 
1946. Here it was shown that a patron parked his 
- automobile in a garage in the evening and when he re- 
turned he found that his car had been stolen. Later 
the car was recovered but valuable items consisting 
of jewelry, movie cameras, projectors, etc., were miss- 
ing from the locked trunk. | 

The higher court refused to hold the garage proprie- 
tor liable because he had displayed signs reading 
“Please check valuables with cashier. Not responsible 
for articles left in cars. The Management.” 

This court also explained that under no circumstances 
is the proprietor of a parking lot or garage liable for 
loss or stolen articles of unusual value left in a parked 
automobile, if the proprietor had no knowledge that 
the valuable articles were left in the car. 


HOTELS HAVE SPECIAL LIABILITY 

However, it seems that the law requires hotel pro- 
prietors to exercise great care to safeguard jewelry 
and other valuables left in a guest’s automobile, parked 
on hotel property, providing the hotel employes knew 
that the automobile contained valuable jewelry. 

For example, in Weisman v. Holley Hotel Company, 
37 S. E. (2d) 94, reported May, 1946, it was shown 
that a salesman parked his automobile in a parking 
lot owned and operated by a hotel in which he was reg- 
istered. The salesman told the hotel clerk that he had 
valuable jewelry and other articles in his car. The 
clerk informed the salesman that the hotel furnished 
a uniformed employe to guard the parked automobiles. 

The following morning the salesman found that his 
automobile had been broken into during the night and 
the valuable merchandise was stolen. He sued the hotel. 

The higher court held the hotel fully liable, and 
said that a hotel company which operates a parking 
lot for accommodation of guests assumes the risk from 
theft of merchandise from parked automobiles result- 
ing from failure of its employes to use reasonable and 
ordinary care to sateguard the valuables. 

There is no common law duty devolving upon a com- 
non carrier to act as the collecting agent of the ship- 
per. But it is liable for failure to collect on delivery 
of a C.O.D. shipment of jewelry. 

For example, in Okin v. Railway Express Agency, 
44 Atl. (2d) 896, reported February, 1946, it was 
shown that a common carrier accepted a C.O.D. ship- 
ment of a valuable diamond and other jewelry and 
agreed to collect on delivery. However, it made the 
delivery without collecting the amount due. 

The higher court held the carrier liable although it 
was alleged that the jewelry was not worth the C.O.D. 
charges. , 


IF A SALESMAN ABSCONDS 

Modern higher courts consistently hold that language 
used in an insurancé policy, having been written by the 
insurance company, must be construed most strongly 
against it. | 

For example, in Hartford Accident & Indemnity 
Company v. Singer, 39 S. E. (2d) 505, reported No- 
vember, 1946, it was shown that the Hartford Accident 

(Please turn to page 326) 
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S 
COMPACTS AND cigagerte © 


a Lovely wafer compacts. (31%” sq. — 3%” 
we thin) with spill proof bezel, seamless 
- sides and powder-well . . . baby lambs’ 
wool puff. 


Then cigarette cases with rounded edges 
and seamless tobacco proof corners... 
metal fingers to hold twenty cigarettes 
in place. Specially sized for vest pocket 
or handbag: 314” x 2154”. 


Both precision made of jewelers’ bronze 
a with unusual engraved or applied de- 
4 signs. Matching cases available, too. 

a To retail at $3.95, tax free. Price to you $2.25. 
2 Wholesalers’ price list om request. 





GET YOUR COPY OF THE NEW 
CATALOG OF EASTERLING § LINE. 


 — a 


ee 


Lasterli us 


Pee 











donaldson & company Itd. 


31 bedford street, boston 11, mass. 
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ITH the always-keen competition given small 
neighborhood and suburban jewelers by “‘down- 
town” big city jewelry stores growing keener by the 
month with the return of competitive times, what meth- 
ods of sales promotion can the small merchant, in a 
small neighborhood shop, employ to build his business? 

“Use the tools right at hand—be the friendly store, 
the good neighbor of the customer, the shop where he 
get services over and above those rendered him by the 
downtown merchant,” is the answer given by Leon 
Miller, partner in Miller’s Jewelry Store in uptown New 
Orleans—no connection with the big downtown store of 
Miller Brothers. 

Miller’s Jewelry Store is a typical neighborhood shop 
in a big city. Like such suburban stores everywhere, 
Miller’s faces stiff competition from bigger stores in 
New Orleans’ main commercial district, and it also faces 
the competition of the business district as a whole, since 
customers have the habit of “going downtown” to shop 
for jewelry and other merchandise. 

The store was founded in 1921 by two brothers, Leon 
and Felix Miller, who still operate it. Both have sons, 
all of whom are presently either learning jewelry and 
watch repair, or already established in the business. 
“We are a jewelry store family,” Leon Miller says. 





IN SUBURBAN DISTRICT 


The Miller store is located in a “small” business dis- 
trict, like many which dot sprawled-out New Orleans. 
The Millers’ spot is well out on Magazine Street, where 
other small stores, clothing shops, hardware stores, drug 
stores, bake shops, and the like, surround their jewelry 
store to make up the local business section. 

The proximity of these other stores is a help to them, 
the Millers explain—just as their store is to the others 
—because this closeness of several stores gives the neigh- 
borhood something approaching, though by no means 
equalling, the lure of Canal Street and the Crescent 
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‘Friendliness’ is the Antidote 


For Large-Store Competition 


Miller’s Jewelry Store in suburban New Orleans is typical of 
many small stores which have to face “downtown”? competition. 


A friendly attitude has proved to be the best customer magnet. 








by DON MERRILL 





City’s main commercial section. This “lure” allows 
customers to shop for many items in addition to jewelry 
in the Magazine Street section, hence they're more likely 
to visit Miller’s when shopping for “a lot of things” 
than would be the case if the store were located alone 
on Magazine Street. 

But the atmosphere of a small business district is not 
enough in itself to build continuing and prosperous 
business, the Miller brothers point out. To do this, they 
have discovered, it is necessary for the neighborhood 
jewelry store to offer something special. 


WHAT CAN BE OFFERED? 


And what can a small neighborhood shop offer that 
is special, compared with what downtown jewelry stores 
can offer the customer? 

“We have a number of selling tools at hand that the 


larger stores in the main business district haven't,’ 


Leon Miller states. “These are selling tools that come 
naturally to hand, tools the big stores can’t match be- 
cause of their very bigness. 

“Most important, perhaps, is the matter of personal 
friendships. Boiled: down, this means that we can— 
and, wherever possible, we do—become good personal 
friends with each customer. The big store can’t do that; 
it’s too big. 

“First, there is the angle of being able to say, ‘Good 
morning, Mrs. Smith,’ to the customer when she enters. 
We haven't as many customers as the big stores, nor 
as many clerks. The clerks we do have know their cus- 
tomers—and so do my brother and I. 

“It: still means a lot to the jewelry customer to be 
called by name. That makes her Somebody—with 4 
capital ‘S’. Furthermore, she is Somebody at Miller's 
Jewelry Store.” 

(Please turn to page 837) 


THE JEWELERS’ CIRCULAR-KEYSTONE 














not 
rous 
they 
100d 


that 
ores 


. hy 
ome 


nal 
n— 
nal 


at; 


rs. 
nor 
us- 


8 
r’s 


)NE 


KINGOLEY , 


WORLD’S FINEST MONOGRAMMING MACHINE 


STAMP § 
WRITING PAPERo 
LEATHER GOODS 
FOUNTAIN PENS 
BOOK MATCHES 


PAPER NAPKINS 
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PLAYING CARDS 
CHRISTMAS CARDS 


GIFT ITEMS 


Right in Your Own 
Store for less time 
and money than it 
takes to send the 
work ouf. 





SEVENTY-FIVE PER CENT of Americas major department stores he 


use from one to ten Kingsley Machines to do their own monogramming. 












OVER 12,000 sitationers, gift shops, jewelers, etc., jn 67 countries 
the world around have found the Kingsley the best and most depend- 
able machine to use. 


THE KINGSLEY, because of its speed and simplicity, has replaced 


thousands of clumsy, complicated machines of every description. & 


WHEN YOU BUY A KINGSLEY, you get a time-tested, trouble- 


free machine and a reliable source of type, foil and service. 


IT PAYS to buy a Kingsley—world’s finest monogramming machine. 
Write for Catalog and Ideas on Monogrammed Sales Promotions. § =< 


IQ. 


EASY TO OPERATE 


4, WGs71E. STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 
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Modern Watch Case Factory 


Combines Quality with Quantity 


ELIEVING that jewelers will be interested in seeing how 
the things that they sell are made, the JEwexers’ Circv- 
LAR-KEYsTONE plans to publish a series of “picture trips” 
through a number of modern factories that produce various 


kinds of jewelers’ goods. 


This month we take you through the new plant of the I. D. 
Watch Case Co. in Jamaica, New York, to show you how high 
grade watch cases are manufactured to precision standards on 


a quantity production basis. 


Similar presentations of the processes of making silverware, 
watches and jewelry items of various kinds are planned for 


future issues. 


1. New styles are “born” in experimental 
room where skilled designers and crafts- 
men with sketches and hand-made models 
work on the details of a new case until 
the “right combination is arrived at. 


2. Commercial production begins in en- 
gineering department where experimental 
models are converted to detailed plans. 


3. Before watch cases can be produced, 
accurate dies and tools for forming them 
must made. This is done in the tool 
room on batteries of precision machines. 


4. The dies are next mounted on powerful 
presses which stamp out backs and bezels 
in large quantities of perfect uniformity. 











5. Skillful polishing is essential to the all- 
important appearance in a watch case. 
Here skilled craftsmen working with mod- 
ern equipment apply finishing touches. 


6. After assembling, the finished case is 
carefully inspected under the deft fingers 
and keen eyes of workers trained to find 
fault. Precision instruments check the 
measurements and cases that do not meet 
exacting tests are rejected and scrapped. 


7. Rigid control is maintained over all 
materials, parts and processes in this 
well-equipped laboratory where tests are 
run for mechanical and chemical standards. 


8. Overall management of production cen- 





ters 
offices. 


in this control 


board 


Here, Hy Dinstman, 


in executive 


secretary 


(left), points out to his brother Harvey, 


treasurer, 


status of an order 


in plant. 












The BOOK that makes 
BESTSELLERS! 


Your Fine Watch Strap 
Department in one sales-— 
making volume! The Finest 
jewelers will be proud 
to display this business- 
building book on the 

counter. It is as 

outstanding as the 
assortment of 
distinguished 
GUARDSMAN 
Straps it con- 
tains. Ask your 

jobber. 



























SOLD 

* THROUGH 
JOBBERS 

ONLY 







VAY DI OA\ (Bivemes 2a a 46) 704 


41-43 MAIDEN LANE 
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The Jewelry 
SALES BUILDER 


A COMPLETE NEWSPAPER 
ADVERTISING MAT SERVICE 
EXCLUSIVELY FOR JEWELERS 


New and Different 
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diamond ring 
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SIGNATURE CUT . 


s a sample ad red 


Above i 


Made up in good taste and based on strong 
human interest appeal, the Jewelry Sales 
Builder combines beautiful art work, exquisitely 
drawn jewelry items and powerful selling copy 
into one of the finest selling campaigns ever 
released. We use top illustrators, layout art- 
ists and copywriters. Each ad comes complete 
in one mat, with jewelry substitutions, ready 
for instant use. The campaign has several fea- 
tures not available in other services. 


Build your sales to new high 
levels with this powerful 
“JEWELRY SALES BUILDER” 


a 
Write or wire today for use in your city 


ADVERTISERS MART INC. 


Specialists in Jewelry Advertising 
522 Fifth Avenue, New York 18, N. Y. 


























LEGAL DECISIONS OF 1946 
(From page 321) 


and. Indemnity Company issued to Louis Singer and 
Muriel Singer, partners trading as Singer’s Jewelers 
a “Blanket Position Bond,’ or policy, which insured 
the Singers against loss by reason of the ‘larceny, theft 
embezzlement, forgery, misappropriation, wrongful - 
straction, wilful misapplication, or other fraudulent o; 
dishonest acts committed by any one or more” of their 
employes. 

This policy or bond contained a clause that the bond 


shall be automatically canceled upon “discovery by the 


insured . . . of any fraudulent or dishonest act on the 
part of such employe; . . ” if the insured failed to 
immediately notify the insurance company could not 
be held liable. | 

A salesman, who had previously overdrawn his com- 
mission account absconded with considerable jewelry 
and money. 


The insurance company refused to pay the claim on 
the ground that shortly before the employe absconded 
with the jewelry and funds of his employers, the latter 
had discovered that he was delinquent in his commis- 
sion accounts. . The insurance company insisted 
that the overdraft by the salesman in his commission 
account was such a “fraudulent or dishonest act” on his 
part as to bring into operation the cancellation clause 
in the contract. 


The higher court refused to relieve the insurance 


company and compelled it to pay the loss to the in- 
sured. 





MASS DISPLAY WITH A PURPOSE 
(From page 280) 


The Lebolt store conceived the idea of thus broaden- 
ing display appeal through practical experience when 
a check of customers revealed that many of them had 
several times considered shopping in the Lebolt store, 
but had give up the idea simply through the fear of 
spending too much money. “We even had such an in- 
stance among our own employees,” Mr. Marienthal said, 
“when a saleslady visited New York. She remarked 
casually that she had walked past and admired a certain 
exclusive New York jewelry store, but that she had © 
not gone in because she felt that all the merchandise 
contained therein was far beyond her buying capabil- 
ities. It was obvious that we, too, occupied somewhat 
the same position in the minds of Chicago shoppers— 
and therefore we resolved to do something about it.” 


The result is Lebolt’s window and interior store dis- 
play policy, in which “mass display” of as many items 
as can be comfortably fitted into window or case is 
the outstanding feature. Within the store, every dis- 
play case is now showing from 200 per cent to 350 per 
cent more merchandise. For example, an ordinary 
214x7-foot case formerly devoted to rings now shows 
over 460 items, all mounted on small green baize cards, 
and geometrically arranged. Where one item formerly 
appeared, there are at least three now. Mr. Marienthal 
feels this simply good business since such display 
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slicies give the opportunity to appeal to three different 
display tastes in the space which formerly would at- 
tract only one customer. The same idea is carried out 
with rings, costume jewelry, compacts, gift items, 
watches, men’s jewelry, solid gold, solid silver, and 
pearls. Under the mass display theory, every case is a 
complete inventory of merchandise ranging from the 
lowest to the top price bracket. 

“We feel that there are still thousands of people 
who do not know that it is possible to buy jewelry at 
Lebolt’s at prices equivalent to that of any competitive 
store,” Mr. Marienthal pointed out. “Therefore, every 
display, either in the windows or cases, is so arranged 
that the low end of the inventory is equally visible 
with the top end. Thus, ranging through the various 
lines involved, we show from 10 per cent to 20 per 
cent low-price merchandise along with the moderate 
and top-price lines. Our buying policy is so arranged 
that from 10 per cent to 20 per cent of each inventory 
will be in these classifications—an idea which can only 
be put over by mass showing. For a typical example, 
although our costume jewelry stock is purchased de- 
liberately to begin where department store competition 
leaves off, we have modified this so that $3 is the low 
end and $150 the top. The same is true with earrings, 
rings, etc.—the price range is such that the man who 
has very little to spend, but appreciates the traditional 
name of Lebolt’s on his gift package, may come in with 
the assurance of being able to buy without undergoing 
extreme expense. 


The policy of showing large quantities of merchan- 
dise has proven itself ideally adopted to window mer- 
chandising, as the accompanying photograph shows. “We 
believe that the windows are 90 per cent of our selling 
power,’ Mr. Marienthal said. “Therefore, when we 
switched over to mass display of jewelry, we com- 
pletely changed the personalty of each of six major 
display windows.” - 


EVERY WINDOW TRIMMED 


The new policy is to trim every window so that it 
gives a complete, at-a-glance idea of the store’s inven- 
tory, with price ranges well defined, through show- 
ing almost as much merchandise as is on display in- 
side the store. Therefore, filled with jewelry only an 
inch or two apart, the Lebolt’s windows normally con- 
tain as much stock as would be found in the ordinary 
small jewelry store itself. Actually, the huge window 
displays around the front and right side of the store 
average between $35,000 and $50,000 worth of mer- 
chandise on view daily. The sheer mass of the dis- 
plays has made each of the windows an effective “‘traffic 
stopper” beyond anything the store anticipated. “We 
were a bit hesitant at first as to the wisdom of filling 
up the windows to maximum capacity,’ Mr. Marienthal 
said, “but experience has proved that we were on the 
right track. While it is true that one-theme windows 
in which two or three items of jewelry are spaced wide 
apart, and trimmed to attract attention to a single piece 
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will draw prestige, our mass display windows appeal 
to many more customers—and with more actual buy- 
ing interest than curiosity. Therefore, we place as many 
items, in as many price ranges as possible, in every 
display.” 

Incidentally, tiny price tags, neatly hand-written, 
accompany every item shown, and are conspicuous 
enough so that the man who looks at a $1200 wrist- 
watch cannot fail to also see another wristwatch at 
$23. At one time Lebolt’s, like many other top-flight 
stores, showed no prices whatsoever in windows, but 
such an idea would be preposterous in connection with 
mass display, according to the management. 


CAREFUL HANDLING NEEDED 


To maintain a neat, orderly display atmosphere in 
connection with the current policy. of showing much, 
requires extremely careful handling, according to Mr. 
Marienthal. Therefore, displays in individual cases 
and individual windows are done by separate experts 
—each department head taking care of his own case 


displays, and a staff of window trimmers being devoted 


entirely to the various windows. During the war, it 
required considerable ingenuity to maintain mass dis- 
play with relatively short stocks of merchandise—but 
it was never relaxed. 

A point worth mentioning is that many customers 
immediately get the impression that Lebolt’s carries 
its entire inventory in the windows or on display in- 
side the store. “We have heard that comment very 


often,’ Mr. Marienthal said. “Actually, we back up 
the window and case displays with twice as much mep.- 
chandise or more in a vault upstairs. We attempt to 
carry at least a 5 to 1 reserve at all times, even op 
watches. This means that when we show 1200 wrist 
watches in the windows and cases, there will be at 
least 5,000 more available in reserve. Naturally, facts 
of this type are not for public consumption, but they 
describe the policy we maintain.” : 


STORE NOT CHEAPENED 


It might be thought that “mass display” would tend 
to “cheapen” the store’s impression upen its customer. 
However, Lebolt’s took that into consideration and 
checked closely enovgh to find out that this is not true. 
“We solve any element of detrimental appearance,” Mr. 
Marienthal said, “by simply backing up the mass dis- 
play in each window with our slogan: ‘If You Can't 
Find It Elsewhere Try Lebolt’s.’ One or two such 
signs in the back of each window, offers a practical ex- 
planation for the huge display which the customer sees. 
Consequently, whether the customer be looking at the 
solid gold display, diamond window, costume jewelry 
display, leather goods, sterling flatware, compact win- 
dow, etc., the combination of mass display and the slogan 
which frankly states that the store is attempting to 
show that it carries everything in the jewelry field, tells 
an eloquent story. Mass display is going a long way 
toward levelling out our market coverage—and we are 
heartily in favor of it.” 
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GOLD FILLED and ROLLED GOLD 
PLATE DIVISION : 


T. MERKT CO. 


REFINERS & MANUFACTURERS OF GOLD FILLED — ROLLED» 


GOLD PLATE—KARAT GOLD & STERLING SILVER 


OFFICE; 64 Fulton St. 
New York City, N. Y. 


Telephone: BE-3-1542 
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THE AD-VISER 


(From page 292) 


plete even with the most successful newspaper advertis- 
ing. Combination promotions or “tie-ins are important. 
Good merchandising calls for the use of your window 
display and store display in coordination with news- 
paper advertising. Some excellen tips on tie-ins include: ’ 
Make “blow-ups” or large photostats of your ad and 
place them in your window, on your counter or floor. 
Display the same merchandise in your window as in 
vour advertisement. 
' Get numerous “‘tear sheets” of your ad from the 
newspaper and dsplay them prominently throughout the 
store. 
Make up a series of “As Advertised” signs for display. 
The importance of tie-in promotions cannot be over- 
emphasized. Advertising relies a great deal upon fre- 
quency and consistency and a potential customer cannot 
get enough of good advertising. He will never forget 
the story you are trying to tell if he sees it often enough. 
In our next installment we shall tell you how to take 
the guesswork out of making eye catching layouts. 


ADVERTISING CLINIC 


We wish to announce the formation of an 
Advertising Clinic for the convenience of 
our readers. You are invited to submit 
any problems concerning the retail adver- 
tising of your own store to this column. 


GIFT PACKAGES SPUR COSTUME JEWELRY SALES 


(From page 294) 


parative basis with other outlets. Our customers know 
that our costume jewelry is in the moderate to top price 
brackets, and remember it when buying gifts.” 


All costume jewelry is shown in a single case, except 
for one display of better-price styles in the diamond case. 
There are some lower priced items in sterling silver, 
intended chiefly for student purchasers, and “knick- 
knack gifts.” 

An idea which has gone a long way toward increasing 
gift sales through each season of the year is contiguous 
display of handsome gift wrapping suggestions in the 
same costume jewelry case. The gift packages consist 
of well-designed, colorfully wrapped dummy boxes, 
which are there simply to suggest to customers how an 
ultimate gift purchase will look. One of the more impor- 
tant factors is that the simultaneous display of gift 
wrapping makes it easy to sell costume jewelry to men. 
Before this idea was developed, men invariably shied 
away from making purchases of delicately designed cos- 
tume jewelry—feeling perhaps, that their taste in femi- 
nine jewelry of this kind would not be accurate enough. 
However, demonstrating costume jewelry and the ulti- 
mate package side by side usually evaporates such objec- 
tions—and men are regular purchasers in the depart- 
ment. 

(Please turn to page 337) 
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OUR UDSECTIVE 


for the Year 1947... 


To work shoulder-to-shoulder with our 
friends in the jewelry business ... to provide them 
with selling tools forged to meet merchandising re- 
quirements of a modern postwar era... plans dedi- 

_cated to greater progress and success in the field of 


our common endeavor...THE ASCENDANCY OF SILVER 


WALLACE SILVERSMITAS 
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OUR UONTRIBUTION © 
lo the lscendancy of Silver... 


A five-point program affording desirable sales 


advantages to retailers of Wallace Sterling 


| 64 full page, full color advertisements in 12 leading magazines read by 
women who appreciate— and can afford—the finest in Sterling flatware and 


holloware. 


i | A comprehensive public relations program designed to promote the Ascend- 
ancy of Silver through the medium of educational material continually 


. being prepared for use by editors. ; 


IT] A series of specially prepared advertisements for use by Wallace dealers in 
their local newspapers. These advertisements are carefully keyed to the over- 


all 1947 promotion plans. 


1\ The Wallace Re-training Course for Retail Personnel. The four text books 
in the course were written by an eminent authority in the field of special 


.training courses for salesmen. 


\ The Wallace Retail Advertising and Promotion Service, with materials and 


operating details for activities covering almost every phase of good retailing. 
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; by JOSEPHINE SUTTON 








Situated on the small end of a 
triangular building, the front 
of the Carl & Schultz jewelry 
store has a splendid display 
window featuring curved glass 
windows. Silverware always has 
first place in this window. 





Unique Window for Silver Display 


Rates High Customer Attention 


Curved faeade of jewelry store lends 


A saleswoman in the Schultz store describes inereased appeal to hollowware and 


qualities of a silver tea pot to patrons. 


flatware which is displayed there. 


LEAMING silverware has been a lodestar for the 
Carl Schultz jewelry store in Beverly Hills, Cal. 

In his 40-odd years’ experience as a jeweler, Mr. Schultz 
has found that the display and selling of silver table- 
ware and decorative pieces is one of the best customer 
drawing-cards that a store can possess. Its advertising 
value alone is of such inestimable worth that he has 
given it a permanent monopoly on his main display 
window and half of his interior cases, a total of three 
27-foot long shelves, an enormous amount of space for 
a jeweler whose biggest sales volume is in watches 
and gems. 
Because of its unusual and imposing architectural 
construction, the Schultz establishment has become a 
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“Let's give Joy a shower she'll never forget. 
A solid silver shower! She wants Gorham... 
in this Camellia pattern. If all the girls chip in 
a little bit, we can get her the first place- 
settings she needs.,.then Bill and she can match 
and add as they wish. It’s something she'll 
use all her life...every day. Joy thinks it 
is the most beautiful of all silver—and no 
wonder—Gorham has been making the finest 
quality sterling for over a century!” 





To start on your sterling way, send for 


THE MODERN WAY ¢o start sterling is to 
buy in units of place-settings, each consist- 
ing of six pieces, as shown above in Gorham 
Camellia. With a few place-settings, you 
can begin using your silver immediately. 


book, “Entertaining—the 

Sterling Way,” 10¢ (outside U.S.A. 40¢). 
Address The Gorham Company, GL-34, 
Providence 7, Rhode Island. 


fouhum 


STERLING @Ge 
al AMERICA’S LEADING SILVERSMITHS SINCE 1831 





él Listen to the Bride and Groom program, ABC, 2:30 p.m. Eastern Standard Time, Monday through Friday. 


Will 4 auiay, te make sales rind, Ups up, up thét 
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TE IN WITH GORHAM -—THE BEST KNOWN NAME IN STERLING 
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Close-tp of the main display 
window which also doubles as 
an interior showcase. Window- 
shoppers find themselves being 
ted around the windows, then 
drawn into the store's door. 








Beverly Hills landmark. Located on a peninsula of 
land that juts out prominently onto Wilshire Boulevard, 
the one-story building curves in a decided U-shape to 
meet the demands of the site. Dominating the modern 
black granite structure is a four and one-half foot high 
strip of windows that curve with the front of the build- 
ing to a length of 27 feet. 

These arresting windows must be dressed with dis- 
plays that will not be overshadowed by their unique 
construction and startling expanse. Schultz decided 
that they were ideal for showing off the beauty of large 
silver pieces. Visible for three blocks, the scintillating 
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Interior view of the same 
window, showing arrangement 
of the interior into display 
cases. Like the window dis- 
play itself, the shelves be- 
low are devoted to silverware. 





objects seem to hold an irresistible allure for boulevard 
promenaders. Motorists, attracted by the shining dis- 
play, have stopped their cars to walk up and have a 
look. Window shoppers find themselves following the 
curving windows, and before long their natural course 
leads them into the store. 

The entire showroom can be seen through the big 
semi-circular window, which also doubles as an interior 
display. Inside the store, attention is focussed on the 
built-in case beneath the main window, with silverware 
occupying two more 27-foot-long shelves. Fluorescent 

(Please turn to page 338) 
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NOTE: Because the demand far exceeds the 
supply we, for the present, are unable to estab- 
lish any additional outlets for Lunt Sterling. 
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Tr 
-ABRNInc to the richness of the English Georgian period of art, 
Lunt Silversmiths created the aristocratic ENGLISH SHELL. Here is 
presented a very modern pattern, with its sleek, slender lines, its 


gleaming plain panel...and yet, its decorative ornament instantly 
proclaims its true period origin. Like all Lunt patterns, ENcLIsH 
SHELL has that quality of enduring beauty so important to your 


purchasers of Sterling Tableware. 


«ties Chih Cobnmth sh 


GREENFIELD+ MASSACHUSETTS 


A DIRECT HERITAGE OF FINE SILVERSMITHING FOR OVER 250 YEARS 


WILLIAM & MARY 


MODERN VICTORIAN 


AMERICAN VICTORIAN 
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AT LEAST three times before, I thought I was 
in love. 


Oh, it was all very glamorous. ..the dances 
and parties, the little envious sidelong glances 
of the other girls, the flowers, the notes, the 
attention. 


I can see now how young and silly I was. 
For I learned that when a:girl really falls in 
love, her heart turns outward instead of in. 


That’s the way it’s been from the moment 
I met Dick. I found myself wanting to make 
him happy... to do things he liked. I let him 
teach me how to ski. [ learned not to hold my 
ears at his swing records. And then, before 
we knew it, we were adding up our dreams 
of what a home should be like. 


Not that we always agreed on the little 
2 


te e+ 


Wonderful news! Your dollars-for-silver 
will still buy you just as much superb 
International Sterling as you d plauned | 
on! Prices have not been raised. ) 


6 bo be ie love... 


things. I like yellow kitchens. Dick prefers 
white. He adores leather chairs. I slip around 
in them. Just the same, on the important 
things we saw eye to eye. Nothing second- 
best. A few good pieces of furniture. Real 
solid silver for the table... 


Well... that’s how it worked out. Perhaps 
of all the things in our new home we'll go 
back to tomorrow, the International Sterling 
we chose means the most. 


Our first lifetime possession . . . beautiful, 
as we Il always want beautiful things around 
us... enduring, to gather memories all our 
life together. 


And somehow, I think the most shining 
memories of all will be the everyday. ones: 
two place-settings, two people in love. 


WJ” 


When you're choosing family silver, see the 
beautiful International Sterling Patterns. 


Each International Sterling pattern 1s 
artist-designed . . . fine-balanced . . . fimshed 
with jewel-like precision. 


Begin, if you like, with individual place 
settings...kmife and fork, teaspoon, salad fork, 
cream soup spoon, and butter spreader. A 
6-piece place setting in most International 
patterns can be yours for Jess than $25. 


All International Sterling patterns are 
made in the U.S.A, 


TUNE IN to The Adventures of Ozzie and 
Harriet, Sunday evemngs, 6:00 p. m., E.S.T., 


Columbia Broadcasting System. 


Copyright 1947, The International Silver Company, Meriden, Conn. 
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“eipt PACKAGES SPUR COSTUME JEWELRY SALES 
(From page 329) 


Policy in the store is to “grade up” costume jewelry 
urchasers who apparently are “looking for something 
a little better.” As mentoned before, approximately a 
dozen costume jewelry pieces are shown in the diamond 
ring case, separated away from the main costume jewel- 
ry display. Here, in the top-price brackets, Mr. Ceder- 
‘st stocks the newest costume jewelry designs received 
by the store.’ When a customer asserts that he wants to 
“spend a little more for something different,” it is con- 
sidered a propitious time to switch to this case. With the 
gift packaging attracting the initial interest, and trading 
up to the top-price display, many high-unit sales have 
resulted entirely from impulse buying. 

Costume jewelry appears regularly in the Cederquist 
display windows, averaging around one-quarter of the 
display space each week. Believing in the theory that 
costume jewelry should be used as a “traffic builder,” 
Mr. Cederquist refuses to show the lower-price lines in 
the window, and instead, selects choice costume jewelry 
in the moderate to top price brackets. ‘We attempt to 
impress upon passersby that we feature the same type 
of individuality in costume jewelry as we do in diamonds, 
watches, sterling silver, etc.,’ he said, “and thus keep 
up a ‘distinctive’ atmosphere which makes a far better 
impression with store visitors.” 





* ANTIDOTE FOR LARGE-STORE COMPETITION 
(From page 322) 


“Friendliness,” of course, means more than merely 
calling the customer by name. The Millers believe in 
implementing their friendly way of selling by doing 
everything they can to keep friendships—offering ser- 
ivees which, although sometimes small, still can’t be 
matched downtown. An example is their delivery-promise 
system. Too many jewelers promise service completion, 
then are forced to renege. 

But the Miller’s won’t take a job unless they can 
deliver. ‘““We have found that our customers don’t mind 
if we put off taking work—provided they know why, 
and realize that we are sincere in our effort to deliver 
when promised. If we tell a customer to come back 
Tuesday, and ‘on Tuesday he gets his job, then we have: 


.made a business friend,” explains Leon Miller. “Prom- 


ising and not delivering work hurts any jeweler. It can 
be disastrous for a small, neighborhood store.” 
Miller’s Jewelry Store advertises, not in the big daily 
New Orleans newspapers which, Leon points out, would 
be expensive and wasteful for a local establishment 
because so much of the circulation would be outside 
their area, but in the neighborhood’s community news- 
paper serving the Magazine Street business district. 
This shopping news is issued weekly, and goes to thou- 
sands of homes immediately surrounding the jewelry 
store. “It reaches only those people who are likely, 





And this welcome announcement, which 
appears in outstanding ads like the one 
shown opposite, is wonderful news to your 


customers: 


Prices have not been raised on famous 
International Sterling! 


Grand news indeed to women who have 
watched prices on most things climb out 
of reach! How it reassures them to know 
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TUNE IN to The Adventures of Ozzie and Harriet, Sunday evenings, 6:00 p. m., E.S. T., Columbia Broadcasting System. 





Good news cant 
be told too often! 


that International Sterling is still avail- 
able at the uninflated prices they had 
planned on paying. 

Your customers have come to regard 
International Sterling as superlative sil- 
verware, fairly priced. | 

It is our intention to safeguard a repu- 
tation so justly earned, by holding these 


prices as long as possible. 


$37 

















because of their proximity, to buy here,’ says Leon 
Miller. “There is no waste circulation. 

‘We have found that this is a more profitable method 
of advertising to a small area than even distributing our 
own circulars house-to-house. The circulars would go 
to the same homes as does the shopping news; hence, 
we and not the newspaper publisher would pay distribu- 
tion cost—on top of printing. There is also the fact 
that, in our opinion at any rate, potential customers are 
more likely to pick up and read something offering news 
and other ‘interesting’ matter than they are to pick 
up a piece of straight advertising. 

“Later, we may branch out with direct mail advertis- 
ing to homes immediately around the store, supplement- 
ing ads in the neighborhood newspaper. But‘ today, we 
are too jammed with business for that—despite the 
competition of ‘downtown’ jewelry stores.” 





SILVER WINDOW RATES HIGH ATTENTION 
(From page 3854) 


lighting, which has a way of enhancing the beauty of 
silver, is used in the windows and built-in cases. A 
great amount of natural light also shows the pieces off 
to their best advantages. 

Silverware lends itself more easily to display than 
any other medium, Mr. Schultz believes. The simpler 
the arrangement and the larger the pieces shown in 
window cases, the greater is the drawing power. Show 
table settings of hollowware, serving trays, and flatware 
—when they are available—and you make a graphic 
presentation that will bring home to your patrons the 
beauty of complete sterling or silverplate settings, is 
his advice. Another important detail is the daily dust- 
ing and frequent polishing of the display pieces. 

“Anything that is displayed is for sale,’ and “‘first 
come first served,” are policies that Schultz has prac- 
ticed without deviation, two very difficult procedures 
with demand for most sterling tableware still exceeding 
the supply. He keeps no waiting list, but suggests that 
his patrons watch the windows for the pieces they want, 
as all silverware is put on display shortly after it comes 
into the store. These policies. have resulted in much 
customer goodwill, for when all customers know they 
are being treated alike, they do not mind waiting, Mr. 
Schultz says. 

Because he feels that it is important to maintain 
well-filled displays of silverware, Schultz has scoured 
the country for stock. During the war he bought .out 
estates, refinished the silverware, and to his amazement, 
the customers snatched it up eagerly, some of them tak- 
ing their purchases home before the monograms of the 
original owners had been removed. Every patron was 
told that the silverware was “used,” but this seemed 
to add rather than detract from its saleability. 

Mr. Schultz deals exclusively in American-made ster- 
ling and silverplate, for which he says there‘is just as 
much consumer acceptance as there is on imports. Well- 
advertised branded lines are overwhelmingly preferred. 
His own business has been built largely on word-of- 
mouth advertising, and his sparkling, eye-appealing dis- 
plays of silverware have helped make his firm one of the 
best known and well-liked in Southern California. 
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Italian Travertine 
marble walls, used 
by the savings and 
loan firm, are also 
excellent for the 
Juliette jewelry. 





Ingenuity Beats Shortages 


And Bank Becomes Jewelry Store 


TRULY luxurious atmosphere, achieved partly 
through good fortune and partly as a result of 
careful planning, makes Juliette’s, Inc., Tulsa, Okla., 
one of the showplaces of the Southwest. 
The good fortune lay in the fact that the firm secured 
the former home of a savings and loan organization for 
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their new enterprise. The careful planning worked out 
successfully since it was decided to retain the rather 
elaborate marble equipment which the savings company 
had left behind, and build a luxurious-looking store 
around it. P 

The new store, first opened on November 25, features 


Marble bases for display 
cases were also formerly 
“part of the decor of the 
savings and loan company. 
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Well-and-tree Platter — No. 1016 





Gravy Boat & Tray — No. 1014 


the HOLLOW-WARE 


that Sells 7 


A FINE NAME 
IN SILVER-PLATE... 


K.. ieee 1See 


POOLE SILVER CO. INC - TAUNTON «- MASS » 


New York Showroom: 366 Fifth Avenue, New York 16 


SEE YOUR DISTRIBUTOR 
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jewelry, glass, silver and art objects in extremely 
magnificent surroundings set off by display cases and 


decorations of rich Italian Rosetta marble. Such finish- 
ings are all but impossible to get these days, by they 


were available to Juliette’s simply because the premises 
were formerly tenanted by the Tulsa Savings and Loan 
Association. 

In addition to the rare marble which forms bases 
for the display counters, square columns around the 
edge of the first floor, and the walls above display 
cabinets are covered with Italian Travertine, an attrac- 
tive and unusual stone. A stairway leading to the bal- 
cony which features antiques and objects of art, is also 
of marble. 

Primarily, the street floor of Juliette’s is devoted to 
modern and antique silver, glass, jewelry items and 
some objets d’art. A subdued but rich decorative scheme 
of antique white and gold has been used for the in- 
terior and also for the heavy metal entrance doors. The 
individual display cases, set upon the marble bases, 
feature indirect lighting and are lined with blonde wood. 





On the second floor, which forms a balcony over the 
north entrance, the firm has installed antique furniture 
and other articles. The display includes a pair of in- 
laid satinwood cabinets priced at $2,500; a painted 
mahogany escritoire brought from France and priced 
at $750; an early Eighteenth Century sofa from — 
and a number of other rare articles. 

Offices of the firm, including facilities for watch and 
jewelry repair, have been placed on the second and 
third floors of the building. Two high vaults have been 
installed on the first and second floors, with new, bank- 
type time doors. 

Thomas A. Hunt, president of Juliette’s, Inc., is 
guick to point out that the lavish interior and stock 
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1 Our collections of 





Newspaper advertisements which 
announced the opening of the new 
Juliette's were formal ‘in tone. 


Upstairs in the new Juliette's 
store, a salon is devoted to 
antiques and objects of art. 
These tie in well with the rare 
items for sale in the other de- 
partments of the jewelry store. 


of rare items do not indicate that the firm is interested 
only in the luxury trade, however. “While it may ap- 
pear that we are overemphasizing those items which 
are treasures,’ he said, “we also are planning to give 
just as much attention to the man who wants a small 
diamond for his fiancee or the woman who desires a 
bit of costume jewelry.” 

Nonetheless, the store will devote special attention 
to a wide variety of imported and antique jewelry and 
china—including Dresden, Meissen and Crown Derby 
items. In addition, of course, standard brands of 
jewelry, gems and watches will be featured. 

Prior to an “open house” scheduled for from 4 to 

(Please turn to page 367) 
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A Hunt Sterling Pitcher 


VERY graceful line of this exquisite sterling 
pitcher exemplifies the preeminence of Hunt 

in Hollow Ware. Distinction . .. beauty... 
elegance . . . these are the qualities people look 
for in fine Sterling Hollow Ware. And they find 


them in every piece that bears the name Hunt. 
Visit our show rooms and see new items which 
combine striking originality with classic beauty, 
and which can help make your store the com- 


munity’s Headquarters for Fine Hollow Ware. 


HUNT SILVER OO. INS. 


146 WEST 22 STREET 


UB 


Chicago Show Room — 1512 Merchandise Mart 
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Herling Hollow Ware 
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Left—Weisfeld & Goldberg, 
Portland, Ore., devised this 
double-decker window which 
shows twice as much mer- 
chandise as the usual variety. 





Below—Another Weisfeld & 
. a sas Pat tae aa tet ¢ ge 3 Goldberg trick is to make 
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With limited window space 
at its disposal, Goodman 
& Bader, Portland, cut into 
the marble wall near the 
entrance, set in a display. 
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ODAY, perhaps more than ever before, a vast front entrance, and fitted it with shelves of five or six 














amount of jewelry buying is being done right from 
the window, and in Portland, Oregon, jewelers who 
have witnessed an unprecedented wave of jewelry buy- 
ing, have used ingenious methods of increasing show 
space. ; 

Weisfeld & Goldberg’s, 530 S. W. Washington, has 
glassed in the upper part of an outside pillar near the 
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inches, thus affording a good spot for displaying such 
items as compacts, cigarette cases, small picture frames, 
etc. It is also excellent for reminding passersby of holi- 
days, graduation, birthday, or other special occasion 
suggestions. 
The glass door on the side facing the entrance gives 
(Please turn to page 367) 
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PRINCESS ELIZABETH * 


OVERTURE” 





Available in place 
settings ... with the 
practical “Add-A- 
Piece” feature which 
enables each custom- 
er to round out her 
silver selection ac- 
cording to her needs. 


MARGARET ROSE* 


a meow 


eR Tae NATIONAL SILVER COMPANY * Business Founded in 1890 


NEW YORK e CHICAGO « DETROIT « MIAMI e DALLAS « ATLANTA « LOS ANGELES « SAN FRANCISCO e« PORTLAND (ORE.) 
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Radio and Newspaper Advertising | 


Emphasize Small Store's ‘Quality’ 





HERE is a selling area of only 150 square feet of 

floor space at Hayden’s Jewelers, a smart little 
shop just half a block off the main thoroughfare of 
Kingsport, Tenn. But that has been enough, through 
careful design and excellent choice in furnishings, to 
create an atmosphere of roominess and distinction for 
the city’s newest jewelry store. 

Hayden's is literally a serviceman’s dream come true. 
Before the war, Hayden Huddleston, part owner and 
manager, was a radio announcer in Roanoke, Va., and 
Kingsport. During his months of duty aboard a naval 
minesweeper, Huddleston had plenty of time to think 
about what he wanted to do when he became a civilian 
again. 

Always interested in the merchandising and advertis- 
ing phases of radio work, he began to think seriously 
of going into business for himself. He wanted a quality 
line, something that would remain stable and distinctive 
when the first grand buying spree of postwar days was 
finished. 

In Roanoke, his home, Huddleston had been a long- 
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Former radio announcer’s 
newly opened jewelry store 
makes the most of space 


and advertising media. 


by EILLEN CRAWFORD 


The compactness of the Huddleston 
store can be seen in‘this photo. 
The office can be seen above the 
salesfloor, reached by a ladder. 


time admirer of Henebry’s, one of the city’s finest jewel- 
ers. Slowly the idea grew of having a similar establish- 
ment of his own, and when he received his discharge, he 
began preparing for that goal by becoming associated 
as a salesman with.one of Kingsport’s oldest firms. 

Months of intensive study at the store and during 
the evenings increased Huddleston’s resolve to have his 
own shop. With the aid of a friend, who donated that 
rare item, space, by donating half his own office, the 
shop was opened early in February. 

On opening day, intrigued by the mirrored panels and 
walls of the little store, and by the offer of a free dia- 
mond ring valued at $225, more than 1500 customers 
stopped in between 9 a. m. and 7 p. m. to register for 
the diamond and to make purchases. That was well 
beyond Hud’s expectations, and business has continued 
in the same lively manner ever since. 

Carrying out his own former advice to radio business 
accounts, Huddleston has planned a full program of 
newspaper and radio advertising. “Quality” is the key- 

(Please turn to page 368) 
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A. #1121 Vacuum-lined Ice Bucket. $16.50 Each 
B. #1112 Cocktail Shaker ......... 8.75 Each 
C. #1129 Hot Milk Jugm........... 5.00 Each 
D. #1107G Revolving Ball-bearing 

Reap SOOM sec dec ccccictcscs SO 
E. #1132 3-in-1 Set (Sugar, 

Creamer, Teapot) ............ 10.00 Set 


ALL PRICES WHOLESALE 
F.O.B., Factory, Brooklyn, N. Y. 
Terms: 2/10 Net 30 





CAMBRIDGE SILVER—with a background of 


years of master craftsmanship in silverplate. 


Presenting direct to the trade a complete new 
line of fine hollow ware—on copper—which in- 
cludes all of the pieces most in demand for mod- 
ern living, both plain and in our classic “Gad- 
roon” border, hand-applied. Here is high styling 
in high quality economically priced. 


In addition to the pieces 


shown, the line includes ~~ _ | : 
bowls, platters, silent but- ; a q ES 5-Purpose Bar Gadget measur- 


any Ry a “aa sor sient — 3 a *. mg JisEct; bottle opener, mud- 
cigarette boxes, ete. _ dler, ice hammer, corkscrew in 
— handle, $2.25 each, individ- 
= ually white gift-boxed. Min. 3 

doz. 
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They Learn Selling Methods 


Opening classes 
in the course 
are given over 
to indoctrination 
lectures on the 
subject of retail 
store operation, 
sales methods. 





While Still in High School 


ECENTLY, 94 students graduated from _ the 
Peters commercial high school in New Orleans. 
Next day, 93 of them faced the task of finding a job. 
One student, however, simply walked through a door 
he had been entering every day for a year, and into a 
jewelry selling job that paid him $40 in salary and com. 
missions per week. 

He was.a graduate of a unique retail sales course 
offered by the public high schools of New Orleans that 
teaches retailing to boys and girls while they are still 
in school. The course is so effective that Crescent City 
jewelers are glad to snap up the graduates. 

The system could be copied in any city. It calls for 
cooperation between local school officials and jewelers 
and other retailers. In New Orleans, the students learn 
retail selling, get at least a smattering of display and 
advertising, and acquire a fair amount of knowledge 
of jewelry merchandise, in classes held on regular school 
time and at work in the stores, where students are paid 
regular wages and receive supplementary school credits. 
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by DAVID MARKSTEIN 


Training is supervised by retail merchants of the city 
and by the state Department of Education, in coopera- 
tion with the New Orleans Parish (or County) School 
Board. 

To be eligible, the students must have approval of 
their school superintendents and of the Education De- 
partment. This approval is given or withheld on the 
basis of the student’s scholastic record during his first 
two high school years. Retail sales training is given 
during the final two-year period. 

When he is a junior—his first retailing year—the 
student begins with classroom work which is similar 
to the basic course given new clerks by most stores. 
He learns how to meet the public, how to dress neatly, 
how—in the case of girls—to use makeup properly, 
how to fill out sales slips, use a cash register, etc. 

Then the student is issued a text book on retail sell- 
ing, and is “indoctrinated” in the peculiarities of various 
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Born Yesterday 





WITH CENTURIES OF EXPERIENCE 


In Sterling Silver Hollow Ware 





BERKSHIRE SILVER COMPANY 











Finer Finish 


Exclusive methods developed 
by our own research depart- 
ment are responsible for the 
finer, smoother, richer finish 
which distinguishes Berkshire 
hollow ware. 


Heavier Weight 


The heavier ey of Berk- 
shire sterling will be recog- 
nized immediately by the cus- 
tomer. This weight consists en- 
tirely of sterling silver because 
there is no cement, pitch or 
other filling. 


Foremost Designs 


To match the intrinsic quality 
with artistic beauty—Berkshire 
designs were created by one of 
America’s most outstanding de- 
signers of sterling hollow ware. 


Selective Distribution 


Berkshire Sterling Silver Hol- 
low Ware is to be sold ex- 
clusively in stores that carry 
the finest > It is mer- 
chandise on which the nation’s 
quality stores can entrust their 
reputation. 


Our representative in your ter- 
ritory shall be calling on you 
soon with samples for your 
inspection. 








WALLINGFORD, CONN. 


It takes the most talented silver craftsmen to produce hollow 
ware of Berkshire quality. So, we planned and built this modern 
plant at Wallingford—in the silver center of the world—to 
offer the most attractive working conditions in the industry. 
That is one reason why top rank craftsmen have given up long 
years of seniority and responsible positions to produce Berkshire 
sterling. As a further incentive for quality—there is no piece 
work or mass production. Each piece is an individual creation 
in which our employees take personal pride. , 


The years of experience of Berkshire men add up to many cen- 
turies. And most of them are descendants from generations 
of silversmiths. To you—this means hollow ware that you can 
take pride in selling to your most discriminating customers. 


Berkshire 


| Silver Company 


THOMAS BALL, Jr. — General ‘Manager 

FRANK REVERE BALL — Comptroller 

WALTER A. DOMMERS — Quality Control Engineer 
FRANK W. OLLAYOS — Gen. Sales Manager 
ARTHUR T. BALL, Sr. — In Charge of Production 
THOMAS E. SWAIN — Chief Designer 


BERKSHIRE STERLING SILVER HOLLOW WARE 
Manufactured by direct descendants of Paul Revere 
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Students in public high schools of New Orleans, La., are given 


an opportunity to “learn the ropes” of retailing by taking 


eourses which include classroom work and on-the-job activity. 


retailing fields so that he may. make an intelligent choice 
of what sort of merchandise and merchandising he likes 
best. After that the meat of the selling course begins. 

From nine in the morning, when .school opens, until 
lunch time the retailing student pursues his regular 
scholastic courses, which include at least one full time 
course on the technique of store selling. 

After lunch, he reports to a New Orleans jewelry 
store, department store, or other retail shop. Miss 
Dorothy Simmonds, coordinator of distributive education 
for the New Orleans Parish School Board, makes the 
decision as to which store will train the student. From 
an interview with him which determines the retail field 
he will enter, and from observation of the student him- 
self, she decides which store’s policies will suit the 
student best and which store will be best suited by him. 
From her office in the School Board building he is sent 
to the chosen store where the personnel manager has 
the final say on hiring. : . 

During the in-store afternoon hours, the student per- 
forms the regular work of a jewelry salesman. He does 
receive special help, however, from the: department head, 
who points out the whys and the hows of individual 
retail selling and of overall retail merchandising. How 
well he picks up this instruction is noted. In grading 
him for the course, his school bases only 50 per cent 
of his final mark on what he has done in the classroom; 
the other half of the school grade is given by the store 
department head or personnel manager. 

All of the classroom work is designed to make the 
student a better salesman during his on-the-job hours. 
In the beginning, he is taught general courses on retail 
selling, which include instruction in the fundamentals 
of window and interior display and in retail advertising. 
Later, in his senior year, the student “specializes” in 
a particular merchandise field. ‘Those who major in 
jewelry retailing ate assigned projects much like the 
degree theses of college students, but instead of a thesis 
the retailing student must compile a scrap book. 

In this scrap book he assembles compositions on as- 
signed phases of jewelry merchandising; trade paper 
articles that tell how to sell jewelry or illustrate specific 
angles of the business as carried on by successful mer- 
chants; synopses—boiled down by the student himself 
—of jewelry selling textbooks; facts about the mer- 
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Students in the courses collect material pertinent 
to the trade, compile scrapbooks as their ‘'theses." 


chandise; and ideas of his own on how it should be 
merchandised and sold. 

“This program is a big thing—and a good thing,” 
says one New Orleans jeweler, “‘because it teaches the 
high school boys and girls practical and effective selling 
to fit them for immediate jobs after they graduate. It 
also furnishes the merchants with a steady stream of 
new and at least partially trained selling personnel. We 
are glad to hire these boys and girls when they grad- 
uate. They know their selling stuff because they’ve 
learned it from both angles: the theory of merchandis- 
ing, and the actual practice.” 
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Traditional Georgian grace and dignity are superbly expressed in these master- 
pieces of quality and craftsmanship. Characteristic Gadroon border motif. 


Crtva Meavy Silver on Coffer 


Removable Arms and Candle Cups permit use as Candlesticks or Candelabra. 





Height Spread 
3 lights, high — 1g!’ 154” — (Illustrated) 
3, lights, low — 13Y,” isl”, ' 
5 lights, high — isl,” 154.” 
Manufacturers of 5 lights, low — 13%" 15y," 


a complete assortment of 
SHEFFIELD REPRODUCTIONS. 
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English Plating fo., Ine. 


317 West 47th Street ew York 19, N. Y. 


We invite your inquiries 
and inspection of our plant. 
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Animated Seenes Keep Windows ‘Alive’ 


For the past 20 years, S. Dalin, West Allis, Wis., jeweler, has 






intrigued adults and children alike with his novel window scenes. 


oun 


Pa fat Bit 


ANY an adult in West Allis, Wis., looks in the 
jewelry display window of S. Dalin from force 
of habit, having been doing it for 20 years—ever since 
they were kids. 

And, by the same token, many a West Allis moppet 
pauses to look in the Dalin window today and will, in 
all probability, be doing the same thing 20 years from 
now. 3 

What is the attraction? 

It’s quite simple, really, but extremely effective. Mr. 
Dalin’s window features a “diorama” or animated scene 
which changes monthly and apparently never fails to 
excite interest, enthusiasm and comment. 

Set in the midst of a jewelry display (usually watches, 
rings and costume jewelry), the diorama, which is elec- 
trically operated, presents a lifelike scene which just 
naturally can’t escape the attention of the passersby. 

Over 20 years ago, as a young jeweler just starting 
out in business, Mr. Dalin journeyed, with a friend, to 
a trade convention in Cleveland. While there the pair 
heard of a man who was marketing an unusual adver- 
tising device and, being progressive, they decided to 
investigate. 7 
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JEN WATCHES 


Ge 





Small animated dioramas such as shown here which por- 
trays a wedding scene of the ‘90's, have kept window 
interest “alive for Dalin's during the past 20 years. 


by JEAN MCALISTER 


The gadget turned out to be a diorama, featuring an 
animated scene, and a new and different set-up was to 
be offered each month. Fascinated, Mr. Dalin’s com- 
panion said he wanted to buy one and was asked where 
his store was located. When he mentioned Milwaukee, 
however, the salesman said, “Sorry. We already have 
one there and we never allow more than one to a city.” 

At this point Mr. Dalin spoke up and stated he was 
from West Allis. Since the town was a small suburb of 
Milwaukee at that time (later incorporated into the city) 
and no one there had a diorama for advertising purposes, 
Mr. Dalin was given the opportunity to buy one. 

In subsequent years, hundreds of different scenes have 
appeared in the diorama in the Dalin window, among 
them a highwayman rushing up the road to court his 
lady love, the village blacksmith working at his forge, 
dwarfs welding wedding and engagement rings, an old 
mill wheel revolving continuously, a wedding scene with 
the bride coming down the aisle and a comic elopement 

(Please turn to page 369) 
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BENBDIOT Zreicd Hate 


A group of pieces, typical of the fine period styling of this silver-plated 
ware, that offer promising sales as gift items for the Bridal Market. 


Exquisite period design, best quality silver 
plate, and a remarkable range of modest 
prices with a satistactory profit margin .. 
all these elements combine to make Benedict 
Period Plate a first choice for the Jeweler 


who seeks to fulfill the increasing consumer 
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demand for thrifty luxury. Benedict Period 
Plate, made in a wide range of pieces and 


patterns, is a product of 


BENEDICT MFG. CO. 


East Syracuse, N.Y. 
Makers of Fine Silver Plate for over 60 Years 











HILE it is not a new idea, and has been used 
by a number of jewelers, the stunt of a guessing 
contest in which people try to estimate the number of 
pennies, or coffee beans, or other small objects in a jar 
in the store window always seems to succeed in drawing 
more window-gazers into the shop and increasing busi- 
ness. Just recently, Henry S. Messinger, proprietor 
of the Jewel Mart on Washington’s busiest corner, 14th 
and F Streets, staged a guessing contest and drew more 
than 4000 people into his store in a three-week period. 
First, he located a huge glass jar almost two feet 
tall and shaped like a silex coffee-maker. He filled this 
with bright, new pennies and placed it in a key spot in 
his show window. Surrounding the jar were 50 diamond 
rings in different styles, each valued at $125, from 
which the winner could make his selection. 

An attractively-lettered poster said: 

“Your Opportunity to Win Absolutely Free 
any one of these diamond rings’ 

The poster stressed that there was no obligation on 
the part of the contestant, who had merely to register 
his estimate on the number of pennies and leave his 
name and address. 

The winner turned out to be youthful R. L. Memmer 
of Washington, D. C., an employee of the Department 





of Agriculture, one of many government bureays. 

He was walking past the Jewel Mart with his wife 
and a friend when they noticed the window display. 
They urged him to go in and make a guess despite his 
protests that he’d “‘never won anything in his life.” 
Memmer put down 8632 pennies. The correct number 
was 8628. 

In addition to Washington; D. C., residents, a good 
many out-of-town visitors were attracted into the store. 
Mr. Messinger says the contest “definitely increased 
business.” At least 20 states were represented, includ- 
ing such distant ones as Florida, Montana and Cali- 
fornia. One man from Corsicana, Texas, for example, 
was in Washington for a few days and came in to enter 
his guess in the contest. Later, when his watch was 
broken, he brought it in to be repaired. 

As a follow-up to the contest, Mr. Messinger sent a 
letter to every participant, giving the name of the win- 
ner and the correct number of pennies in the jar. The 
letter explained that the Jewel Mart carries nationally- 
known makes of watches, diamonds, birthstone rings 
and jewelry and mentioned that the store will arrange 
after-hour appointement to suit the customer's conveni- 
ence. It ended with an invitation to the contestants to 
visit the store again. 


Guessing Contests Bring Traffic 


There’s nothing new about them, of course, but just the same 


Washington’s Jewel Mart chalked up a record for store traffic 


when a “pennies in the jar’? contest drew more than 4000 guessers. 










by MARK METCALF 


Henry S. Messinger, proprietor 
of the Jewel Mart congratulates 
R. L. Memmer (left) and Mrs. 
Memmer, winners of the contest 
which brought over 4000 people 
into the shop during 20 days. 
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In March? 


Only one chance in twelve that you were born in the 
“windy month.” But thousands of people were—many 
right in your area—thousands of opportunities to 

make profitable sales of Barbara Bates Manicure 


Gift Kits and Jewel Cases. 





Is Your Birthday 






That’s why this month and every 
month, alert jewelers promote 


Barbara Bates for gifts 


And that’s why Barbara Bates consumer 





MANICURE GIFT KIT§$ 
$5 to $15 


JEWEL CASES advertising, this month and every month, says— 


$5 to $50 


“at your jeweler’s, first call 
on your gift shopping list’ 


C. J. BATES & SON, 366 FIFTH AVENUE, NEW YORK 1, N. Y. - 
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FACTORY at CHESTER, CONN. 
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Care in Buying and Merchandising 
is Cue for Success With Radios 


ROMOTION of small radios in the jewelry store 

fits well into the jeweler’s basic gift-selling theme, 
according to Nat Dickler, of Marks Jewelry Co., op- 
erating five stores in Chicago, Ill. But they may only 
be made profitable through exercising the same care in 
buying and merchandising as is used with diamonds or 
other lines. 

The five Marks stores did an annual volume of over 
$100,000 a year in radios before the war, carrying 
models in all price ranges and up to four nationally- 
advertised radio-phonograph combinations. However, 
the backbone of this huge volume is small table top sets 
retailing from $25 to $50, and these are expected to 
be again exclusively important in the future competitive 
market. 

“Small radios have proven themselves valuable to 
merchandising as a whole because they may often be 
sold where the customer cannot make up her mind about 
a gift purchase,” Mr. Dickler says. “Also, they are 
often added to unit sales of other merchandise, through 
skilful suggestion. Keeping the gift thought uppermost 
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Marks. Jewelry Co., Chicago, displays all radios on 
a long shelf above and behind the jewelry counter. 


Volume sales result from promotion 
making small radios attractive as 
giftwares, solving the problem of 


the eustomer who “‘just can’t decide.” 


in our minds, we have been careful to select every small 
radio handled in any of our stores in the same way 
we purchase diamonds: on the basis of how much satis- 
faction it will give the customer, the eye-appeal of the 
radio, and the dignity of its design. Since it is easy 
to fill up shelves with “‘bric-a-brac” in radio design, we 
insist upon seeing every model before it is added to 
our stock. 

The State St. store of the Marks group is typical 

(Please turn to page 369) 
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THE | "AMERICAN PLATINUM WORKS 


231 NEW JERSEY R.R. AVE., NEWARK 5, N. J. 
NEW ENGLAND REPRESENTATIVE: GEORGE E. SISTRAND, PROVIDENCE. HOpkins 9027 








Are You Taking Stock For 1947? 


Have You Any Inactive Patterns of 


STERLING SILVER 


Flat or Hollow That Are “Dead”? 





These are frozen assets and can readily be con- 
verted into cash. 


No matter what pattern, or how large or small 
the quantity, we will pay the expressage and if 
our offer 1s not acceptable, it will be returned 
express prepaid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 
MEMPHIS |! TENNESSEE 


JULIUS GOODMAN JOSEPH A. GOODMAN 
Reference: THE JEWELERS’ BOARD OF TRADE 
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A Post-War Tax Program 


For a Solvent America 


“Taxation has only one purpose” says the author. “and that is 


to raise the money necessary to pay the expenses of government 
in order that the people may enjoy essential services of government.” 


AM not a believer in what is euphemistically callec 

“incentive taxation.” I can’t see how taxation by 
any stretch of the imagination can serve to stimulate 
investment and industry. 

Taxation is always a handicap. Taxation has only one 
purpose, to raise the money necessary to pay the ex- 
penses of government in order that the people may en- 
joy the essential services of government. 


Taxation then is undesirable. Government services are 
desired. The taxation is the price you must pay for the 
services of government. How do you strike the balance? 
How can you tell when you have the right balance of the 
unhappy burden of taxation and the happy products of 
government service? The economists have a formula for 
that which we call “marginal utility.” A government, 
like a person with limited resources, naturally devotes 
its money first to those services which are considered of 
most importance. We must have the army, the navy—- 
defense against outside foes. If we had nothing else, 
we would spend our money for these at any rate. We 
then proceed to the less important services—courts, po- 
lice, and so on down, highways, schools, and what-have- 
you. So that in the order of descending importance, a 
government will distribute its limited money until the 
last thousand dollars is spent for the least important of 
the services which can be secured with the resources at 
hand. 


An individual, of course, does exactly the same thing 
when he budgets his personal expenditures. 

Taxation, on the other hand, bears most lightly in the 
first doses and becomes more and more burdensome as 
the doses are added. So you have the services of govern- 
ment progressively becoming less useful and the burdens 
of taxation becoming progressively more heavy. 
Sooner or later comes a time when these two 
elements come together, and when they do, you 
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By FRED R. FAIRCHILD 
Emeritus Professor of Economics, Yale University 


ee 





Editor's Note: Professor Fairchild has been 
associated with the staff of Yale University ever since 
he began his teaching career. He served on various 
special tax commissions for the State of Connecticut 
from 1911 to 1913 and from 1933 to 1935. As a mem- 
ber of the National Committee on Inheritance Tazation, 
his recommendations were in large measure followed by 
Congress in revising the Federal Estate Taz in 1926. 
At various times he has served as tax advisor for the 
United States Government and the States of Connecti- 
cut and New York and numerous associations and pri- 
vate concerns. He is a director of the First National Bank 
G Trust Co. of New Haven and a member of the Amer- 
ican Academy of Arts and Sciences. 





are theoretically getting just the right amount of 
taxation. If you had more taxation than that, the mar- 
ginal benefit of governmental services would be less than 
the marginal burden of taxation, and, by the same token, 
if you have less than that, there is a good chance that 
by heavier taxation you would profit from more govern- 
ment services that would be worth the cost. 

In time of war, the desirability of the government 
service of defense, upon which our very national ex- 
istence may depend, is so overwhelming that it is hardly 
conceivable that any burden of taxation would not be 
worth the while. So, in time of war, taxation can be car- 
ried to almost any limit, and if that is required to save 
the nation, it is worthwhile. 

In time of peace, however, the burden of taxation 
which war may justify has no justification. Burdens of 

(Please turn to page 370) 
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We also have Chains, Metal 
Stampings, Ornaments including 
Filigree, Charms, Clasps, Spring 
Rings, Bead Chain, Buckles, Chan- 
nel and Fancy Wire and Wire Form- 
ings for every trimming and decora- 


tive use. 
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The Biggest and Best News for 1947 
; 
HADLEY 
MEN’S JEWELRY 


A Complete Line 





Every Item Entirely New 

Beautiful Designs os) 

Unmatched Packaging 

PRICES that will delight your customers 
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* 
We are picking this as 1947's outstanding Gift Line for Men 
LEON E. FISHER CO., INC. 
Wholesale Jewelers oo ae 
| 100 STATE STREET | ALBANY, N. Y. — 
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Swiss Watch Imports in 1946 


Exeeed 1945's Record Quantity 


But import statistics do not neeessarily indicate that Swiss- 


American agreement is not being cbhserved sinee figures do not 


exelude indirect shipments through intermediate countries. 


MPORTS of Swiss watches and watch movements in 
1946 exceeded those for 1945 by over 300,000 units 
despite the “agreement” between Switzerland and the 
U. S. to limit imports to 7,700,000 between January 1, 
and December 31, 1946. 

A total of 9,618,325 watches and watch movements 
were received from Switzerland during 1946 according 
to data released by the U. S. Department of Commerce. 
A month-by-month tabulation of receipts, according to 
number of jewels in the movement, appears elsewhere on 
this page. 

However, the fact that over nine million watches were 
received in this country during 1946 does not necessarily 
indicate that the agreement between this country and 
Switzerland is being ignored. The Swiss government 
agreed last Spring to limit the direct export of watches 
to the seven-and-a-half million figure but until mid-sum- 
mer had no control over shipments coming to the United 


States by way of intermediate countries. On August 16 
the Trade Division of the Swiss Federal Department of 
Public Economy issued a decree which forbade export of 
watches to any country for which they were not ultimate- 
ly destined, and prescribed severe penalties for violators, 
This, it was felt, would reduce the quantities arriving 
in America by cutting down on imports through other 
countries. 

Actually, this prohibition of indirect exports of 
watches to the United States appeared to have a pro- 
nounced effect at first—-September receipts of watches in 
the United States were less than half of those for the 
previous month. However, in October, November and 
December imports of Swiss watches were extremely high, 
although by no means higher than they had been earlier 
in the year. | 

The entire Swiss watch import situation is so extremely 

(Please turn to page 389) 


WATCH IMPORT STATISTICS—1939-1946 




























































































Type of Watch 1939 1940 1941 1942 1943 1944 1945 1946 
OO ae ems 213,213 | 269,494 | 256,053 | 184,992 | 386,368 | 158,450 | 690,567 | 621,035 
—_—........ 1,202°435 | 1,358,530 | 1,682,528 | 2,106,907 | 2,117,598 | 938,054 | 1,799,684 | 1,781,330 
—_ 267,703 | °516.610 | °490,553 | 737,250 | 1,516,247 | 1,228,282 | 1,238,325 | 1,C41,516 
15 jewelsandup.... 1,242°164 | 1,615,510 | 1,836,492 | 2,331,438 | 3,989,674 | 4,475,999 | 5,583,270 | 6,174,444 

ST? Ac Ae 2,925,515 | 3,760,144 | 4,265,626 | 5,360,587 | 8,009,887 | 6,800,785 | 9,311,846 | 9,618,325 
SWISS WATCH IMPORTS (DIRECT AND INDIRECT COMBINED) FOR 1946 
Total 
Jan. Feb. | March April May June July | August | Sept. Oct. Nov. Dec. 1946 
Up to and in- 
cluding 1 
jewel... .. 106,583 45,890| 42,678} 95,5221 38,642 40.978 17,9291 77,932; 17,794| 39,821/ 30,125] 67,141' 621,035 
2 to 6 jewels.| 144,365| 136,339| 132,741] 200,622| 116,845| 126,978] 129,207] 174,212) 37,043| 165,304] 158,888} 258,786| 1,781,330 
7s 14 cual 138.201| 119,300| 123526| 109324] 77,370| 70,547| 66,818] 77.750 22.473, 75,603} 70,794} 89,810) 1,041,516 
eweis 
and over...| 525,119| 604,329] 520,024] 713,487] 511,832] 454,083] 463,855| 289,178 185,508) 634,354) 628,110) 644,565| 6,174,444 
mee 014,628) 905,868) n18,909 1,118,955] 744,689 092,506 677,809 010,072 262,818 915,082! 887,917] 1,060,302! 9,618,325 
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associates, golf and bowling prizes. Smartly 
packaged—a rich gift box! Nationally advertised 
in Esquire, Holiday, others. Write for details. 
Gerity-Michigan Die Casting Co., Giftware 

Div., Adrian, Mich. 
Plants at Detroit 
nd Adrian. 
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Fast and efficient service by 
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1. New lightweight ‘Electro-Shav" combines features of 
standard safety razor and electric shaver. Used with 
either regular or brushless cream, razor takes a stand- 


ard blade. H. D. Campbell Co., Rochelle, _ Illinois. 


2. “Little Lady" bangle bracelet No. 601, with floral 
design, is 1-20 12K gold filled, designed for girls 6 
to 16 years old. Retails for $9, beautifully packaged. 
C. E. Probst Mfg. Co., 9-11 Franklin St., Newark, N. J. 


3. New tie slide in shape of a pipe comes in gold plate 
and sterling silver, retailing for $1 and $3.50 respec- 
tively. Made by Manliegh, Inc., of Providence, R. I. 


4. This new polished copper candle snuffer, designed by 
Carr Craft, is meeting with enthusiastic approval from 
_. buyers. everywhere.”-Made to retail at $1.50, it is manu- 


factured by M. W. Carr and Co., West Somerville 44, Mass. 


5. New Angelus musical alarm clock, style No. 564, fea- 
tures 28-note alarm with an 8-day, 15-jewel precision 
Swiss movement. Has solid base with yellow and rose 
gold finish. Made to retail for $52.50 plus excise tax. 


6. New "18-8" 24-piece sets of tableware come with at- 
tractively designed handles in ruby red, natural white 
and two-tone colors, retail prices ranging from $9.95 
to $19.95. S. J. Busch, Inc., 1239 Broadway, New York. 
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| 
Complete selections of 
Regular Glass and Rock 
Crystals for all watch 
makes. Refills or Cabinet 
Assortments, 
Order from your material 
jobber—or write 
for catalog. 


Another | aii 
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SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 
Neat—Attractive—Not Ostentatious J OSEP H B. COOPER & SON 








Not a Jewel but a Gem of Jewelry Production 





The Ring — 
Hand Chased—Hand Finished—Sterling Silver—Seam- 


less Construction. Antique or Lustre Finish— 


Price $48.00 per gross. 








Same may be had in Gold Plate @ $60.00 per gross. Refiners & PRECIOUS 
The Bracelet — Smelters METALS 
14 Kt. or 24 Kt. Gold Plate (Pink or Yellow Gold) 
Rhodium or Silver Finish—Safety or "Loss-Proof" clasp 
—$25.00 per doz. 
Earrings—to match the bracelets are also available. OFFICE: 
FACTORY: 26 JOHN STRE 
EMPIRE JEWELERS, INC. BROOKLYN, N. Y. er YORE Carry 


206 St. Ann’s Avenue Bronx 54, New York 
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1. Photo-locket ring of 10K gold, onyx top set with dia- 
mond, to retail for $45. Also available with an_ initial 
or plain onyx, star quartz or hematine. From the Remem- 
brance Ring Co., Inc., | West 47th Street, New York 19. 


2. New Telalarm, Jr., made by Telechron, Inc., Ashland, 
Mass., does double duty as a night light with a luminous 
case in addition to its dial. Tone of alarm can be regu- 
lated either low or loud and is continuous until shut off. 


3. Hand-wrought filigree jewelry, formerly obtainable only 
from Europe, is now being manufactured in this country by 
the Enzell Mfg. Co., 44 Franklin Street, Providence, R. |. 


4. Extension key chain called "The Glider" by its maker, 
Anson Products, 24 Baker St., Providence, is made in !/20 
12K gold filled and gold plate, to retail for $2.50 up. 


5. Highly polished sterling silver identification bracelets 
feature beautiful “H" construction. Ladies’ model priced 
to retail at $18, men's model retails at $24. Available from 
Earl Smit, 315 West Fifth Street, Los Angeles, California. 


6. Sterling silver, marcasite set tie holder, one of several 
styles made by the Frigerio Diamond Tool Co., of 93 
Lafayette St., Newark, N. J. Style shown, $16.20 retail. 
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DI MONOP TIC 


THE 
DI-MONOP-TIC 
JEWELRY VIEWER 
Patent Pending 





_— 
_ 
Mang ee 





NOT A FLAW FINDER 








THE Di MONOP TIC JEWELRY VIEWER IS BEING 
OFFERED TO THE JEWELRY TRADE FOR THE FIRST 
TIME. THE DI MONOP TIC JEWELRY VIEWER EM- 
BODIES A BRAND NEW IDEA IN MAGNIFIED ILLUSION. 
ITS ABILITY TO REFLECT BLUE WHITE BRILLIANCE IS 
THRILLING. ITS THIRD DIMENSIONAL EFFECT ON THE 
CUSTOMER IS STARTLING. ITS ABILITY TO HELP MAKE 
A SALE IS A WELL KNOWN FACT AS MANY OF THE 
COUNTRY’S LEADING JEWELERS CAN TESTIFY. 


THE DI MONOP TIC JEWELRY VIEWER IS NOT A FLAW 
FINDER. IT IS NOT A SCOPE. IT IS AN OPTICAL DE- 
VICE DESIGNED TO INSPECT PRECIOUS JEWELRY 
UNDER ILLUMINATION AND MAGNIFICATION. 


BEFORE ORDERING, JEWELERS SHOULD NOTE THAT 
DUE TO THE SPECIALLY GROUND LENS, THE DI 
MONOP TIC SHOULD NOT BE USED BY THE JEWELER 
TO PURCHASE DIAMONDS FOR HIS OWN STOCK, AS 
THE VIEWER WILL NOT SHOW UP IMPERFECTIONS IN 
A DIAMOND IF THE IMPERFECTIONS ARE NOT VIS- 
IBLE TO THE NAKED EYE. 


MORE THAN 300 SOLD IN 2'2 DAYS AT THE 
NAC] 1946 JEWELRY SHOW IN CHICAGO 


ORDER THRU YOUR JOBBER 


Michigan Jewelers Supply Co. 
1022 Michigan Theatre Bldg. 
Detroit 26, Michigan 


A. C. Possin Co. 
213 W. Wisconsin Ave. 
Milwaukee 3, Wisconsin 


S. H. Clausin & Co., Inc. 
13 Sixth St., South 
Minneapolis 2, Minnesota 


S. H. Clausin & Co., Inc. 
Rookery Bldg. 
Spokane 8, Washington 


For Jobber Territory Still Open Write 


M. R. SCHNAIR & CO. 


845 CHICAGO AVE., EVANSTON, ILL. 
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THEY EXPECTED 
DELIVERY ON TIME 


aud they got ct! 


it is an old, established habit at Barnett to be 
sure the customer is satisfied. It is also an 

old, established fact that Barnett customers ARE 
satisfied. Perhaps we have “spoiled” them so 
that they expect the impossible when they turn 
their packaging over to Barnett, but since WE 
HAVE NEVER FAILED TO MAKE DELIVERY 
WHEN PROMISED .. . our customers 
MUST BE RIGHT. 

We're justly proud of the job we’ve done these 
past, topsy-turvy months and we want to tell the 
rest of the world about it. We don’t have to 

tell our customers . . . they know. 

















SAMUEL BARNETT 


‘& C — “4 


For Four Generations Manufacturers of 
Distinguished Packages for Distinguished Products 


TURNER & MASCHER STS. 
PHILADELPHIA 22, PENNA. 
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1. Zell “Magic Feed" pocket size cigarette case features 
spring band which holds cigarettes firm, releases one when 
case is opened. Brass model retails for $5.50, sterling 
silver model retails for $35. Zell Co., 536 B'way, N. Y. 12. 








2. New Duralite table model lighter is candlestick design 
with chrome base as ash tray. Retails for $12.50 and is 
distributed only by Rayno Co., 1065 Atlantic Ave., Brooklyn 
16; and the Hollis Co., |! Commerce St., Newark, N. J. 


3. Available with either three or four colors are these multi- 
color pencils in a variety of finishes, including chrome, monel, 
rolled gold plate, gold filled, sterling silver and 14K gold, 
ranging in price for $4.00 to $100. Pencil shown is of sterling 
$15 retail. Norma Pencil Corp., 137 W. 14th St., New York. 








4. New clock with Hanson synchron electric motor sealed in 
oil features easy-to-read dial numerals in red, blue, green 
or yellow with sweep second hand matching. Retails for 
$10 plus tax, or in copper $15 plus tax. From Harley's 
Clock Shop in the Altman Bldg., Kansas City 6, Missouri. 


5. This sterling silver, engine-turned belt buckle made by 
John A. Pryor Sons, Inc., 50 Columbia St., Newark 5, N. J., 
retails for $9. Also with 14K gold plate front on sterling, 4 
retailing for $18, and in 14K gold which retails for $60.00. 





6. Fashioned with Czechoslovakian rhinestones in a channel 
setting, new sterling silver rhodium-plated bracelet retails for 
$16.50. Clyde A. Krasne, 714 South Hill, Los Angeles, Calif. 
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INGENUITY BEATS SHORTAGES 
(From page 342) 


10 p.m. on November 25, Juliette’s had full-page an- 
nouncements appearing in Tulsa’s Sunday newspapers. 
The ads emphasized the fact that the public was in- 
vited “to view our collections of precious gems, rare 
antiques, fine silverware, distinctive clocks, cherished 
imports and exquisite gifts." Hand-drawn illustrations 
of some of these items graced the lower left-hand sec- 
tion of the ad, and an artist’s rendering of the new firm’s 
building was prominently displayed at the top. 

In addition to the advertisment, “reading” notices, 
announcing the store's opening, appeared in Tulsa news- 
papers, together with photographs of the store interior. 


UNIQUE USES FOR WASTE DISPLAY SPACE 
(From page 344) 


easy access for frequent changes of display, and pass- 
ersby on the street invariably circle the pillar to see 
what news items are being displayed. 

The store, which has a choice corner, uses double 
decker show windows—the upper level midway of the 
front and the lower about a foot above street level. 
This double decker arrangement increases eye appeal, 
and gives a maximum of display. Another device of 


augmenting space is the use of small rounded glass 
shelves in the corners of the windows for effective show- 
ing of figurines, vases, beautiful glass, etc. Recently 
one of the Weisfeld windows promoted “jungle jewelry,” 
with a setting of palms and other jungle selections. 

Roy & Molin at their spacious place at 318 S. W. 
Alder, also uses the doubledeck window idea. The upper 
section is reserved for diamonds and fine jewelry, and 
the lower carries china, glass, toilet sets, picture frames. 
trophies, and other large items. The rod hung in one 
of the front windows has suspended from it a row of 
narrow slabs, each carrying a knife and fork in different 
pattern. This is both an effective and convenient method 
to display flat silver for full view of those shopping 
from the window. 

Although Dan Marx & Co., 511 S. W. Broadway, 
do not use the double decker window, they have an 
adaptation of the idea, with good results. Instead of 
the entire space beneath the windows being thrown 
open to display, it is tiled in a rich maroon and studded 
with insets about a foot square, placed low on both sides 
leading to the recessed entrance, and used to highlight 
some particularly elegant and interesting pieces. 

Goodman & Bader, 618 S. W. Washington, a small 
shipshape store, has limited windows. To compensate 
for these, the store has had cut into the solid wall a 
square about 3 feet each way and 8 inches deep. This 
is to the right of the recessed entrance. Lined with pol- 
ished hard wood, fitted with glass shelves, and a hand- 
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To-day’s our birthday, the date does tell! 


Hip, hip, hooray! We're feeling swell! 


For this grand feeling thanks are due 


One and all, our customers, to you! 
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THE NATION'S 
LARGEST 
WHOLESALE 
REPAIR SERVICE 


Watches & Clocks 
Plain & Complicated 


Chronometers 
All Crystals Fitted 
Dial Refinishing 
Case Repairing 
Recasing & Dialing 
Precious 


Semi-Precious and 
Birthstones 


Jewelry Special 
Order Work 
Mountings Made 
Stone Setting 
Soldering—Sizing 
Enameling 


Engraving 
Plating 
Gold . . All Colors 
Silver—Rhodium 
Chromium—Nickel 


Hollowware and 
Flatware 


Silverware Refinished 
Optical Repairing 
Pens and Pencils 
Cigarette Lighters 

Electrical Appliances 


We ore as near to you 


as your posf office 























The Girl in the Ad on Page 336 


Meet 21-year-old Louise Hyde, the vivid brunette heroine 
of our recent International Sterling ad. 





During her five months as a Walter Thornton model, 
Louise has posed chiefly for what she dubs “‘happy-go-lucky”’ 
photographs. This one, however, called for a complete change 
of pace. 


So photographer Ruzzie Green used a little applied psy- 
chology to create the desired atmosphere. He kept that 
portable phonograph spinning out mellow moonlight-and- 
roses mood music while the picture was being taken. 





The happy result proves that music hath charms—to help 
a model pose! 
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e FIDDLE 40 EDWARD vil 
SHELL 






This unusual grouping of related designs, which we 
call our FIDDLE-BACK patterns, 1s being featured 


in national magazines. Ask our salesmen about coopera- 







tive counter displays and literature. 
FRANK SMITH SILVER COMPANY, GARDNER. MASS. 
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some metal bound door, and surrounded with deep green 
tile, it makes not only an effective setting for tastefy 
display, but gives a tone of elegance to the entrance, 
proving an enticing invitation to all who pass to stop 
and examine the merchandise shown. 

At Rowannes, 928 S. W. Morrison St., one small wip. 
dow cramped into a corner must suffice for display. But 
with the ingenuity born of necessity, a panel of black 
taffeta, 12 to 18 inches wide, has been stretched againgt 
the shell pink background of the wall to the very top 
of the window, and up and down the length are hung 
the beads, bracelets, earrings, clips, and all items of 
costume jewelry dear to the heart of today’s woman, 
Shoppers frequently make their choice from the black 
panel before entering the store. 

Some Portland jewelers are making extensive im- 
provements to provide more space. Zell’s, the corner of 
Broadway and Morrison, will greatly extend their pres- 
ent location to take care of the recently purchased Feld- 
enheimer business, long noted for its elegance and excel- 
lence. Carl Greve is enlarging and streamlining his 
place at 731 S. W. Morrison in order to give more effec- 
tive display, better service. 

But the majority of the jewelers are using ingenuity 
to make the space they have more interesting, and more 
productive. 





ADS EMPHASIZE SMALL STORE'S "QUALITY" 
(Frome page 346) 


note in both mediums. Three news ads a week—a large 
one for Sunday’s combined morning and evening edition, 
and two smaller ones for Tuesdays and Fridays—stress 
special items or such services as ring remounting, repairs 
and watch work. 

In his radio advertising, “Hud” is making unusual use 
of his broadcasting experience. Three times daily Hay- 
den’s has transcribed institutional announcements, pre- 
pared and: announced by Huddleston himself. They're 
short transcriptions, varying from 50 to 100 words, 
casual talks to acquaint the public with Hayden’s sales 
and services. To the emphasis on jewelry of quality 
and distinction, the owner’s pleasing Virginia accent 
adds the convincing note of friendly service. 

This stressing of quality and service, not only in his 
advertising, but in his day-by-day contacts with custom- 
ers, is showing satisfying results. Many passersby who 
stop in merely to “look around” at something new and 
different have stayed to make a purchase because, as 
they’ve said, Huddleston and his feminine assistant have 
been “‘so interested and helpful.” 

Hayden’s is capitalizing further on this phase of the 
business by operating one of the quickest and most com- 
plete special service programs in the city. Through 
arrangements with New York firms, he is able to handle 
ring remounting, watch and jewelry repair and hand- 
made individual designs to suit a customer’s order. 

“A small store with that Fifth Avenue look” was 
Huddleston’s goal in designing his shop. Sophisticated 
black vitrolite with aluminum forms the exterior trim 
below a generous display window measuring six feet by 
six feet. Opposite the window, a 54 by 86 inch mirror 
takes up most of the rear wall, giving the effect of added 
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‘ze to the little room. ‘l’o heighten this effect, the walls 

é ainted in light blue and cream, and all the wall 
ete a eases are backed with mirrors. 

The reflection of sunlight from the mirrored walls and 
cases keeps almost every piece of jewelry on display 
sparkling throughout the day. Artificial lighting is fur- 
nished by fluorescent bulbs. Air conditioning will be 
‘nstalled for summer comfort. 

The dark walnut wall and floor display cases were 
designed by Edwin Freed of New York, who also 
designed the display fixtures of lucite and black velvet 
on aquamarine cloth. Like the rest of Hayden’s, the 
display cases avoid a “cluttered look,” yet there is 
always a pleasing variety both in the window display 
and the store cases. Frequent change of arrangement 
makes this effect possible. 

For his office, Huddleston has an alcove seven by ten 
feet, just above the shop, which he reaches—shades of 
his Navy days !—by a small ladder set against the shop’s 


reat wall. 





ANIMATED SCENES KEEP WINDOWS "ALIVE" 


(From page 352) 


with the bride-to-be descending a ladder held by her 
fiance, while her father looks helplessly on. 

Among the most popular scenes in the jeweler’s win- 
dow were a baseball game (with the outcome easily pre- 
dicted, one may assume) and a field of shyly smiling 


daisies. Small children, particularly, were delighted 
with the latter. 

Since the adults and children alike are intrigued by 
the Dalin diorama, it is excellent for the store. The 
good-will created by the free entertainment is highly 
noticeable since many a former juvenile is now a grown- 
up jewelry purchaser who can remember pressing his 
nose against the store’s plate glass window. Also, the 
habit of glancing into the window, cultivated in child- 
hood in 1947, will mean customers for Dalin in 1967. 

Mr. Dalin is certain that the interest created by his 
moving window displays has resulted in increased sales 
and store traffic, and he has never regretted installing 
the diorama. In fact, there are times when its attraction 
is so strong that it is virtually impossible for him to get 
out of his store—and no merchant minds having a crowd 
at the front of his establishment. 

The motorized diorama used in Mr. Dalin’s win- 
dow are secured from The Baranger Co., Pasadena, Cal. 
Although they are equipped for recorded music and 
speech, in addition to motion, they are kept “silent” in 
West Allis, since Mr. Dalin believes they are more effec- 
tive that way. 





CUE FOR SUCCESS WITH RADIOS 
(From page 356) 


of small-radio merchandising principles. Here, on a 
ledge across a balcony over the main selling floor, 32 
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Sterling 


ON CRYSTAL 





This beautiful 7 inch Bonbon Dish is only one 
of the several items in this group now avail- 
able. Graceful, Artistic, Much-in-Demand, these 
items of Deposit Ware measure up in all ways 
to the high standards for which we have long 
been noted. | 


Non-Tarnish Sterling Silver on Gleam- 
ing Crystal — the gift item supreme. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 














NATIONALSILVER DEPOSIT 
WARE CO., INC. 


Executive Offices and Showrooms 


44 WEST 18th ST.. NEW YORK 11, N. Y. 


Manufacturers of 


Sterling Silver Deposit Ware with 
non-Tarnishable Rhodium Finish. 


Also Gold Decorated, Enamel Color Deco- 
rated, Hand Cut, and Hand Carved Glass- 
ware and Drinking Accessories. 


Also Unusual Giftware of 


Chromium and Glass 

Lucite and Glass 

Brass and Copper Combinations 
Superior Silver Plated Ware 


Branch Showrooms: 
Chicago: 1553 Merchandise Mart 
Boston: Parker House, 44 School St. 
Los Angeles: 527 West 7th St., Room 1104 











small sets are shown; reading like a gallery of famoy, 
names and manufacturers. All are in a long, single row, 
and each was hand-picked for addition to the store’, 
inventory before being shown. 





Every salesperson in each store receives a course of 
instruction on suggesting and selling small radios, plus 
facts on selling points, the manufacturer's background, 
etc. “There is no point in losing a respected customer 
over mechanical difficulties in a $30 radio,” Mr. Dickley 
stated. “Therefore, every radio must be as sound ag 
modern science can make it.” 


Recognizing that the ability to service radios must 
be there to guarantee this type of satisfaction, the Marks 
stores maintain a service department in one store, with 
a staff of Army-trained radio technicians who will re 
pair any set sold by the firm. Only in a few cases has 
it been necessary to ship radios back to the manufac- 
turer. 





A POST-WAR TAX PROGRAM 
(From page 358) 


that sort in time of peace have carried us far into the 
condition where the marginal burden of taxation greatly 
exceeds the marginal benefit of what the government 
can do for us with the money. 


If I might set forth an ideal, I would say that our 
ideal for a post-war America is a prosperous peacetime 
economy, healthy, vigorous industry, full employment 
and high standard of living, all acheived under the 
American system of personal liberty and private enter- 
prise. Obviously, you can’t have that without the in- 
vestment of capital. All industry under the free economy 
is more or less risky. Such industry requires invention, 
experimentation, development of new machines, new 
processes and their application—all more or less haz- 
ardous. It requires the leadership of men with courage, 
self-reliance, and a spirit of enterprise, men who have 
confidence in their own judgment and are willing to 
back their judgment and so risk their own. capital and 
the capital of others entrusted to them. 


The inducement to do this, of course, is profit, or more 
strictly, the hope of profit, since nobody is guaranteed 
in advance whether there will be profits or losses. If 
that inducement is destroyed, the American free enter- 
prise system withers away and finally dies. And taxation 
if too heavy, might easily be the instrument that would 
destroy the motive of profit. 


It is surprising to see how small are the odds which 
the American enterpriser seems to think sufficient to 
lure him into this venture of business enterprise. The 
historical record of profits leads me to conclude that, 
when you allow for only a nominal interest on the capital 
invested and moderate remuneration for the services of 
management of those who give their own time and labor 
to enterprise, the total of profits in the long run is not 
much greater than the total of losses. 

In other words, I am inclined to say that the American 
enterpriser is willing to take these hazards of industry 
for not much better than a 50-50 chance. Of course I 
know why many people take the chance—each one thinks 
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that he is smarter than the other fellow, and that in his 

articular case the chances are a good deal better than 
the historical average. If people think $0, more power 
to them. We are the beneficiaries of their optimism. 

The important fact is that the odds are narrow enough 
at best. If now the government comes in with taxation 
and says that when your profits are more than a certain 
nominal amount, we will take all the balance in taxation, 
but you will be left to bear the losses as always, we may 
well reach the point where the odds are not good enough, 
even for the courageous, venturesome American enter- 
priser. When we reach that point we are in the process 
of destroying our system of free enterprise. 


Now a word about the budget. The great reason for 
the balanced budget is that without it you have no way 
of testing the proper amount of taxation. The balance 
of marginal utility of government service and marginal 
burden of taxation can’t be applied, unless it is under- 
stood that taxation is to be sufficient to pay all the costs 
of government. If a considerable part of these costs 
are to be met by deficits, by borrowed money in one form 
or another, then you no longer have the test. 


So it is my firm opinion that a balanced budget is the 
essential prerequisite of a sound tax system. There are 
those who, while expressing general approval of the 
balanced budget, still feel that we can’t have it unless 
we both have a high national income and are in the 
prosperity phase of the business cycle. Otherwise we will 
have to make shift with a deficit. Let’s look at those 
two points. 

First, take the national income. Any government 
that gets itself into such a financial state that a drop in 
the national income will mean that its taxes won't meet 
its costs and throw it into a deficit, is in a parlous state. 
Furthermore, it has its tax burden way beyond the point 
where the burden of taxation is matched by the benefit 
of government services. 

A sound level of public expenditures should permit 
a balanced budget no matter what the national income 
may be. 

Much the same thing applies to the business cycle. 
A nation which has strained its tax resources to the 
limit in the prosperous period of the cycle so that a 
deficit is inevitable when depression comes, is again in a 
parlous state; again it has set a tax system far exceeding 
the burden which is economical as measured by the bene- 
fits of government services derived thereby. 


This idea that you don’t have to balance the budget, 
and that it can’t be done anyway in time of depression, 
is not generally accepted even in America. It is a com- 
paratively new idea. President Hoover didn’t think so. 
He was much embarrassed when the first deficits came 
during his administration. He was apologetic in his 
messages to Congress, and he called upon Congress to 
make efforts, by reducing expenditures and strength- 
ening revenues, to correct the budget. President Roose- 
velt took the same position in the first year of his ad- 
ministration. 


So always we come back to expenditures. Expendi- 
tures are the key to the balanced budget and the en- 
durable tax system. Most people, when they undertake 
to draw up a plan for a tax system for the future, think 
that they have to start out by drawing up a budget of 
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Magnificently different are Flight 
sun glasses—flawlessly made from 
faultless materials . . . styled to 
offer maximum visual sales appeal 
. » greater satisfaction to your cus- 
tomers, greater profits to you. 
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Introducing the “\D) Owns” j 


NEWEST CREATION IN 
SYNTHETIC STONE GUARDS 


2 °>§ Dome shaped 
= stones set in 14K 
: yellow or white 
gold. Immediate 
delivery on all 
finger sizes. 





2 D-1 Spine! (Blue) 
ee OF RUDY .0n...ccccess Each $12.50 
° 9 D-2 Spinel (Blue) ..Each $20.00 
o- Ruby Each $18.00 
All 
Prices Compare our quality and prices at your leisure. 


Net Rings illustrated, as well as a representative 
line of our individually created wedding rings, 
will be sent for 10 day 
inspection to rated con- 
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YOU GET THEM ALL 


IN THERMOTROL 


U.S. Patent No. 2,209,381 — Other Patents Pending 


Uniform Quality in mass 
production of intricate 
patterns assured by sim- 
ple production routine. 


Low Cost, High Speed 
Production — turning out 
75 5-dwt. rings every 15 
min. in 24 hours after OK 
of sample is normal. 


Consistent Performance— 
quality of castings never 
varies. Instrument con- 
trols prevent overheating; 
make Thermotro!l casting 
fool-proof. 

Let us tell you how Ther- 


motrol can solve your pro- 
duction problems. 


DEPT. B. 
The JELRUS Co. 
Mfrs. and Suppliers of Model] 1!-3 Thermotrol —The All-Electric 


Precision Casting Equipment Melting and Casting Unit. Casts 20 Troy 


= oz. Gold; or 15 Troy oz. Silver; or | 
a? =—s vale. Us, See ar. 6 heals. 42. Alam 


136 West 52nd Street num. Smaller model available. 
New York 19, N. Y. Write for Literature and Catalogue. 
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expenditures, and there is some logic in this. How cm 
you lay down your tax program if you don't know th 
costs of government that have to be met? However, 
there are great difficulties here, and I am very modey 
about prophesying. I don’t know, and I don’t thin 
anybody knows. 

What we tried to do in the Post-War Tax Committee, 
instead of prophesying future expenditures, was to ge 
up a few sample budgets of expenditures and disengs 
them hypothetically. We drew up three of these sample 
budgets, and they worked out about to these totals: $}5 
billion, $18 billion, and $22 billion. Let me put before 
you very briefly the principal features of these three 
assumed budgets. 

We call them low, medium and high. The first item 
in all has necesasrily to be interest on the public debt, 
We have almost no choice about that. With the public 
debt only a little below $300 billion, the annual interest 
charge is not going to be very far from $6 billion. 

Next we put the national defense establishment, with 
amounts from a little more than $3 billion up to a little 
less than $5 billion. You will say that this is more 
than we ever spent for national defense in the past, and 
it is. However, I think there is practically unanimous 
agreement that at least in the near future of peace— 
assuming that we are to have peace—we shall certainly 
have to spend more for our military establishment than 
we ever did before in time of peace. Our figures are two 
or three times as much as we ever spent before. 

The third largest item is for veterans’ pensions and 
benefits, which I am putting in from $1.3 billion to $17 
billion. For all the civil departments of government to- 
gether, the figure is a little less than $1 billion. 

Then, there are three other items—Federal share of 
welfare and health, conservation and development, and 
miscellaneous, each one of which is in the neighborhood 
of $500 million to $750 million. 

Those add up to totals of about $12 billion, $14 bil- 
lion, and a little over $16 billion, according as we take 
the low, the medium, or the high estimate. 

To that we should add something for debt retirement, 
for I do not think we can have a sound fiscal situation 
unless we not only balance the budget—I have discussed 
that—but also do a little better. It need not be much, 
but just enough better to show our good faith, to show 
that we are courageously tackling this problem of gi- 
gantic debt and are proposing to start reducing it. 

So if we add on from $1 billion to $3 billion for debt 
retirement, we get totals of about $13 billion, $16 billion, 
and $19 billion, respectively. Those are what I call the 
essential functions of government. I don’t see what more 
our Federal government necessarily has to do. But some 
will say, “That won’t do, you have to do a lot more. 
There is nothing for aid to agriculture, nothing for 
public works, nothing for aid to foreign countries, lend- 
lease, and all that sort of thing and nothing for sub- 
sidies to air transport and water transport and _ inter- 
national merchant marine,” etc. 

Those are the frills; not the essentials. However, 
on the assumption that the people will demand some of 
these frills, we have thrown in about a couple of billions 
in each column for the frills, making totals of about $15 
billion, $18 billion, and $22 billion. You see, there is no 
prophecy here. What we are seeing is a notion of the 
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a gort of taxation we would have to have for each of these 
a | — a tax system to meet these budgets, you must NOW AVAILABL E 
think A ater an assumption as to the national income. Of MODERN = poring TEA SET 
: course, the larger the national income, the easier it is y ’ . 
ittee, to raise any given amount of taxation. We made three “ 
O set | assumptions, $125 billion, $140 billion, and $115 billion. 
scuss | J am not going to worry you by running through all the 
maple different combinations but will simply take the $125 
: $15 billion assumption and see how we come out. Obviously, 
efore $140 billion would be easier, and $115 would be harder. 
three f We take the $15 billion budget. That would be figured 
| out in this way: Excise taxes and customs, etc., might 
item be called upon for $3.5 billion. We might have a corpora- x 
debt. tion income tax with a flat rate of 18 per cent. We might 
ublic have an individual income tax starting at 18 per cent, 
Crest and going up to about 70 per cent. ‘These taxes would 
vield, altogether, $14.8 billion. 
with ’ There is a simple tax system. You notice there is no 
little excess profits tax, no capital stock tax, no declared value | ||  o© 2 ~~ 
more excess profits tax. You notice that instead of a 40 per a osteo ae ns ee ae 
_ and cent rate on corporations, which is what we have now “cae nest 4 Geished ye wan tatey > ni rs me = os 
mous outside of those other taxes, this is an 18 per cent rate. of 4 pieces: Tea Pot, with 19 oz. capacity; Creamer and 
ce— You notice that individuals start at 18 per cent instead Sugar Bowl, with 6 oz. capacity; and a Round Tray 
s ‘ 12” in diameter. Price $27.50 Net. For circular giving 
ainly of 28, as they do now, and the rate might stop at 70 ountiailans an te cali thes, Ste 
than per cent instead of 94, as it does now. 
two You notice the conspicuous absence of the estate tax, 
the gift tax, the motor vehicle use tax. That is the kind a por _~ gg 
and of tax system we could have if we are content to spent 7 LOS ANGELES 14. CALIF 
$17 $15 billion. It would not be a deadly handicap to busi- ’ ; 
t to- ness, it would not be an unbearable burden upon industry » res er Ce Saas eS 
or upon individuals, in whatever walk of life. 
e of Of course, there are various other possible combina- 
and tions. We felt in the committee that it was of great im- New! Different! Beautifull 
hood portance to get away from graduated corporation rates | 
and, if possible, have a flat rate the same as the initial 3 W A T C. H 
bil rate of the individual income tax. But you could have 


ail a combination of a 40 per cent corporation tax and a 15 D | S P L A y E R S 


ver cent individual tax and get about the same results. 
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ent Or you could have the rates begin at 20 per cent in- 
te stead of 18. Then you could raise the personal exemp- All Velvet Covered 
ssed tions, for instaurce. But whatever the set-up, you have Give your watches more glamour and 3 
ach, a moderate and endurable tax burden, which would pay appeal with these handy self-selling 
how for all the essential functions of government and some displays. 
gi- of the frills. Designed to fit all watches, both 
If now we go to the $18 billion budget, it is not quite ladies’ and gents’. 
lebt so easy. Here is one scheme: A corporation income tax Base and arm velvet covered... 
ion, and initial individual rate of 20 per cent instead of 18, exquisitely tailored . . . can't mar or 
the producing $2.9 billion and $9.6 billion respectively, ex- scratch fine watches. 
“is cise and customs, with rates jacked up a bit to produce Special concave-balanced base in- 
me $4.4 billion, and restoring the estate tax, gift tax, gaso- sures rigidity of displayer. 
we. line tax, and motor vehicle use tax, another $1.1 billion. Watches are held securely, released 
for This adds up to $18 billion. Here again there are these quickly. 
nd- ' various other possible combinations. 
i If you consider expenditure of $22 billion, the going # 131—single—§2.25 ea. 
aii gets pretty tough. One of our schemes calls for a 40 per i 139—deulo--$2.78 -<0. 
er y 8 P # 134—quadruple—$3.25 ea. ; 


cent corporation rate, the same rate we have now barring 











er, the excess profits and other taxes, and a 20 per cent FOB Hollywood 

of initial individual rate. And in every case the estate, esckimctep Delivery 
ons gift, gasoline, and motor use taxes are kept. 

315 A $22 billion budget, with $115 billion national in- 

ne come, would be tough indeed. 

the There is the picture. It is not my function to tell 
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(Please turn to page 387) . —. 
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Display shelves 
Teets' gift section 
are always kept fully 
stocked. At left i: 
separate section 
for greeting cards 


"Woman's Intuition 


Proves Gift Department Value 


Giftwares were not included in Bert Teets’ plans for his new 


store but he was outvoted by the distaff side of his family. 


Within a short time gifts represented 50 per cent of his volume. 


SCANT three-months’ old, the fledgling firm of 

Teets’ Jewelers, has enjoyed a brisk volume in 
its watch and jewelry departments. But the stellar 
attraction, much to the surprise of owner Bert Teets, 
has been giftwares, which he had completely neglected 
in the original plans for his store, because, he says, 
“They were Greek to me.” 

An expert repairman, Teets had worked for several 
Southern California jewelers before serving three years 
in the armed forces. When he drew up plans for his 
own store at Altadena, Calif., he decided to concentrate 
on diamonds, watches, and repair work. At the in- 
sistence of his wife and mother, he consented to let 
them add and supervise a small giftwares department. 
Before long this feminine touch was doing fifty per cent 
of his total volume, and plans are being made now to 
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enlarge the store to make room for the increasing gift- 
wares business. 

The distaff side humbly admit that they knew prac- 
tically nothing about buying, selling, or displaying 
giftwares. But the elder Mrs. Teets had made a survey 
of the business districts in the vicinity and found that 
there were practically no giftwares stores. She thought 
that such a sideline would not only be profitable in 
itself but also would attract jewelry customers. Mrs. 
Teets’ prognostication proved itself within a week after 
the store had opened. Word of the colorful, extensive 
giftwares department spread for miles around, and 
soon visitors were dropping in from a score of neighbor- 
ing communities, some of them fifteen to twenty miles 
away. 

Mrs. Teets’ interest in the project was not induced 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















sik 
ction 
fully 


tion 
ards, 


te 











by the profit motive. She had a more personal 
reason. “I love beautiful ceramics and metalwares,’ 
she says. “They are so interesting and so varied. They 
are such fun to display and make the store so attrac- 
tive.” 

Lamps, wall plaques, figurines, and scores of other 
decorative pieces are not only displayed in exclusive 
niches of their own but also used to heighten interest 
‘n other parts of the store. Seven glass shelves along 
one wall constitute the main display. An aisle, wide 
enough to provide ample room for browsers, separates 
the long wall case from the smart modern aisle case, 
which is of blonde wood, with three large glass boxes 
set into it for display of ceramic pieces. 

Giftwares are paraded along the wooden partition 
between the store and the stock room and on top of 
the wall cases that house jewelry displays. Gay ceramic 
plaques outline the doors and brighten the areas be- 
tween wall cases. Framed pictures, mirrors, and wall 
brackets that hold planters and figurines are tastefully 
arranged on other wall spaces. 


solely 


STOCK ALWAYS KEPT FULL 


The stock is always replenished immediately, so that 
there is always a wealth of merchandise on display, a 
must for the giftwares section, the owners believe. But 
with all of this eye-appealing decorative ware embellish- 
ing the store, the entire effect is one of uncluttered 
coziness. There is a tacit invitation to look to your 
heart’s content, and no signs that warn, “Do not han- 
dle.” 

When shoppers enter the store, one of the clerks 
asks, “May I help you?” Most giftwares shoppers 
want to inspect unassisted, so they are permitted to 
browse without interruption. There have been in- 
stances where patrons have spent an entire morning 
or afternoon browsing before they have made their 
purchases. One young woman spent almost an entire 
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day picking up and examining every piece in the store. 
She concluded her tour of inspection by purchasing 
fifty-two different items. 

Because this browsing routine is so important in 
making sales, the owners are going to move back the 
partition beteen the store and stockroom and redecorate 
the stockroom for giftwares displays. Here they will 
be grouped according to style and motif on skirted 
tables with mirrored tops. Requests for utility items 
such as dinnerware have been so heavy that Mrs. Teets 
is going to make this an important feature of the new 
section. 

Giftwares are always featured in the windows, with 
arrangements being changed frequently. The entire 
window of the shop next door, which is vacant, is given 
over to the exhibition of California ceramics and metal- 
wares. Shadowboxes in the Teets’ window cases make 
an outstanding background for the decorative wares. 

Adjacent to the giftwares shelves is the greeting card 
section, which also has proved extremely popular. Mrs. 
Teets has found that giftwares’ patrons are invariably 
in the mood to buy a card to accompany the gift. Hence 
the greeting card section is contiguous with the gift- 
wares shelves. There is a wide selection, and the cards 
are arranged on five rows of shelves, with every card 
visible at a glance. They make a colorful display. 

Teets has advertised mostly jewelry and repair work 
in the local weekly newspaper, while promoting gift- 
wares in the Pasadena newspaper to attract residents 
of that nearby community, which has many fine jewelry 
stores but few with giftwares. This advertisement has 
brought him scores of patrons from a radius of about 
fifty miles. 

Altadena itself is a town comprised of many retired 
businessmen with good incomes, and professional and 
working people with fairly high salaries. They like to 
spend their money on jewelry as well as giftwares and 

(Please turn to page 387) 


by JOAN SYLVESTER 


Mr. Teets enjoys a reputation 
as a fine watchmaker and with 
his “womenfolk" concentrating 
on the giftware department he 
devotes his efforts to build- 
ing jewelry and repair work. 
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1. Added to the Three Crowns line of silverplate, this 
cheese knife and server, a Royal Hickman design, retails 
for $8. From Sun Glo Studios, 225 Fifth Ave., New York. 


2. Back on the market—Royal Dux china and earthenware 
figures from Czechoslovakia. This ivory-finished Goat Girl 
is 12" long, 12" tall, and retails for about $30. Available 
from the Geo. Borgfeldt Corp., 44 East 23rd St., New York. 


3. This graceful fan vase, 16!/2"" wide, finished in mauve 
agate, green briar, ciel blue, or honey Copenhagen, re- 
tails at about $7. From Haeger Potteries, Dundee, Ill. 


4. Decorated with a leaf design carved and inlaid with 
gold, this flip vase, 12" in heighf, is in Tiffin crystal glass. 
It is made by the United States Glass Co. of Tiffin, Ohio. 


5. Classically simple, Spode's Blue Elaine pattern has a 
laurel band on the diamond-embossed Mansard shape. From 
Copeland & Thompson, Inc., 206 Fifth Ave., New York 10. 


6. By Cravell, Inc., is this 40-ounce Royal Mallet cock- 
tail shaker with metal base, hollow wood handle; retail 
$18.50 for silver-plated model; $15 for chrome-plated. Dis- 
tributed by Sales Associates, 385 Fifth Ave., New York City. 
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The CAMELLIA— 


with carved flower and 
leaves enriched with gold. 


FFIN OPTIC— 


with hand-crafted, swirled 
base. 


UNITED STATES GLASS CO. 
TIFFIN, OHIO 
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|. This lustre and gold china teaset may be retailed for ap- 
proximately $10; and there are matching tea mugs at about 
$14.40 a dozen. From A. L. Larimer, 225 5th Ave., New York. 


2. An Italian import, this cream pottery teaset is decorated 
in stippled effect with vari-tinted flowers; retail, $15 a set. 
From M. B. Daniels & Co., 31 W. 27th St., New York. 


3. Deluxe pocket or purse lights made of polished aluminum 
alloy, operated by clicking on when the bulb is pressed. 
Made by Lennan Lights, Inc., 231 W. Olive St., Burbank, Cal. 


4. Color numbers visible from any angle feature this new 
electric Carlson clock, 10" in size, retail $50, Keystone. 
From American Clock Co. 315 W. 5th St., Los Angeles, Cal. 


5. Tidy Butler is the name of this new 3!/2" porcelain ash 
tray especially designed with snuffer and open top through 
which ashes fall; in various colors; retail, $2. Sold by 
American Art Products Corp., Bush Terminal, Brooklyn, N. Y. 


6. Made of genuine leather in brown, tan, red, or green, 
and lined with velvet, this 8" jewel box may be retailed 
for about $16. From Clarice Unger, 225 5th Ave., New York. 
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In the middle ages, Venice had a monopoly in 
glassmaking. ‘To circumvent exposing precious 
secrets to foreign countries, their glass crafts- 
men were isolated on the island of Murano. 
Workers who attempted to escape, or who were 
guilty of exposing their methods, were subject 
to the death penalty. ‘This law failed . . . in its 
failure, proved the futility of legislating against 
the spread of knowledge. 

The secrets of glassmaking progressed to 


France and England. Thence to our Colonies. 







VENETIAN GLASS 
OF THE XVI AND XVII 
CENTURIES 












Here, through centuries of failures and successes, 


American craftsmen developed a skill compar- 
able to the European guilds. ' 

Today, the violence of Europe has largely 
dissipated the skills of the Continent. And 
America now stands at the zenith of its capabili- 
ties. Fostoria is proud of all those in our industry 
who have contributed to this progress . . . who 
by free enterprise, rather than by law, have pre- 
served for our peoples, precious products to en- 


hance the beautv of their table settings. 
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FOSTORIA GLASS COMPANY + MOUNDSVILLE, WEST VIRGINIA 
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1. Made of hand-forged aluminum, this 20" by 12" tray is 
footed and is done in the double well-and-tree design; it 
retails at $10. From Everlast, 225 Fifth Ave., New York. 


2. "Clinton" is the name of this pattern of delicately drawn 
spring flowers in tones of blue, on the Priscilla shape. From 


Theodore Haviland & Co., 26 W. 23rd St., New York. 


3. This Twin-Lenz Viewer permits a single picture slide to 
be seen with both eyes, giving a three-dimensional effect. 
Retail, $12.50. Made by Craftsman's Guild, Hollywood, Cal. 


4. A magnet holds the pen at any angle in this new ceramic 
"51" Magic wand desk set designed by Robert Gruen Asso- 
ciates, made by White Cloud Farms in pink or blue-green; re- 
tails for $20. From the Parker Pen Co., Janesville, Wis. 








5. In the popular "American" design is this square, footed 
urn, made in 6” size to retail for $1.50; and 7!/2" size to , 
retail at $2. From Fostoria Glass Co., Moundsville, W. Va. 


6. New is this manicure kit, the "Tailor Maid," which has 
gold-plated implements fitted into a genuine leather case 
with a gold-plated frame and satin lining; to be retailed 
for $10. From Barbara Bates, 366 Fifth Ave., New York |. 
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Supplementing our 
AMERICAN LINES 


.. we are showing. . 


FRENCH BRONZES, VENETIAN VASES AND 
HAND-SCULPTURED GLASS FIGURES 
CZECHOSLOVAKIAN CASED ART GLASSWARE 


The above lines from stock 


Also, Italian Alabaster Figures, Book Ends, Ete. 


and other lines. 





No. 4242/101 
GENUINE FRENCH 
BRONZE 








No. 7234 
CUT CRYSTAL 
DECANTER 


QUART SIZE, ONE OF 
SIX STYLES No. 8888/8889 MURANO GLASS FIGURINES 





GEO. BORGFELDT CORPORATION 


44-60 Easi 23rd Street TELE. GRAMERCY 7-0400 New York 10, N. Y. 
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|. Eva Zeisel designed this new Town and Country tableware 
line, done in freely-modeled forms with textured glazes in 
seven colors. Made by Red Wing Potteries, Red Wing, Minn. 


2. Tiny, simple to operate, precision-made, this new Whit- 
taker Micro 16 camera fits into small purse, is finished 
in satin chrome or satin gold; retails at $19.75. Sold by 
Farnan & Seeman, Inc., 134 S. La Brea, Los Angeles, Calif. 


3. These 18” urns with 8” bowl to match are in Bethwood 
Royal China, wine-colored with Watteau insets highlighted 
in coin gold. From Beth Weissman, 49 W. 23rd St., N. Y. C. 


4. Sun glasses for jewelry stores, these Oculens Twinklers 
are designed for gala occasions, with hand-fashioned frames 
in colors set with tiny rhinestones and fitted with preci- 
sion lenses. From Comptone, Ltd., 1239 Broadway, New York. 


5. From the Kosta factory in Sweden comes this exquisitely 
simple crystal glassware. The decanter may retail for 
about $18.50, goblet, $72 a dozen, with other items in pro- 
portion. From D. Stanley Corcoran, 212 5th Ave., New York. 


6. Well suited to the jewelry store is this drawstring 
evening bag in kidskin; price, $10.50 in gold, $9.50 in silver. 
From Theodore, inc., 310 W. Ist St., Los Angeles. 
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Now... A GREAT NAME IS 
BACKED BY A GREAT 


The New Campaign 
Hits Home In The Homes That Count 


Now, Everlast announces a large-scale, nationwide advertising A) om 
campaign that will hit home in the homes that count. Included: 
Sizable consumer advertising in these magazines 

Newspapers — Technicolor Motion Pictures — Publicity — 


Radio — Mats for Local Advertising — and other promotions. faths fDeauty 


Stock up adequately, display conspicuously, tieup locally to “Vrtasy we 
take advantage of this powerful new  business-bringing a oe desc 


program for Everlast's Hand Forged Aluminum Hostess Sue Sremh. ta 
Hand Crafted 
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alelisl-We @haiia-Me late MN )aloho adele uly Chicago Showrooms: 
225 Fifth Avenue 1216 Merchandise Mart 
EXCLUSIVE NEW YORK 10, N. Y. CHICAGO 54, ILL. 
SELLING Western Showrooms: Toronto Showroms: 
INQ IES 527 West 7th Street The Hopkin-Morgan Co. 


LOS ANGELES 14, CAL. 6 Wellington Street East 
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BUENILUM 


—Lustrous hammered Aluminum Hostess 
Service Accessories by Messrs. Buehner 
& Wanner—an established quality pro- 
duct at popular prices—now nationally 
advertised to the consumer. 


llustrated—our new smart and sophis- 
ticated Cocktail Shaker — height over 
all 11 inches — capacity 1!/2 quarts — 
lucite knob — simple, foolproof opera- 
tion. 


$4.75 each (wholesale) subject to our 
usual terms, F.O.B. New York, N. Y. 
































225 Fifth Avenue 








cht 
NI 


Suite 800 
New York 10, N. Y. 
































by MADELINE LOVE 


A® there too many gift shows? Has the contingg 
—even overlapping—series of shows that confrom 

the industry twice each year become too burdensome} 
buyer and seller, alike? 

No one, of course, wants to eliminate shows from ¢ 
trade picture. They have become such rallying poin ' 
for business that their absence would be a serious har 
cap, as we found out when the war forced so many eg 
cellations. But there is questioning from many sour 
as to the need for such an unwieldy number of show 
The fear of missing “something good” draws the me 
chant both to the big, central shows and to the regic , 
show nearest. his community—only to find many of 
same exhibitors with the same merchandise in bot 
places. The wholesaler was afraid of missing somethiy 
good, too! ; 

These duplications of expenditure—time, effort, ay 
money—seem uneconomic to many merchants and may 
wholesalers, particularly now when all three of thog 
commodities have taken on additional value. Yet th 
list of shows grows longer each season. Is it time thg 
something be done about it? 


* * * * 


enorme of shows—reports up to date are not p . 
precisely the sort to encourage dancing in the stre 

On the other hand, they are not fundamentally so di 
couraging as they seem on the surface. It is true that} 
we use last year as a yardstick, attendance has droppe 
considerably, and so have sales. But last year as 
supernormal one, with merchants still starved for me 
chandise and willing to buy practically everything 1 
sight, cannot—or should not—be used as a gauge f@ 
1947 business, and those wholesalers who are able t 
look beyond the “rosy mists of yesteryear” find that t 
orders they wrote at these recent shows are pretty good 
after all. 

Most in demand at every show were the staples 
china dinnerware, stemware, informal earthenware, good 
quality accessories. And of these, china and stemwat 
were in shortest supply—as has been usual for the pag 
few years—and the most badly needed by retailer 
China manufacturers are still far behind in their deli¥ 
eries, and are still working on allotments. Almost a 
domestic stemware continues on allotment, too, with pro 
duction lagging far behind the demand. 

Some interesting new designs in earthenware dinner 
ware have made their appearance at the shows—one @ 
them the Royal Hickman ware distributed by the 
Glo Studios; another the Eva Zeisel ware created fo 
Red Wing Potteries (illustrated elsewhere in this issue 
and a third was introduced by Gonder Ceramics. And 6 
great interest, of course, was the influx of imported watt 
Czechoslovakia, England, Italy, France, Sweden, Portt 
gal, China—all were represented with a variety of line 
of merchandise whose admittedly soaring prices wer 
apparently, no deterrent to sales. 
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jeweler’s bronze...this K & K compact 
glows Watde Medel ss breath-taking At better jewelry and department stores ever) where 


thout $7. 
beauty of a new moon. about $7.50 


Designed with the precision 
for which K & K is famed 
... its loveliness is equaled 


only by the moon itself. 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
| won the approval of succeeding 
generations of discriminating people. 


aa 
| eae Fine English Earthenware 





Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 
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Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 
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| FINE REPRODUCTIONS IN 


Cigarette Sets —Violin-shaped boxes and matching ash trays 
highlighted in coin gold, floral groups, varied background colors. 


Miniature Boxes —Round knick-knack pill boxes for milady’s 
dressing table. Assorted hand decorated cover designs: Floral 
groups, coin gold gadroon and scroll patterns, varied back- 
grounds. 


ON DISPLAY AT THE FOLLOWING SHOW: 
DENVER GIFT & JEWELRY SHOW... 
Mural Room, Albany Hotel—Booth 4M— 

March 16-21 —-Arthur Rosengard 







































CREATORS AND MANUFACTURERS 








49 West 23rd St., New York 
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PITTSBURGH china and glassware show ney; 
January looks probable. John M. Hammer, execu- 
tive secretary of the manufacturers’ association which 
stages the show, has been canvassing the membership on 
the subject, and a tentative date—January 1 to 11—ha, 
been set. If it is held, it will be at the William Pen, 
Hotel, and in that event the Pittsburgh Gift Show, which 
has been held there during the war years under the map- 
agement of Eugene A. Richardson, will be moved to the 
Fort Pitt Hotel. 

* * 


EWSETTES: Jack Orenstein, of Everlast, was hogt 
at a cocktail party on the first night of the Chicago 
Gift Show to open their swanky new showrooms in the 
Merchandise Mart. Motfahedeh & Sons had a cocktajj 
party in their new showrooms, too, later in the week, and 
Sun Glo Studios, whose new Mart showrooms were open 
for the show, also, held nightly “open house” in the 
penthouse of the Continental Hotel. 

The showrooms of Gottschalk Sales Co., 225 Fifth 
Avenue, New York, have been redecorated, with the 
walls finished in a metallic silver tone and the fixtures 
painted in yellow. The firm has just been made national 
distributor for the Shelburne Electric Co., manufactur- 
ers of Shelburne Originals—hand-made brass lamps in 
gold-plated, silver-plated, and enamel finishes. Recently 
added to the sales staff is Alexander M. Hickenberg, 
formerly with Weil Ceramics and Glass. 

Imports from Europe on a large scale will be shown 
for the first time since 1939 at the third annual National 
Antiques Show to be held March 10 through 16 at Madi- 
son Square Garden, New York. Included in the dis- 
plays, too, will be a number of American primitives, 
reflecting increased interest in American stemming from 
Pennsylvania Dutch, Shaker, and early mid-Western 
sources. 

American potters and glassware manufacturers con- 
tinue to put up a strong fight against the lowering of 
tariffs on imported ware. They are realistic enough to 
recognize that pottery and glassware are among the in- 
dustries which the Government believes it can safely 
permit to be revived in former enemy countries, and they 
are appreciative of the need for increased exporting 
which exists among our former allies. But they believe, 
too, that their first duty is to their own factories and 
their own employees, and they have keen memories of 
the impossible competition offered before the war by 
Japanese potteries and Czechoslovakian glass factories. 

Rexon, Inc., is backing up its trade paper advertising 
of Thorens lighters and the Lido cigarette case and ash 
tray, with extensive national advertising in Life, Esquire, 
the New Yorker, Vogue, and Good Housekeeping. Sev- 
eral other new products will be brought out later in the 
year, and these, too, will be advertised in mass circula- 
tion magazines. | 

Lipper & Mann, 225 Fifth Avenue, New York, have 
been appointed Eastern representatives for the Spring 
Valley Glass Co., of Huntington, W. Va., manufacturers 
of hand-made glass accessories. 

Eric Olsen, Norwegian-born designer, has joined the 
staff of artists at the Haeger Potteries, Inc., of Dundee, 
Ill. Mr. Olsen was formerly a designer and modeler 
with both the Wedgwood and the Spode factories, and 
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at one time was a student at the French state pottery at 
ye eee B. Roe, chairman of the board of the Fostoria 
Glass Co., and one of the best-known figures in the 
American glassware industry, has retired from active 
business. Mr. Roe entered the glassware field in 1895, 
and during his long career in the business he has served 
as president of the National Association of Pressed and 
Blown Glass Manufacturers and as president of the 
American Glassware Association. He was president of 
Fostoria from 1928 until his elevation to the board 
chairmanship in 1945. 





PROVES VALUE OF GIFT DEPARTMENT 
(From page 375) 


they are interested in value, Teets has found. Invariably 
they question the price before they buy, and Teets has 
tried to keep his giftwares prices as low as possible. 

While his feminine co-partners devote their time to 
the flourishing giftwares department, Teets has con- 
centrated on his jewelry business, in which he has gained 
a fine reputation for watches, good-looking jewelry, and 
repair work. 

It seems that he cannot secure enough watches to 
satisfy the demand, and he does his biggest volume in 
the $50.00 to $65.00 range. Gold-filled and sterling 
costume jewelry is another best seller, with the $25.00 
to $40.00 items enjoying favored status. His skill as 


a watch and clock repairman has become known through-.- 





out the community, and every day he is brought -time- 
pieces that were given up as inpossible to fix. He has 


also made quite a name for himself in remounting gems. 


The diversity of talent and the cooperative efforts 


of this family have quickly endeared them to their fel- 


low townsmen. Never underestimate the power of a 
woman would be a fitting warning to jewelers, espe- 
cially those in small towns, who are still hesitant about 
forming a giftwares department or trying to build sales. 
Teets, like many other jewelers, has discovered that 
buying, merchandising, and displaying decorative wares 
is a department that can be successfully operated by 
women. 





A TAX PROGRAM FOR A SOLVENT AMERICA 
(From page 878) 


you what is the proper amount of government expendi- 
ture or what is the proper kind of a tax system, or to 
argue in favor of any particular choice. What I am in- 
terested in is that the public appreciate what their situa- 
tion is, that when they think about government expendi- 
tures they also think about taxation, that they be 
impressed with the necessity of the existence of a bal- 
anced budget if we are to survive, and that they then 
weigh with such intelligence as they may possess the 
burden of taxation against the benefits of government 
expenditures. What I don’t like is to see this thing de- 
cided by camouflage and smoke screen and failure to 
face the facts. 
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Silverglow $5.50 













PLEASE ORDER THROUGH YOUR JOBB'ER 


ANNOUNCES © 
REDUCED PRICES 


For SILVERGLOW Automatic 
and STARLIGHT Non-Automatic 


Here’s good news ... effective at once, we announce a 
new fair trade list price of the SHARPO Silverglow Auto- 
matic Lighter of $5.50 (formerly $7.50) .. . and SHARPO 
Starlight non-automatic lighter at $2.50 (formerly $3.50). 






In face of continuing high labor 
and material costs, this more than 
25% price reduction is made 
possible by greatly increased 
sales and improved production 
efficiency. There is no change 
of quality, design or guarantee. 









Starlight $2.50 





JOSEPHSON & SHARP MFG. CO. 1647 Victory Bivd. Glendale 1, Calif. 











MADE TO U. S. ARMY SPECIFICATIONS! 


“<Lern 3] 3.75 


Only 976 available! Sturdy 15 Jewel ELGIN men’s 
wrist watches. Shockproof. Waterproofed! Sweep 
second hand. Stainless steel case. Unbreakable crys- 
tal. Luminous hand and dial. QUALITY! American | 
Made. Fully reconditioned with ONE YEAR FAC. j\ 
TORY GUARANTEE! Made for the U. S. Army, ; 
they HAD to be good. Orders filled in rotation re- & 

ceived. MINIMUM ORDER 6 watches, 20% 
deposit, balance C.O.D. Price—$13.75 net. 


L. J. THOMAS & CO. 


Dept. M-1, 12413 So. Harlem, Palos Heights, II1l., (Suburb of 
Chicago). 


(Reference: Dun and Bradstreet and Jewelers Board of Trade.) 
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Curvex, Round, 





Reflecting the traditional grace which has characterized 

Elkington Silverplate “ro ee Coffee Pot, No. 38089E, Flat Facets, for 
of exceptionally heavy silver-plate on nickel silver with : 
silver soldered mountings. Watches, Rings, 


Sole Agents and Wholesale Distributors in the United States: Bracelet Parts 


MOTTAHEDEH & SONS _ sa. 








New York 10, N. Y. Chicago 54, IIl. 
225 Fifth Avenue 1215 Merch. Mart Made by a : 
é; i} ye Specialists Ea : 
e bas. 
ington é5 Ov, Ltd ALKA PRECISION TOOLS & EXP. WORK 
BIRMINGHAM, ENGLAND | riemens adil aa ONY. 























For louger life, ¢ 
ESPECIALLY... 
FOR THE WATCHMAKER 





Send for this authoritative work on watch repairing 


PRACTICAL WATCH REPAIRING for beat results ta l hnicating. 


Written by 
Donald deCarle, F.B.H.lI. 





This book of 300 pages, with over 550 specially drawn nee. INC., NEW BEDFORD, MASS. 
illustrations, deals with the examination and repair of the 
lever watch (with pin-pallet and English lever watches in 


oddition) in intense and clever detail. The author dis- INTRODUCTORY GEMOLOGY 


closes secrets of craftsmanship acquired in a lifetime of 








study, of practical work at the bench and as an executive by 
of a large horological repair shop. The lucidity and plain Webster and Hinton 
speaking can be readily understood by both novice and 
craftsman. The contents of this book are offered as an introduction 
to the fascinating study of gems. Students may safely 
Price $5.00 Postpa id use chapters therein as stepping stones to higher things; 


jewelers will find reference to this volume very helpful. 
Concisely written and profusely illustrated. 
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; Price $3.50 Postpaid 
100 East 42nd St., New York 17, N. Y. 
THE JEWELERS’ CIRCULAR-KEYSTONE 
Check or money order must accompany all orders. Do not send cash. 100 East 42nd St., New York 17, N. Y. 
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Showmanship in Jewelry Advertising 


“When you've got good merchandise to sell, you've 
got to call attention to it!” That’s what Harry J. Lewis, 
manager and part owner of the Gross Jewelry Store at 
g16 W. Wisconsin Avenue, in Milwaukee, said when he 
remodeled his store front. 

When the new front was installed a few months ago, 
Mr. Lewis thought his place needed one final touch to 
catch passersby’s attention. He had already thought 
up the very clever idea of putting a mirror on one side 
of the entrance wall just outside the door so that people 
who went by and stopped to look in the full length panel 
mirror saw the reflection of the full window behind 
them. But Mr. Lewis wanted something a little more. 
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Gross Jewelry Store, Milwaukee, Wis., uses a theatre 
marquee type of neon sign to attract customers’ eyes. 


The nearby theater marquees gave him an idea. Those 
marquees attracted people into the shows with their 
moving lights and colored neon tubing. Why not apply 
that principle to a jewelry store? It would match the 
neighborhood surroundings and successfully compete 
with theaters for passersby’s interest! 

So Mr. Lewis went to a local sign company and de- 
scribed in full detail the kind of sign he wanted. There 
was nothing else like it in Milwaukee. When it was 
made up and installed, it got a great deal of notice, and 
naturally this perked up trade. | 

In the 26 years that the Gross Credit Jewelers have 
been in business they have learned that good advertising 
pays; and Mr. Lewis’s decision to “when in Rome do 
like the Romans do”—in this case using the major theme 
that the rest of the neighborhood did, a brightly lit 
marquee—has proven very profitable. Mr. Lewis reports 
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a 3O per cent increase in sales since his new sign was 
put up. 

The sign is triangular in shape and contains 135 bulbs 
which flash on and off in a winking pattern. Neon tub- 
ing, used to spell out the words, is green and pink; the 
front ribbon of long light-tubes is amber color. This 
color scheme matches the store front, too, and so makes 
this store just as attractive as the nearby downtown 
theaters. 





SWISS WATCH IMPORTS HIGH 
(Continued from page 360) 


complex that analysis is difficult. Frequently, monthly 
import figures may be rendered meaningless for various 
reasons. 

One prominent importer, for example, has informed 
THe JEWELERS’ CircuLAR-KEysToNE that monthly fig- 
ures do not necessarily represent receipts during a given 
month since many firms permit the incoming movements 
to remain in a bonded warehouse until needed. Although 
actually brought into the country in one month, the move- 
ments do not appear on import data-sheets until the 
month they are removed from the warehouse and ex- 
amined by customs inspectors. Thus, although long-run 
statistics are not affected, some months might appear to 
have enjoyed abnormal imports merely because assem- 
blers had not moved the watches through customs. 

Customs officials, however, take a different view. A 
spokesman for New York customs authorities, reporting 
that little delay was encountered in clearing watches 
through the assay office, remarked that a delay of one 
or two days (the most ever experienced) invariably re- 
sulted in a flood of protests and inquiries from assemblers 
anxious to secure their merchandise quickly. 

The United States Tariff Commission made its voice 
heard in the Swiss watch import controversy during Feb- 
ruary, with release of a report on “Watches” prepared 
in response to requests from Finance Committee of the 
U.S. Senate, and the Ways and Means Committee of the 
House of Representatives. 

The Tariff Commission’s report, a 180-odd page vol- 
ume, covered virtually every phase of the watch industry, 
including the necessity for an established American watch 
manufacturing industry and the need for continuance of 
imports as well. 

Surveying the industry, the commission pointed out 
that the recent war had demonstrated the need for a 
well established watch industry as part of the national 
defense structure. It suggested a study to determine the 
level of need for maintaining it for production of time 
instruments and precision devices. 

Considering the limitation or reduction of imports of 
watches from Switzerland, the commission took a cau- 
tious attitude. Restrictions, it was stated, would tend to 
increase smuggling and any drastic cuts might lessen 
Switzerland’s interest in suppressing smuggling. 

The tariff commission urged legislation to “rationalize 
and simplify” the tariff structure, stating: 

“The existing tariff structure is extremely complex 
and partly outmoded by technological developments, some 
of the rates are anomalous; the duties on watches do not 
correspond with those on clocks, and certain tariff pro- 
visions are largely without effect.” 
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Officers and Members Afttending from 12 States Hear 
‘Future Business Depends on the Cooperation of All’ 


The fact that the jewelry trade is in 
a transition period passing from boom 
years to one where effort will be re- 
quired if the retail jeweler maintains 
even the position to which he is right- 
fully entitled, was the main theme of 
the ANRJA mid-year conference held 
at the Paxton Hotel in Omaha, Neb., 
February 10 and 11. 

At subsequent sessions the attendance 
increased until more than 305 had regis- 
tered by Tuesday afternoon. During the 
opening session it was noted that ex- 
cluding national officers, officers and 
members from 12 states were in attend- 
ance. 

President Durward Howes called the 
meeting to order on Monday morning, 
and introduced the City Attorney, Ed- 
ward Forgerty, who extended the wel- 
come of the city. In turn, Robert Mayer, 
past president of the Nebraska RJA 
extended a welcome on behalf of the 
state organization, and A. W. Molin, 
vice-president of the ANRJA Pacific 
Region responded. 


PRESIDENT'S ADDRESS 


President Howes told of the activities 
of ANRJA and the services it rendered 
for the jewelers at the national level, 
supplementing those of local and state 
associations in their sphere. He also 
spoke of business trends and urged 
jewelers to give heed to changing con- 
ditions and be prepared. In his opinion, 
prices have reached the top level at 
which the public will buy. President 
Howes added that the jeweler will be 
burdened with the 20 per cent excise 
tax until it can be shown that the 
jewelry business is decreasing month 
by month, thus being threatened for its 
very life. Stating that he hoped this 
condition would never prevail, the 
ANRJA president said that the future 
of the jewelry business depends on the 
cooperation of all jewelers, particularly 
of qualified leaders in the industry. 

Felix Berner, assistant manager of 
the J. B. Hudson Co., Minneapolis, con- 
sidered the subject: “Why do Silver 
Marufacturers Need the Retail Jeweler?” 
Much of his talk indicated that if the 


394 








I 
jeweler does not become more efficient 


and aggressive in his selling of sterling 
silver manufacturers will find other out- 
lets. He deplored the fact that a re- 
cent survey showed that not more than 
10 per cent of U. S. homes possess 
sterling silver and stated that with 
leading manufacturers spending millions 
to make the public silver conscious, the 
retail jeweler will have to do a better 
job or else the house-to-house selling 
of silver will pass from a threat to a 
reality. He urged jewelers to arrange 
talks to be given at women’s club meet- 
ings, to promote the idea of giving 
daughters flatware early in life, as birth- 
day and graduating gifts so that when 
the happy day comes, little will be left 
to give except crystal and china. 
Charles Telchin, New York, store ar- 
chitect, gave an interesting talk on 
store modernization, pointing out the 


ANRJA HOLDS MID-YEAR CONFERENCE 








value, not only in keeping up with stores 
in Other lines, but the necessity of 
modernization today in order properly 
to display new lines jewelers are adding, 
Modernization not only adds prestige 
but builds morale for owner and en- 
ployees, he stated. Trends of store’ 
modernization, both fronts and interiors, 
were illustrated with picture slides, 


JEWELER’S COMPETITICN 


Monday afternoon, President Howes 
called to order the first of three clinic 
sessions presenting as chairman, Maurice 
Adelsheim who led off with a brief dis- 
cussion of jewelers competition. Mr, 
Adelsheim stated that. competition 
is to be the keenest ever experienced 
since manufacturers of other lines with 
greatly expanded facilities are already 
spending millions on promotion and will 
wage a strenuous battle for the con- 
sumer’s dollar in the days ahead. He 


. said 1946 will never come back, and in 


order for the jeweler to maintain his 
(Please turn to page 423) 
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Jungersen Centrifugal Casting Patent 
Ruled Invalid in Federal Court Decision 


All of the claims by Thoger Gron- 
berg Jungersen to patent rights on the 
use of the centrifugal casting process 
in the manufacture of jewelry were de- 
nied in a far-reaching and sweeping de- 
cision handed down on February 7, by 
Federal Judge Simon H. Rifkind, of 
the United States District Court for 


. the Southern District of New York. 


The decision was rendered in a suit 
which had been brought by Jungersen 
on February 14, 1944, against the 
jewelry manufacturing firm of Baden & 
Foss, and the partners therein, who had 
acted as* the “guinea pigs” in-a test 
case in behalf of the jewelry industry 
to test the validity of the Jungersen 
patent claims. 

Thirteen other jewelry manufacturing 
firms intervened in the suit on the side 
of Baden & Foss and were named as 
co-defendants. They are: Axel Bros., 
Inc., Joseph Berland, A. Blumstein, Inc.; 





Rosenberg, 





The Cohan Co., Feature Ring Co., Ine, 
J. & H. Flyer, Klebanoff & Grossman, 
Model Ring Co., O. M. Resen, Harry 
Rothman & _ Schneider, 
Skalet Mfg. Co., and Witkin Precision 
Casting Co., all of New York City. 


CLAIMS RULED INVALID 


Jungersen’s suit claimed infringement 
of his patent, and asked judgment for 
damages, profits and an _ injunction 
against unlicensed use of his patent. 

Baden & Foss, in their reply, dis- 
puted both the validity of the patent 
and their infringement of it and put in 
a counter-claim for a declaratory judg- 
ment which would rule on the validity 
of the patent. 


Judge Rifkind’s decision completely 
upheld everyone of the Baden & Foss 
(Please turn to page 400) 
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According To Statistics, No 
states or Cities Reported 
Business Falling Below 1945 


As far as the independent retail 
jevelry store was concerned, Christmas 
sales in 1946 were approximately 3 per 

cent better than they had been the pre- 

vious year. And the full twelve months 

of 1946 saw business approximately 19 

per cent better than it had been for the 

corresponding period of 1945. 

As can be seen from the accompany- 
ing tabulation, which consolidates data 
secured by the Commerce Department’s 
Bureau of the Census, no states or city 
areas reported business in 1946 falling 
below 1945 levels. However, in a num- 
ber of instances December sales in 1946 
were reported considerably below the 
1945 level. , 

The Census Bureau’s analysis of retail 
sales by independent jewelry stores is, 
of necessity, something of a spot-check. 
However, it does provide an excellent 
index of sales trends. 

The highest increase of Christmas 
buying in 1946 was reported for Louis- 
ville. Ky., where retail sales in inde- 
pendent jewelry stores were 53 per cent 
higher than they had been in December, 
1945. In Harrison and Stone Counties, 
Miss., December, 1946, sales dropped to 
19 per cent below the 1945 record. 

Comparisons of 1946 and 1945 sales, 
for the full twelve-month period, in- 
dicate that no section reported a drop. 
Monroe and Wayne Counties, in New 
York, .reported the largest gain—sales 
were up 79 per cent in 1946. The small- 
est gain registered anywhere for the en- 
tire year was 9 per cent in South Caro- 
lina. 


EXCISE TAX COLLECTIONS 


Internal Revenue collection of the 20 
. per cent retailer’s excise tax on jewelry 

for November, 1946, amounted to $21,- 
866,733.02. This represented an increase 
of $4,979,004.03 over collections on No- 
vember sales in 1945. 

However, November’s collections 
showed a gain of $6,461,898.95 over those 
for October, 1946, the preceding month, 
when collections reached $15,404,884.07. 


WHOLESALERS' SALES 


Jewelry wholesalers’ sales were 18 
per cent greater in December, 1946 than 
during the same month of 1945, accord- 
ing to data from 385 firms throughout 
the Middle Atlantic, East North Cen- 
tral, and West North Central states 
compiled by the Census Bureau. Sales 
were only 5 per cent greater in Decem- 
ber than during the preceding month of 
November. 
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46 Retail Jewelry Store Sales Gained 19% 
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RETAIL JEWELRY SALES—DECEMBER, 1946 




















——- Change 
In Sales Reporting Panel 
: Dec. *46 12 mos. ’46 | Number 
Comp. with | Comp. with of Dollar 
State (and City) Dec. 45 12 mos. ’45 Stores Sales 
UNITED STATES.......... a4 +19 1000 $32 , 802 , 080 
pe en OEE TEETER TEE +10 +27 9 672 ,409 
(Birmingham)............. (+22) roe (5) (502 , 290) 
po ero es —1 +10 11 143 ,603 
CTS 6.6 wcae cd ava’ —]l +11 120 4,314,064 
Pe eee (—17) rene (6) (167 ,444) 
as one id's d ewes (+12) ery = (7) (635 , 489) 
(Los Angeles).............. (+1) (+16) (33) (952 ,540) 
(San Francisco)............ (—5) (+5) (17) (667 ,695) 
I 4s s0.4-0ds du eaaes +2 +18 16 386 , 376 
Ry ere (+8) “5c (9) 262 ,827 
CONNECTICUT............ +9 +31 12 342 ,319 
DIST. OF COLUMBIA...... +5 +10 9 687 , 889 
NE bn ss wie ee keene’ +7 +17 8 279 ,263 
SEs Kets cincneeivenes +4 +17 86 2,965 , 733 
RS wince gine wake (+4) (+15) (43) (1,819,405) 
sk Sian cca ckeweeae +1 +24 12 247 ,878 
, . Pree citinwkent +11 +28 21 . 384,101 
i a at 6 ak ae & ods -1 +23 25 281,851 
KENTUCKY, Louisville..... +53 aa 5 206 , 307 
iia reed a a a —9 +16 10 190,365 
MARYLAND, Baltimore Dist. +18 +30 11 657 , 804 
MASSACHUSETTS......... —4 +20 29 1,627 ,008 
is ad kha ene qa's (—9) er? (11) (842 ,572) 
Ee +6 +24 38 1,774,478 
6d ash a'end ab amace § (0) ar (18) (1,191,924) 
MINNESOTA (Minn.-St. Pl.). +3 Fidued 9 302 , 766 
Ch acs a catwbbenns (+9) er - (4) (162 ,676) 
MISSISSIPPI 
Harriscn an .* tone Counties. —19 pees 4 35,201 
a thn eveeneketes +7 +19 50 1,676,184 
NS 6 6 ons. 6 dk wamnee (+6) (+22) (24) (1,289 ,322) 
ns 6 bea ke dinads +22 +22 6 34,336 
NEW JERSEY 
Northeastern N. J.......... +3 +21 25 683 , 007 
ens oc cenk das (+12) ae (8) (339 , 555) 
NEW MEXICO............. —2 +17 8 201 , 329 
NEW YORK 
New York City............ —1 +19 71 2,190,527 
Buffalo Niagara area....... +15 +29 11 259 , 222 
65% in we Cikeons (+23) Pets Cam, (6) (191,091) 
Monroe-Wayne Counties... . —1 +79 6 57 ,699 
Duchess, Orange, Rockland, 
Westchester. ............ +11 +21 6 68 , 745 
IES Wi cile'dueiadasueuaaes +8 +21 78 2,534,764 
SI. cs ave waasans (+2) ics (5) (168 ,971) 
CS  coutuaknes eee (+8) (14) (558 , 828) 
GPRM RES Seager te (+30) or (5) (230,772) 
INS occ acces chaus +6 +11 13 193,611 
ER inna cas cdawadtas +1 +15 19 572,438 
Rs os cu cee'd bun doe (0) (+12) (5) (331 , 788) 
PENNSYLVANIA........... +2 +24 73 2,815,756 
(Philadelphia)............. (+0) gis, (18) (692 , 957) 
Ss sa nk ahs 8g 6 Sk (—1) vere te (8) (485 , 430) 
SOUTH CAROLINA........ —10 +9 10 311,860 
ities tiviowd wan thease —1 +12 31 1,672,404 
Wnts saia nia bw 2be) ah ca-hiedaers —6 +17 9 150, 167 
(Salt Lake City)........... (—11) oy (6) (100 , 900) 
. | ae +15 +34 7 109 ,612 
WASHINGTON............. —15 +19 35 887 , 544 
NRE RE om & (—16) (+23) (21) (621 ,475) 
WK 6 chica oe nnd ae nak +8 +26 51 1,109 ,548 
CID. once atanech ous (+1) ona (18) (505 , 578) 











NOTE: Figures in parentheses are actually included in the larger amount indicated 
for oe or county areas and are given here orily for purposes of information and 
amplification. 
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Jewelry Crafts Ass'n. Re-Elects Officers, 
Ratifies Wage Agreement, at Annual Meeting 





The “honeymoon is over,” said Presi- 
dent Martin Untermeyer, of the Jewelry 
Crafts Association, commenting on the 
present situation in the precious jewelry 
manufacturing business, in his opening 
remarks at the annual dinner-meeting 
of the Jewelry Crafts Association at 
the Taft Hotel, New York, on Wednes- 
day, February 19. “But the newlyweds 
are still on speaking terms and it may 
well be that in a short time their re- 
lations will be improved. Business has 
admittedly slowed down somewhat,” he 
stated, “but it seems to be chiefly a mat- 
ter of temporary readjustment and there 
is no cause for pessimism.” 


PRESIDENT EXPRESSES THANKS 


He expressed the gratitude of the 
organization to Herman Baskin, Jack 
Schaeffer and William Ogush for their 
untiring efforts and fine work for the 
benefit of the association and its mem- 
bers, particularly in the negotiation of 
the new contract with the International 
Jewelry Workers Union and to Execu- 
tive Secretary Henry L. Sperling for 
his management of the day-to-day 
affairs of the organization. 

Mr. Baskin told of the cooperation 
that had been achieved with the other 
manufacturers’ association, The Asso- 
ciated Jewelers, which had joined with 
the Jewelry Crafts to form the Jewelry 
Council of the City of New York to 
collaborate on subjects of mutual in- 
terests, such as negotiations with the 
union. Largely as a result of thus pre- 
senting a united front it was possible 
to work out a more favorable labor 
agreement than might otherwise have 
been the case. 

Reporting on the wage and labor 
agreement, Mr. Ogush, as chairman of 
the group representing the Jewelry 
Crafts Association in the negotiations 
with the union, reviewed the clauses of 
the new contract, explaining each in de- 
tail and answering questions from the 
floor as to the interpretation of various 
elements of the agreement. 


Several important points were won 
by the manufacturers, such as_ the 
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elimination of the union’s original de- 
mand for a reduction in the work week 
from 35 to 30 hours. The number’ of 
working hours per week remains un- 
changed under the new set-up. 


FLAT 15% RATE 


On wages, the union’s original demand 
was for a flat 15 per cent increase. This 
was compromised on the basis of a 10 per 
cent increase for only those employes 
who heve been with their companies 
since February 1, 1946, and with a ceil- 
ing on the increase of 20 cents per hour, 
even though the 10 per cent on the 
present wages might amount to more 
than that figure. 

An increase of five cents per hour 
in the minimum scale was also granted 
but, as Mr. Ogush pointed out, this is 
a rather academic question anyway since 
few, if any, employes are receiving as 
low as the minimum rate. 


Overtime continues to be paid at one 
and one-half times hourly rates with 
all Saturday work being considered 
overtime. Work done on the three prin- 
cipal holidays, Thanksgiving, Christmas 
and New Year’s, is to be paid for at 
a special penalty rate of two and one- 
half times the regular hourly scale. 
Present arrangements as to vacations 
and retirement pay remain unchanged. 


HELPERS OR APPRENTICES 


Under the new agreement, employers 
are given an option as to whether work- 
ers below the grade of journeymen shall 
be classified as helpers or as appren- 
tices. Apprentices start at a lower wage 
rate but must after a certain period of 
time be raised to the pay and status 
of journeymen, whereas helpers or Class 
B mechanics, although their scale is 
somewhat higher than the starting rate 
for apprentices, may be retained perma- 
nently in that classification at a wage 
scale below that of the journeyman. De- 
pending on the individual conditions in 
each shop, one arrangement may be 
more desirable for one employer than 
another somewhere else. Each is per- 
mitted to choose the method that is 


assisting Mr. 





most satisfactory from his point of 
view. 

Also important, in view of the pres- 
ent uncertainty as to future business 
conditions is the fact that the union 
has agreed to send the association , 
letter to the effect that union repre- 
sentatives will meet at any time with 
the employers’ group to discuss reduc- 
tions in wages. The association, in turn, 
agrees not to reduce wages without first 
coming to an agreement with the union, 
The contract was unanimously approved 
in its entirety by the membership and 
formally ratified, by written ballot, sixty 
of the 77 members being represented at 
the meeting. 


ALL. OFFICERS RE-ELECTED 


All of the officers were unanimously 
re-elected as follows: President, Martin 
E. Untermeyer, Untermeyer, Robbing & 
Co.; First Vice-President, Edward J, 
Gross, Benjamin & Edward J. Grogs 
Co.; Second Vice-President, Herman I, 
Baskin, Baskin Bros., Inc.; Treasurer, 
Jacob*Karlan, Karlan & Bleicher, Ine, 
Directors elected to serve for a term 
of three years were: O. M. Risen, W, 
Waters Schwab, J. R. Wood & Sons, 
together with Messrs. Gross and Un- 
termeyer. 


-_—-- -——- 


Prominent Jewelers Head 


Annual Red Cross Drive 


Gustav H. Niemeyer, Handy & Har- 
man, Inc., New York, is the honorary 
chairman of the Jewelry and Allied 
Trade Division of the American Red 
Cross 1947 Fund. The two chairmen 
Niemeyer are William 
B. Ogush, William B. Ogush, Inc., 8 
W. 60 St., New York, and Murry Roth- 
enberg, Monet Jewelers, 6 W. 32 St, 
New. York. 

Seventy-one committeemen will aid 
Mr. Ogush and Mr. Rothenberg. Of all 
those serving only three have not served 
previously. Mr. Rothenberg will handle 
the costume jewelry division. 

The campaign goal is $100,000. Quotas, 
committees and operations have been’ 
streamlined with a view toward limiting 
personal solicitation and bookkeeping. A 
letter is being sent to all prospects at 
this time and it is hoped that a prompt 
response will be realized. 


Two-hundred-thousand wounded men 
must be nursed and entertained in the 
hospitals here and abroad. Home service 
for the veterans and camp service for 
the 300,000 men in occupied countries 
must be provided. The Red Cross peace- 
time responsibilities continue for dis 
aster relief, health, education, and 
preservation of life. 


The jewelry industry with its allied 
trades has always supported the Red 
Cross with a spirit of generosity. Con- 
tributors are asked to make their checks 
payable to the American Red Cross and 
forward them to either Mr. Ogush or 
Mr. Rothenberg. 
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Reciprocal Information Committee Hears _ 
Needs of Jewelry Trade at Tariff Meetings 


The case of the medium and low- 
riced jewelry industry against further 
he tariff on jewelry prod- 
ucts was presented to the United States 
Committee on Reciprocal Information 
on January 13 by Edward QO. Otis, Jr., 
executive-secretary of the New England 
Manufacturing Jewelers’ and_ Silver- 
smiths’ Association. 

Mr. Otis pointed out that jewelry im- 
ports of items valued between 20 cents 
and $5 per dozen pieces show a greater 
than tenfold increase and a 44 time in- 
crease in comparable items valued above 
$5 per dozen pieces. These figures 
indicate that imports began to increase, 
in the case of items valued in the first 
price bracket as soon as the first re- 
cession from the 110 per cent rate un- 
der the Mexican Trade Agreement be- 
came effective early in 1943. Likewise, 
imports jumped markedly on _ items 
valued above $5 just after the French 
Agreement went into effect in May, 
1936, and again markedly rose when the 
Mexican Agreement became effective 
early in 1943. 


lowering of t 


PRODUCTIVE AREAS 

The greatest potentially productive 
area of the jewelry in both these price 
ranges, according to Mr. Otis, is Central 
Europe, including particularly Czecho- 
slovakia, Austria, France, Switzerland, 
Germany, Italy, Japan, China and 
Mexico. 

These classes of jewelry together with 
chain, metal stampings (other than gold 
or platinum) are the principal products 
of the medium and low-priced jewelry 
manufacturing industry. When _ the 
Trade Agreement between the United 
States and Czechoslovakia, signed March 
7, 19388, was under consideration, the 
NEMJ&SA appeared before this Com- 
mitte and, as a result of the delibera- 
tions of the Committee, the tariff on 
the two principal classes most com- 
petitive with the domestic industry were 
considered, namely: those valued be- 
tween 20 cents and $5 per dozen piec.s, 
and those valued above $5 per dozen 
pieces. The rates thereon were not dis- 
turbed from an aggregate protection 
of 110 per cent on jewelry valued be- 
tween 20 cents and $5 per dozen pieces, 
and the 65 per cent rate on goods valued 
over $5 per dozen established in the 
French Treaty. 

The same reason which prevailed in 
the consideration of this agreement 
which terminated in April, 1989, Mr. 
Otis said, should again prevail in con- 
sideration of agreements now contem- 
plated not only with Czechoslovakia but 
with all countries concerned, in view of 
the Most-Favored-Nation Treaty com- 
mitments. The industry needs the full 
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protection granted to it for these com- 
modities under the Tariff Act of 1930. 


DOMESTIC INDUSTRY CURTAILED 

During the war, the domestic industry 
was substantially curtailed, Mr. Otis 
added. It had access to only 50 per cent 
of the gola and silver used in 1941 which 
meant some units had none or only a 
small portion of these metals and these 
metals alone. Mexico then aggressively 
came into competition with the domestic 
producers heavily engaged in produc- 
ing for war. In this category (valued 
between 20 cents and $5 per dozen 
pieces) Mexico was the chief supplier 
with Cuba second and the Bahamas 
third during the war period. Czecho- 
slovakia started exporting this class of 
goods late in 1945 and imports from 
there in this class have pregressively 
increased since that time. The Czecho- 
Slovakian industry, essentially undam- 
aged by the war, is rapidly becoming 
the domestic industry’s biggest com- 
petitor. Its jewelry styles and values 
generally excel” those of Mexico. While 
the Mexican industry is capable of im- 
proving its product as the years go 
by, the domestic industry at this time 
fears the Czechoslovakian competition 
coming in under the Mexican Treaty 
rate to a far greater extent than it 
does the Mexican competition. 

The greatest of care was urged by 
Mr. Otis in keeping sufficient protection 
for American producers of jewelry in 
order to balance American costs which 
are usually labor costs or stem from 
labor costs and are, therefore, for all 
practical purposes beyond the control 
of American manufacturers to reduce. 


IMITATION STONES 


According to the NEMJ&SA secre- 
tary, one of the basic things that go 
into the production of a large majority 
of jewelry produced in America are 
imitation stones which are produced al- 
most exclusively in Czechoslovakia. These 
stones cost the American manufacturer 
after duty, transportation and other 
charges of the importer from two to 
three times as much as they cost the 
Czechoslovakian jewelry producer. For- 
eign and American production methods 
do not vary a great deal. As a matter 
of fact, much of the mechanical equip- 
ment used in America was invented in 
the Central European area where most 
of the foreign production is carried on. 


Since productivity of labor is largely 
based on the mechanical equipment made 
available to labor, and since the mechan- 
ization of the industry abroad and in the 
United States is essentially on a par, 
Mr. Otis stated it is necessary for us 
to examine wage rates in this country 





and in the countries with which the 
United States is planning to negotiate. 

Domestic production must be carried 
on within supervised factories; no home 
work is permitted in contrast with much 
home work carried on by foreign pro- 
ducers. 

The brief, presented by Mr. Otis on 
behalf of the association’s tariff com- 
mittee, also discussed the effect of the 
tariff on synthetic stones, rosaries, 
pearl, jewel bearings, cut agate and 
the like and beads. 


SILVERSMITHS PRESENT BRIEF 


L. Kenyon Loomis, executive vice- 
president, Sterling Silversmiths Guild 
of America, presented a brief on behalf 
of the silverware industry on January 
81. In his brief, Mr. Loomis presented 
three significant factors for considera- 
tion. 

The first factor dealt with ‘the unfair 
competitive position of the American 
Silverware Manufacturers today with 
foreign manufacturers. Ever since 
silver went on relief under the enact- 
ment of the Silver Purchase Act of 
1934, Mr. Loomis said, it has been the 
expressed purpose of our government, 
through instructions to our Treasury, 
to raise the price of silver to $1.29 per 
ounce. Since then, the purchasing 
policies of the Treasury have been con- 
sistently successful toward reaching that | 
goal. Today the price of domestic silver 
to American industrial users is 90% 
cents and the price at which foreign 
producérs are offering silver is 70 cents. 
The over-all effect of the Act has been 
to raise the price of silver to American 
industrial users, and to attract foreign 
exports of both silver bullion, and manu- 
factured and semi-manufactured silver 
products. 

Mr. Loomis told the Committee that 
now is no time to consider further re- 
duction in tariffs on the products of 
this industry, which purchases its raw 
material from foreign producers at a 
price which is largely determined by the 
artificial price which our treasury is 
required to pay to domestic refiners. 


COMPETITIVE FUTURE 


The second factor mainly concerns 
the unpredictable competitive future. 
Imports from the United Kingdom have 
jumped remarkably, giving a pattern of 
future volume, both in ounces and dol- 
lars, not only from the United Kingdom 
but from other pre-war exporting na- 
tions such as Denmark. Mr. Loomis 
added that under the 1938 Trade Agree- 
ment Negotiations with the United 
Kingdom, tariffs on silverware products 
were reduced from 64 per cent to 50 
per cent and 35 per cent, effective Janu- 
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at the Driskoll Hotel. 

This organization was formed fo, the 
purpose of encouraging and stimulating 
interest and high standards * of the 
watchmaking trade and so to 
and maintain improved relations wi 
the employers and the public whom the 
watchmakers serve. The members also 
propose to co-operate in a clinic » 
difficult problems that individual wate. 
makers encounter. 


WATCHMAKERS FORM GROUP of Austin watchmakers Thursday nigs 
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St. Louis Horological Guild 
Holds Annual Banquet and Dance 


On Wednesday, February 12, approxi. 
mately 185 people attended the annyg 
installation of officers’ banquet ang 
dance of the Greater St. Louis Horol. 
ogical Guild at the York hotel. The 
officers were installed by Past President 
of the Missouri Horological Association, 
Clem M. Wolff, who also served as mas. 
ter of ceremonies during the evening, 

The principal address of the evening 
was delivered by Otto Kortkamp, presi. 
dent of the Missouri RJA. Other speak- 


Watchmakers Association with C. E. as treasurer was announced Friday, 


Organization of the Austin Master | Nance as secretary and M. E. Chernosky 
Mulholland as president, Miss Thera | January 17, 1947, following a meeting 





n> 
a4 yale" ers included. William Drosten, former 
regional director of ANRJA; Leo J, 
glove Vogt, president of Hess & Culbertson 
greet lo Jewelry Co,; Clarence King, vice-presi- 
s . dent of Mermod-Jaccard-King Jewelry 


Co.; and Russell Vance, the newly in- 
stalled president of the Greater St. Louis 
Horological Guild. 

After the program, everyone enjoyed 
several hours of good fellowship and 
dancing to the tunes of Walter Seims’ 
orchestra. 


From Down Under comes the Opal, stone of 


\ 


flashing colors. Here at Stone (3 
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H. V. Paul Heads Civic Ass'n 


H. Victor Paul, vice-president and 
director of Wiss Sons, Inc., with one 
store in Newark and two stores in East 
Orange, N. J., was recently elected 
president of the Broad Street & Mer- 
| chants Association. 
precious stones; and our direct connec- The new president said the association 


“will continue and greatly intensify our 
for bett ki iliti 
tions, established since 1901, mean large program for better parking facilities, 
assortments at the right prices. - 
Li H. VICTOR 
x & ch. _ PAUL 


610 Fifth Ave. New York 20, N. Y. 


better highways and better housing.” He 

Sy, lives in South Orange, N. J. and at- 

tended Newark schools and Syracuse 

University and received an L.L.B. de 

iret tie gree in 1928 from New Jersey Law 
rf ™._ moller School. 

Mr. Paul is also on the executive com- 
mittee of the Jewelers’ Security Alliance 
and has been appointed to the finance 
committee of that organization. 


Headquarters, you can always find the stones 


you need, Opals and all precious and semi- 








Copr.1947 S$. Nathan &Co., Inc. 
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Reciprocal Information 
(From page 397) 


ary, 1939. In January, 1943, the 50 per 
cent rate was further reduce¢ ‘9 82% 
per cent under negotiation »..i> Mex- 
ico. The full effects of these reductions 
have not yet been felt nor can they be 
estimated. 

The 1946 import record indicates that 
the silver products of the United King- 
dom are already competing successfully 
in domestic markets under the existing 
tariff rates. | 

The third factor mentioned by Mr. 
Loomis concerned the role of the sil, 
verware industry during the war. The 
speaker told of the silver industry con- 
verting to war production, the dual 
problem the industry faced when the 
government restricted use of silver for 
civilian products, and the problem of 
keeping its labor force from moving 
out to other sections of the country. He 
also mentioned the splendid record the 
industry made for itself during the war. 

In conclusion, Mr. Loomis said the 
conversion from war-time production is 
now complete and the silverware indus- 
try anticipates full production and 
large payrolls to fill the great demand 
for silver products. The silverware in- 
dustry considers it not in the nation’s 
interest if our tariff policy, in combina- 
tion with the effects of the Silver Pur- 
chase Act, results in an ever increas- 
ing volume of imported finished prod- 
ucts, taking a larger and undeserved 
share of the domestic market. 





Briton Awarded C. G. Title 


The American Gem Society has award- 
ed the title of Certified Gemologist to 
Malcolm D. S. Lewis, a jeweler, 83 Con- 
way St., Fitzroy Square, London, En- 
gland, who undertook and successfully 
completed the final examinations for the 
four-year gemological course offered by 
the Gemological Institute of America in 
Los Angeles. 

Mr. Lewis, who is a F.G.A. and the 
winner of the Tully Medal in 1944 for 
the highest grade, is now further to be 
credited with being the first in England 
to receive the C.G. title. He has also 
been awarded the first and, so far, the 
only Research Diploma of the Gemolog- 
ical Association of Great Britain for 
noteworthy research in the field of 
gemology, an accomplishment compar- 
able to a Research Membership in the 
Gemological Institute of America, an 
honor also awarded so far to but one 
man, Dr. E. Giibelin. 

Mr. Lewis, who was partly prepared 
for the Certified Gemologist examina- 
tion by his completion of the English 
courses and examinations, completed his 
C.G. preparations by advanced study 
of the G.I.A. courses and _ special 
reading. 

B. W. Anderson, F.G.A., the noted 
British gemologist, Director of the 
Gemological Laboratory in London, act- 
ed as proctor for Mr. Lewis. 
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“wo Ways To 
hold a customer 


Click on a pair of these oversized cuff 
links. It keeps him hanging around. 
(But he can’t reach for his roll!) 







Keep him satisfied—and coming back for more. Use the 
speed of Air Express to show him memo goods from any- 
where in a matter of hours. Get repairs the fastest way, 
out-of-stock items in a jiffy. With speedy Air Express, you 
can keep down inventory, too. 


opecity Air Express-its Good Business 


Any supplier—including those abroad—is only hours away from your 
store when you specify Air Express delivery. Coast-to-coast overnight! 
Same-day delivery between many U. S. towns and cities, with cost 
including special pick-up and delivery. Fast air-rail service to and from 
23,000 off-airline communities. Free valuation coverage on every pack- 
age up to $50; 10¢ for each additional $100 or fractional part. 

Just phone your local Air Express Division, Railway Express Agency, 
for fast shipping action . . . Write today for Air Express Rate Schedules 
containing helpful shipping aids. Address Air Express, 230 Park 
Avenue, New York,17, N. Y. Or ask for them at any Airline or Railway 
Express Office. Air Express Division, Railway Express Agency, repre- 
senting the Airlines of the United States. 





GETS THERE ?1RST 





Rates are low 


To speed a 6-lb. package of 
flatware 1249 miles costs 
only $2.53! 12 lbs. for $4.50 
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JUNGERSEN PATENT 
(From page 394) 


claims and ruled all of Jungersen’s 
claims invalid on the ground that the 
processes described in his patent had 
all been anticipated by others before 
the Jungersen patent was applied for, 
and also because the alleged invention 
was not an invention in fact, but merely 
the “non-inventive application of the 
skill of the caster’s art.” 

The basic point of the Jungersen 
patent, as is well known, is the use of 
centrifugal force, rather than other 
means, for introducing the wax into 
the mould. In all other respects, the 
Jungersen process is merely an adapta- 
tion of the lost wax method of casting 


* 





developed by Benvenuto Cellini in the 
16th century. A previous court decision 
which was handed down last year in 
the case of Ostby & Barton Co. v. Jun- 
gersen had already ruled out Junger- 
sen’s claim on the other points, and per- 
mitted the manufacture of jewelry by 
the lost wax process without license from 
Jungersen if the wax were injected into 
the mould by other means than centri- 
fugal force. On this latter point, Judge 
Rifkind said: 


“In brief, the lost wax process is very 
old. The use of force, including centri- 
fugal force, in filling the final mould is 
old. If the general casting art is the 
critical art for the patent in issue, I 
would have no hesitation in holding that 
the substitution of centrifugal force for 
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All ZIPPO Models, ($2.50 to 
$175) retail packed in gift boxes. 


ZIPPO Wants to help YOU 


Besides the consistantly large na- 
tional advertising campaign, de- 
signed to direct ZIPPO Lighter 
sales to your store, ZIPPO backs 
you up at point of sale. Have you 


the colorful ZIPPO counter card 
and window streamer? Do you 
need cuts or mats? Circulars? Ra- 
dio material or platters? Ask your 
jobber or send coupon below. 


ZIPPO MFG. CO., DEPT. X, BRADFORD, PA. 


ZIPP). dpe igurer 





Signed 








ATTACH TO FIRM LETTERHEAD AND MAIL 
ZIPPO MFG. CO., Bradford, Pa. 
Please send without cost [_|counter card [_]streamer [_]cut and mat sheet 
[]See letter [_] Dealer’s Price List. 


_Our Jobber is 


“ 
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other means of casting the wax jg ne 
invention, but the application of an 
equivalent means. 

“Once the use of force for the intro. 
duction of the wax into the mould Wag 
known to be desirable—and Kralund 
showed it [in 1917]—the choice of alter. 
native means for the application of force 
became a non-inventive application of 
the skill of the caster’s art. To put i 
simply, in the casting art it was olq 
knowledge that the forced introduction 
of molten material into a mould pro- 
duced greater definition of line and cop. 
tour and greater fidelity of reprodye. 
‘tion. McManus’ patent showed the uge 
of a centrifugal machine as the source 
of force for such purpose, which lent 
itself especially to small castings. Were 
it at that time desired to make faithfy] 
wax castings, as the final article of 
manufacture, it would not amount to 
invention to introduce the wax into the 
mould by centrifugal force. I fail to 
see why it rises to the level of invention 
when casting the wax pattern is an in- 
termediate step in a longer process,” 


DENIES JUNGERSEN'S CLAIMS 


Judge Rifkind further denied Junger- 
sen’s claim that the casting of jewelry 
is not analogous to the casting of vases, 
statuettes, tools, and cther small and 
intricate articles and, therefore, ruled 
that Jungersen’s process was merely the 
application of an old process to another 
article. 

He concluded with the statement that 

“the claims are all invalid because an- 
ticipated and for want of invention, 
Claim 6 is also invalid because it de- 
scribes an old article in terms of process 
of manufacture.” 
The Jungersen patent, therefore, is 
completely nullified by this decision, at 
least as far as the jurisdiction of the 
Southern District Court of New York 
is concerned, which includes all of the 
jewelry manufacturing industry in 
Greater New York City. Also, while 
the decision is not legally binding on 
any other district court, it is at least 
likely to be followed as a precedent if 
further suits are brought in _ other 
places. 


JUNGERSEN MAY APPEAL 


In short, as matters now stand, while 
only the manufacturers in Southern New 
York are officially relieved of the Jun- 
gersen patent, it is probable that as 4 
practical matter any manufacturer in 
any area may proceed to make jewelry 
by the centrifugal casting lost wax 
process without obtaining a license from 
Jungersen. The chances for a success- 
ful suit being brought against him in the 
light of the Baden & Foss decision 
would appear to be pretty remote. 

While Jungersen has not issued any 
statement of comment, it is entirely pos- 
sible—perhaps probable—that he may 
appeal the decision to the next higher 
court—the U. S. Circuit Court. How- 
ever, even in that event, it is the excep- 


(Please turn to page 405) 
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Maiden Lane Outing Club 
Has Annual Winter Affair 


Held at the Tower Club in the Park 
Central Hotel on the evening of Febru- 
ary 13, the annual winter dinner of the 
Maiden Lane Outing Club followed the 
customary pattern of a carefree eve- 
ning of jollity and good fellowship 
with no serious business. 

Attendance, because of the limited ac- 
commodations available, had to be con- 
fined to members of the club and appli- 
cants already on the waiting list at the 
time that the notices of the affair were 
mailed, but a capacity crowd of over A cepacity crowd of 160 turned out for the annual winter dinner of the Maiden Lane Outing 
160 turned out. Club where a spirit of social jollification and good fellowship was prevalent. 

The evening started as usual with a _- 
cocktail party and reception in the 
Tower Club’s lounge. The dinner itself 
was opened with the customary singing 
of the “Star Spangled Banner” and a 7 
moment of silent tribute to deceased - , a 1 Loa _ 
members who had passed away during j = | = B' EARRINGS 
the previous year. At the close of the ' ee | 
dinner a floor show of eight entertain- aa Naw cure trees 
ing acts was presented and the festivi- > ae" 2 fe me 
ties concluded with informal relaxation a A Fa 
and efforts by various participants to —_ - cae Wola 435 
demonstrate their ability at various 
games of skill and chance. 

An attractive souvenir consisting of a 
handsomely printed edition of Esquire’s 
famous “Varga Girl” calendar was pre- 
sented to each diner. 

The committee in charge of the ar- 
rangements consisted of Dave Wein- 
berg, president; Andy Anderson, vice 
president; Harry Bromley, John Tonry, 
Arthur Bergman, and Sam Benkin, plus 
of eourse that hardy perennial secre- 
tary-treasurer Jerome L. Grant. 


PENDANTS 


BRACELETS 
BROOCHES 


KARAT GOLD WHIRLETTES 
FESH FRISH! 


Stunning ensemble, mounted with 
blue zircons, consisting of: 
brooch, bracelet, earrings and 
alaler 

Also available with settings of 
diamonds, pearls, topazes, gar- 


nets and amethysts. 


The pr poner, were so ig Ping the 
man who caught ‘em (M. L. Sickles, 1015 
Chestnut St., Philedsinhie), couldn't squeeze SOMERS - ERNST C0., INC. 
into the picture. Mr. Sickles was vacationing MANUFACTURERS OF 14 AND 10 KARAT GOLD JEWELRY SINCE 1902 
at Stuart, Fla., during January, hooking O. J. SOMERS CO. © DIAMOND IMPORTERS © 42 WEST 48th STREET, N. Y. 18 
many a sailfish in addition to these prize 
specimens. : 
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Co., who, following the national anthem, 
the invocation, and a brief message of 
greeting from President Raymond L. 
Wells, of the association, took over the 
chair and introduced the _ speakers. 
These, in addition to Senator Green, 
were Gov. John QO. Pastore of Rhode 
Island, and Mayor Dennis J. Roberts of 
the City of Providence. 

Miss Jane Thomson charmed the audi- 
ence with her delightful personality and 
her rendition of several soprano num- 
bers, and “Kardyro” entertained and 
nystified the crowd with a_ clever 
demonstration of legerdemain. The pro- 
gram concluded with an amusing dis- 
course by Douglas E. Lenfestey on some 
of the more ludicrous aspects of certain 
tvpes of national advertising with their 


Green Reviews Silver Laws 


At NEM) & SA Banquet 


Featured speaker at the annual dinner 
of the Manufacturing Jewelers’ & Silver- 
smiths’ Association held at the Sheraton- 
Biltmore Hotel (formerly the Provi- 
dence-Biltmore) on Saturday evening, 
February 22, was Senator Theodore F. 
Green of Rhode Island, who told the 
story of the struggle in Washington 
over the silver question from the time 
of the original Green Bill down to the 
present, ending with the now well-known 
compromise of the 90-cent price for 
the metal. 

Toastmaster for the occasion was 
Harold E. Sweet of the Simmons Mfg. 
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Of course you can...immediately...with the 


NEW HERMES 2272able 


The World’s Finest Engraving Machine 





is 





Now the time has come when you 
too need additional sales and 
additional income through imme- 
diate engraving service. 


New Hermes Portable engraves on 
jewelry, silver, flatware, fountain 
pens, watches, compacts, etc....in 
a matter of seconds...equal to 
hand engraving. 


It eliminates merchandise returns 
and refunds. 

More than 2000 stores, among 
them the leading jewelers,are using 
the New Hermes Portable. Why? 


it is so simple to operate! 








Western Representotive 


HIGBEE & DORRER 
fest Sth Street, Los eles 13 alifornio 
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extravagant claims of all sorts of mis. 
cellaneous virtues for the product ad- 
vertised. 

Some 500 members and guests at- 
tended the dinner which was preceded 
as usual by a reception and cocktail 
party. Guests of honor at the presi- 
dent’s table, in addition to the speakers 
previously mentioned, were Edgar R, 
Baker, President of the Jewelers’ Board 
of Trade; Vincent F. Chapman, Presj- 
dent, The Diamond Peacock Club; J, 
Gould Cook, President, Boston Jewel- 
ers’ Club; Charles T. Evans, Secretary, 
ANRJA; L. Kenyon Loomis, Executive 
Secretary, Silver Users’ Association; P. 
Irving Grinberg, Executive Vice-Presj- 
dent, Jewelers’ Vigilance Committee; 
Edward O. Otis, Executive Secretary, 
NEMJ&SA. 





DOUBLE CELEBRATION 





Henry H. Wright (above left), chairman of 
the board of directors of Wright, Kay & 
Co., jewelers, 1500 Woodward Ave., De- 
troit, Mich., is shown presenting a watch to 
Andrew A. Lemke, whose election as vice- 
president was announced at a dinner for 
department managers held on January 27. 
Since it was Mr. Wright's birthday, the firm 
killed two birds with one stone and had oa 
birthday cake made for the occasion. Mr. 
Lemke, in addition to his other duties, will 
be in charge of service and customer rela- 
tions particularly concerned with the firm's 
manufacturing departments. 





Fraternity Holds Business Meeting 


The Psi Delta Omega, Bradley Univer- 
sity’s horological fraternity held its first 
meeting of the year on January 7 at 
the Lud Hotel in Peoria, Ill. A formal 
initiation was held for 26 new members, 
the largest group to be initiated since 
before the war. 

The candidates for initiation included 
J. A. Gbur, T. B. Younger, K. B. Will, 
W. E. Ryan, H. R. Sleeter, E. M. Good- 
age, P. Worthington, L. E. Stine, W. 
Burger, V. C. Anderson, G. A. York, 
H. L. Shanks, J. Jansen, L. Marzetta, 
M. C. Knight, R. G. Gustifson, G. E. 
Helmens, A. J. Galbos, R. L. Troot, R. 
Beck, J. Coleman, R. E. Davis, F. R. 
Haddix, A. A. Bara, R. C. Stout, and 
K. Bella. 

After the initiations were over, a regu- 
lar business meeting was held and the 
plans for the coming term were dis- 
cussed. 

The Psi Delta Omega Fraternity was 
established in 1916 and is the oldest 
horological fraternity in the nation. 
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Sim & Co. 100 Years Old 


The jewelry firm of Sim & Co., Broad- 
way & 2nd St., Troy, N. Y., celebrates 
its 100th anniversary this year. 

The firm was established in 1847 by 
Thomas Goldsmith at 8 Museum Build- 
ing facing River St. During 1847, Mr. 
Goldsmith moved to Troy House Build- 
ing which was located on just about 
the same spot where the Troy Hotel 
now stands. Frederic W. Sim, then a 
youth, went to work for Mr. Goldsmith 
while the latter was in the Troy House 
Building. In 1885, Mr. Sim succeeded 
Mr. Goldsmith and carried on the busi- 
ness under his own name. 

In 1888, Henry G. Peirsons became 
associated with Mr. Sim and they opened 
a store at 246 River St. under the firm 
name of F. W. Sims & Co. The busi- 
ness developed to such a degree that 
larger quarters were necessary and 
about 1900 they moved to the present 
large and commodious store at Second 
St. and Broadway. At that time Fred 
R. Martin was taken into the firm and 
the name became Sim Peirsons & Co. 
When Mr. Peirsons retired, the firm 
name was changed to Sim & Co. 

In 1913 Sim & Co. was incorporated 
and so continued with Mr. Sim as presi- 
dent until his death in 1933. Mrs. Sim 
was then elected president of the cor- 
poration and held the office until her 
death in 1941. 

F. R, Bull succeeded Mrs. Sim as 
president of the corporation and filled 
this office for a short period, until he 
retired in 1944. Since that time the 
business has been conducted by its pres- 
ent officers who are: A. L. Lusty, presi- 
dent; J. B. Madden, vice-president; 
Julius Saehrig, secretary; J. W. Lessels, 
treasurer; and B. W. Adams, assistant- 
treasurer. 


Six Additional Jewelers 
Take UJA Campaign Posts 


With the United Jewish Appeal’s 
$170,000,000 campaign now well under 
way througheut the country and with 
contributions mounting daily from the 
jewelry trade, Col. Harry Henshel, 
Benjamin S. Katz and S. Ralph Lazrus, 
co-chairmen of the UJA’s National 
Jewelry Division, recently announced 
that six additional jewelers had ac- 
cepted regional chairmanships in the 
nationwide drive for the relief, re- 
habilitation and. reconstruction of 
Europe’s 1,500,000 homeless Jewish sur- 
vivors. 

Addition of the six noted trade lead- 
ers brought to 33 the number of jewel- 
ers now serving as regional chairman 
with the National Jewelry Division. In 
this connection, Col. Henshel, Mr. Katz 
and Mr. Lazrus noted that the trade’s 
response to the United Jewish Appeal 
was setting an all-time record in the 
industry for support of a campaign for 
Kefugees, overseas needs and Palestine. 
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At the same time, they emphasized that 
the National Jewelry Division is today 
the largest and most all-inclusive group 
in the UJA’s National Division for 
Trades and Industries. 

“The fact that the Jewelry Division 
has taken the lead in organizing the 
largest group of businessmen on behalf 
of the United Jewish Appeal puts this 
industry in the best possible strategic 
position for important contributions to 
the 1947 campaign,” the National Chair- 
man declared. 

“We feel confident, therefore, that the 
record achievements by communities 
throughout the country will reflect the 
exceptional campaign gifts made by the 





jewelry industry, and that these con- 
tributions will be in line with the over- 
whelming needs abroad for the recon- 
struction of Europe’s surviving Jewish 
remnant. 

The six promient jeweler’s added to 
the National Jewelry Division are: Ed- 
ward Morris of Morris Square Deal 
Jewelers, Wilkes-Barre, Pa.; Fred Sim- 
mons, of Simmons & Clark, Detroit, 
Mich.; Louis A. Rosenberg of Central 
Jewelry Co., Atlanta, Ga.; Dudley 
Cooper of Cooper’s, Inc., Norfolk, Va.; 
Harold Cohn of Shaw Bros Co., Chi- 
cago, Ill.; and Allen Gellman of Elgin 
American Division, Illinois Watch Case 
Company, Elgin, III. 
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TOMORROW'S STYLES - “Zoday 


$4.00 


2 initials $7.00 
Men's Fraternal Rings 


All 10K Gold 
All Prices Keystone 


WHOLESALE JEWELERS + 80 NASSAU ST. « 


SELECTION ON MEMO. 


We carry a 
complete line of 
rings in all prices. 


NEW YORK 7, N. Y. 
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a 
WORTH its WEIGHT in DIAMONDS 


No guesswork ... you can determine 
the weight of a diamond, loose or 
mounted in a few seconds with the aid 
of the handy book included with each 
Diamond Gage. 


CHECKED 









\ POST PAID 





Send Check or Money Order To 


GEM GAGE CORP. 


P. O. Box 6272 © NORTHWEST STATION 
WASHINGTON 15, D.C. 
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The annual membership dinner-meet- 
ing of the Associated Jewelers, Inc., was 
held on Wednesday evening, February 
19, at Schwartz’ Restaurant, 183 Broad- 
way, New York, with 80 of the member 
companies represented. Jacques Japka 
(La France Jewelry Co.) reported on 
the formation of the Jewelry Council 
of New York City, in which the Asso- 
ciated Jewelers have joined hands with 
the Jewelry Crafts Association to work 
cooperatively on matters 
interest, particularly labor negotiations. 
Mr. Japka stressed the excellent spirit 
of helpful cooperation that had been 
shown by both groups. 

Henry Peterson (Feature Ring Co.) 
reported on the terms of the new con- 
tract covering wages, hours and work- 
ing conditions which the Council has 
worked out with the union, and the 
terms of which are set forth in the news 
article in this section reporting the 
meeting of the Jewelry Crafts Associa- 
tion which was held the same evening. 
The contract was unanimously ratified 
by the membership with a vote of thanks 
to the Negotiating Committee for their 
excellent work, this being the first time 
in 14 years of labor negotiations that 
a mutually agreeable contract has been 
worked out without the necessity of out- 
side arbitration. 

Elected as officers for the coming year 
were the following: President, Louis 
Flyer (Flyer Bros.); First Vice-Presi- 
dent, Philip Skalet (Skalet Mfg. Co.); 
Second Vice-President, Herman Ostrin 
(Ostrin Co.); Secretary, Philip Kras- 
now (Krasnow Mfg. Co.); Treasurer, 
Isidore Tenen (Tenen Bros.); Executive 
Director, Tobias N. Berger. 

The following were elected as direc- 
tors: Walter F. Beer (Walter F. Beer 
€o.); Jacques Japka (La_ France 
Jewelry Shop); Henry Peterson (Fea- 
ture Ring Co.); Morris Rikles; Morris 
Rubin; David Sarkin (David Sarkin, 
Inc.); David Schapiro (David Schapiro 
Co.); Arthur Celona (Model Ring Co.) ; 
Armand J. Lemieux (Armand J. 
Lemieux Corp.); Jules L. Gerson 


of mutual 
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(Goldstein-Gerson Co.), and Meyer 
Koulish (Meyer Koulish Co.), 





Van Paul Partnership Dissolved 


The partnership of Van Paul & Co, 
207 Market St., Newark 2, New Jersey 
was dissolved on March 1, 1947. The 
former partners, Hyman Chuven, and 
Paul Weber, will continue in business 
individually and separately with Hyman 
Chuven remaining at the present ad- 
dress, 207 Market St., and Paul Weber 
at an address which will be announced 
in the near future. 








A SUPERIOR 
SILVER 




















s or 50 
You PAY LESS 
than half that! 


Silver Shine, that super silver 
polish, puts a smile on the 
housewife’s face and a tinkle 
in your cash register. For Silver 
Shine cleans with so little ef- 
fort, leaves @ hard, dry finish 
and no greasy residue to mar 
the luster. In other words it Z 
pleases—ond a pleased customer (OSTS YOU ONLY 
always comes back for more. $3.00 PER DOZEN 
Try itl ORDER NO. 18E265 
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Leading Gemological Educators 
will Gather At AGS Conclave 


at the American Gem Society Con- 
clave in Chicago on March 30, 31 and 
April l, will be gathered, for the first 
time, a majority of the leading gemolog- 
ical educators of N orth America. 
Sydney Ball, Ph.D., diamond mining 
geologist, will lecture at the conclave 
which is expected to be more than 
twice as large as any ever held. Instruc- 
tors from universities who will be in 
attendance are W. G. Barnes, Ph.D., 
McGill University, Montreal, Canada; 
Ralph Holmes, Ph.D., Columbia Uni- 
versity; Edward H. Kraus, Ph.D., 
Dean Emeritus of College of Litera- 
ture, Science and the Arts, University 
of Michigan, and president of the 
Gemological Institute of America; and 
Chester B. Slawson, Ph.D., Mineralog- 
ical Laboratory, University of Michgan. 


The educational program is being ar- 


A RARITY 





Residents of Stuart, Fla., hadn't seen a fish 
like this for years until Aaron Sverdlik of 
Robinson & Sverdlik, 610 Fifth Ave., New 
York, caught one in the St. Lucie river in 
January. Known as a "Gar", the fish is 
claimed, by some, to be of prehistoric origin. 


JUNGERSEN PATENT 
(From page 400) 


tion rather than the rule for the circuit 
court to reverse the decision of the Dis- 
trict Court unless there is some very 
strong reason for doing so, which does 
not appear to exist in this instance. 

The Ostby & Barton case referred to 
above, which was settled in the New 
Jersey District Court; some months ago, 
has already been appealed and the ap- 
peal is to be argued on Friday, March 
21, before the Third Circuit Court in 
Philadelphia. ‘That court will presumably 
render its decision within a 80- to 60-day 
period thereafter, and the result will 
be reported at’ that time in these col- 
umns. 


‘FOR MARCH,. 1947. 





ranged by Robert M. Shipley, Jr., who 
arranged and supervised several suc- 
cessful pre-war programs. Instructors 
from the Gemological Institute of 
America will be Richard T. Liddicoat, 
Director of Education; George Switzer, 
Ph.D., Director of Research; Robert M. 
Shipley, Executive Director—all from 
Los Angeles, and Miss Elizabeth Brown, 
assisant secretary of the G.I.A. Boston 
Study Group and former secretary of 
the late Dr. E. Wigglesworth. 
American Gem Society members who 
are Certified Gemologists will assist as 
instructors in the 20 gemological labo- 
ratories which will be set up in the sky 
ballroom of the Stevens Hotel. 


Dr. Ralph Holmes, who taught at the 





and is Di- 
classes. at 


G.I.A. 1946 summer school, 
rector of the gemological 
Columbia University, New York, will 
give the series of lectures which will 
review and demonstrate the entire course 
No. 012 which, together with labora- 
tory practice, will complete the educa- 
tional requirements for Registered Jew- 
eler or Graduate Member. 

The entire conclave will be held at 
the Stevens Hotel. Registrations for 
the conclave are being made at the 
Anferican Gem Society headquarters at 
537 South Alexandria, Los Angeles. Re- 
quests for hotel reservations should be 
sent directly to the hotel with the in- 
formation that one is attending the 
conclave. 
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fins 


f 
Ouhert 
ARE YOU among the 


hundreds of value wise dealers 
throughout the country who are 
turning window shoppers into 
buyers by displaying English Shef- 
field, Antique Silver, Imported 
China, and bric-a-brac . . . from 


THE HOUSE OF TOBERT? 





Old English plated revolving break- 
fast tureen—Hand chased. Made 
in England—Circa 1870. 


We are importers for the trade. 

¢ Antique English Silver 

e Old Sheffield Plate 

e Victorian Plate 

e Sheffield Reproductions 
ae eames in our English 

¢ Bric-a-Brac 

e China ¢ Glassware 


e Objects d'Art 


(x) (7) [69] 


Symbol of authentic Sheffield 
reproductions made from 
our original antique dies. 


L. TOBERT 60., Ine. 
22 West 55 St., N. Y. C. 


Circle 7-2430-I 


Correspondence Invited 

















Illinois RJA Holds 


Annual Convention 


The 1947 annual convention of the 
Illinois Retail Jewelers Association 
held at the Hotel Abraham Lincoln in 
Springfield on Sunday, February 16, 
was one of the most successful and best 
attended in recent years. Interest was 
maintained in the proceedings from the 
time President C. D. Jacobs called the 
meeting to order in the morning until 
the singing of Auld Lang Syne at the 
evening banquet. In the attendance of 
more than 130, retail jewelers outnum- 
bered all others by about five to one, 
and participation by members from the 
floor was unusual for a convention of re- 
tail jewelers. 


BUSINESS SESSION 


The morning session was strictly a 
business session. President Jacobs gave 
an account of his stewardship and told 
of actions by the directors. Executive- 
Secretary Charles H. Barker gave the 
report of the secretary’s office and that 
of the treasurer. He reported an in- 
crease of membership with fifteen new 
members since the first of this year. 
For the first time in years the budget 
was balanced in 1946 with a balance in 
the treasury of over $2600.00, with all 
bills paid. It was decided to hold two 
meetings a year, a business meeting in 
January or February and a social meet- 
ing of two days in the Fall. A resolution 
of thanks was extended to the Illinois 
Pluggers, traveling jewelry salesmen, 
for their hospitality at the convention 
and for their cooperation throughout the 
year. 


ELECTION OF OFFICERS 


Following the election of directors, 
Tom Keers of Paris was given an oppor- 
tunity to exploit his pet peeve—fradu- 
lent advertising—and he pulled no 
punches. From now on this will not be a 
one man campaign; prominent repre- 
sentative jewelers from several cities 
pledged their assistance. 

Vice-president Milo O’Dell, Waukegan, 
presided in the afternoon. The first 
speaker was Paul Juergens, Juergens 
and Anderson Co., Chicago, certified 
gemologist, who gave a most interesting 
talk on gemstones, their origin and 
characteristics and how they have 
formed and taken on different qualities 
and colors through the ages. Technicolor 
sound films on “Time” and “Jewels,” 
prepared by the Elgin Watch Co., were 
presented. G. A. Morrison, of the ad- 
vertising agency of Alden & Morrison 
of Springfield, gave a helpful discus- 
sion of advertising for the jeweler. Time 
Master was demonstrated, and its many 












advantages to the watchmaker in 
diagnosing and correcting errorg jp 
watch movements were explained by 
William Pillath of Chicago. 

A very forceful and illuminating ta, 
was made at the banquet by Silas Res. 
gan, president of Baldwin, Miller ang 
Co., Indianapolis, and President of the 
National Wholesale Jewelers Association, 
Mr. Reagan took a very optimistic stang 
on the prospects for the jewelry bug. 
ness in 1947 and gave facts and figures 

' to substantiate his views. However, he 
qualified all this by saying that it woulg 
not be easy—there would be problems to 
lick—but all these problems can be licked 
if the jewelers of the country support the 
Jewelry Industry Council and follow 
the course they are charting. He gaye 
a very comprehensive outline of what 
has been planned by the Council. 


Directors elected at this meeting are 
Paul Becherer, Belleville; Robert [, 
Goulding, Alton; C. D. Jacobs, West 
Frankfort; .R. M. Martin, Decatur, 
Robert Miller, Henry. These, with Milo 
O’Dell, Waukegan; George Gerdes, 
Sterling; R. G. Putman, Eldorado; Tom 
Keers, Paris, and Earl Swengle, Hills- 
boro, constitute the Board of Directors, 
At a meeting of the directors, (, 
D. Jacobs, was_ reelected president 
as were the following officers: Vice- 
Presidents, Paul Becherer and Milo 
O’Dell; secretary and treasurer, Charles 
H. Barker. 








| always 
SOMETHING NEW 


in old, dependable lines 


¢ WATCH BOXES 

* RING BOXES 

° GIFT BOXES 

* DISPLAYS of all types 


¢ JEWELERS’ FINDINGS, SUPPLIES 


© CLEANING MACHINES 
° JEWELER’S TOOLS 

¢ WATCH MATERIALS 

° WATCH ATTACHMENTS 


BRETTON BANDS: stock always on hand 
Leather Watch Straps 


© JEWELRY ITEMS 
WRITE FOR CATALOG 


TOLCHIN COMPANY 


Wholesale Jewelers 
5 N. Wabash Ave., Chicago 2, Illinois 


725 S. Spring St., Los Angeles 14, Calif. 
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london Letter 


Great interest was caused by the first 
jewelry exhibition ever to be televised 
‘in Great Britain. On January 26 new 
British jewelry fashions worth nearly 
£40,000 were taken to the BBC tele- 
yision studio in London and during 
the afternoon and evening were shown 
to at Jeast 100,000 people by means of 
the television camera. 

While the show was on, the Director 
of the Jeweler’s Association gave a 
running commentary on the jewelry on 
display. The collection included a gold 
“slave” necklace to which gold clips and 
brooches are attached; a three-dimen- 
sional diamond brooch clip in the form 
of an aster, worth £5,000; and an 
adaptable diamond bracelet with a de- 
tachable central motif in the form of a 
diamond clip which can be substituted 
by a clip of colored gold, consisting of 
ear clips and a leaf brooch. The leaf 
brooch has three hanging fuchsias in 
rubies and diamonds which could be de- 

tached and worn separately. The ear- 
rings were “made to measure” from a 
plaster cast taken of the owner’s ears. 

It is intended to bring, from time to 
time, such close-ups of selected jewelry 
fashions to the listening and watching 
public through television. 





PEARL 
RESTRINGING 
For The Trade 


IO? 


PER STRAND 


~ Plus 15¢ For Insured 
Parcel Post 


EVERY JOB IS CLEANED 
A Fine-Quality Job 
At A Low Cost 
Mail Orders 
Carefully Handled 


=’ SEVEN DAY SERVICE FROM 
S) AND TO YOUR STORE 
4 


bee F 
& ANTINS «© 
— Pearl Restringers Ly 
7% Dept. K . 
114 Baronne Street 

NEW ORLEANS 12, LA. 
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Jewelers Are Warned 
‘Beware of This Swindler 


Jewelers are warned to be on the 
look-out for a clever swindler who 
seems to specialize in jewelry stores and 
is at large and working at the moment, 
though wanted by the police. 

Within the past 60 days he has per- 
petrated known swindles on at least 
three jewelers—in Lexington, Ky., on 
December 5; one in Asheville, N. C., on 
January 8, and one in Lake Charles, 
La., on January 27. 


WORKING IN THE SOUTH 


THe Jewevers’ Crrcunar-Krystone is 
in receipt of a letter from a Nashville, 
Tenn., subscriber who has been taken 
exactly the same way as_ described 
herein, evidently by the same man. 
Apparently he is in the south, though 
by the time this appears in print, he 
may have moved to another part of the 
country and, therefore, jewelers every- 
where are warned to be on guard 
against him. 

His name is Vincent Serra, but he 
uses various aliases, since his method 
of operation includes representing him- 
self as a member of a prominent local 
family in the jewelers’ city. His usual 
method is to select two or three valu- 
able rings to take out on memorandum 
on the pretext that he wishes to show 
them to his wife for her selection. Need- 
less to say, that is the last the jeweler 
sees of them. 


CLEVER AND EXPERIENCED 


This man is a clever and experienced 
swindler. He operated against retail 
jewelers throughout the United States 
in 1938 and prior thereto, but on March 
7, 1938, was arrested in Columbus, O., 
and returned to El Paso, Tex., where 
charges had been preferred against him. 
On August 1, 1938, he was sentenced to 
the Texas Prison for a life term as an 
habitual criminal, but managed to get 
a parole recently and is therefore at 
large. 

He is wanted by state authorities in 
Texas as a parole violator and fugitive 
from justice, as well as by the police 
in Lexington, Ky., Asheville, N. C., and 
Lake Charles, La., for the swindles re- 
ferred to above. 

As an aid in recognizing him, the 
following, is his description taken from 
the prison records: 


Age: 49. 

Height: 5 feet 5'// inches. 
Weight: 185 pounds. 
Complexion: Dark. 

Hair: Black wavy. 

Eyes: Dark brown. 

Small black mustache. 


If this man visits your store, detain 
him in conversation and have the police 


called immediately so that they may 
take the necessary action. 




















THE BUCKLE 


that has stood the 
test for over 30 years 


Made in Precious Metals Only 


STERLING @ 14KT. GOLD 
14 KT. GOLD FRONT ON STERLING 


JOHN A. PRYOR 
SONS, INC. 


50 COLUMBIA STREET 
NEWARK 5, N. J. 
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LAPIDISTS 


Specializing in 


BUFF TOP ° FACETED 
CABOCHON 
SEMI-PRECIOUS & SYNTHETIC 
RUBIES * BLUE SPINELS 
BLUE AND WHITE SAPPHIRES — 


Prompt Service 


Expert Workmanship 


EASTERN LAPIDARY, 
INCORPORATED 


Cutters of Semi-Precious Stones 


12 Old Broadway 
New York 27, N. Y. 
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Telepbone: ACademy 2-8297 
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Watch Strap 
Buckles ¢ Finoin 


IN MEN’S& WOMEN'S SIZES 





IMPROVED PropuctTs 


Manufacturing Company 


21 AUDUBON AVE 
NEW YORK 32, N. Y 


Write for folder 








A rough diamond weighing 128 carats 
was successfully cleaved at the offices 
of the Chase-Rand Corporation, 64 West 
48th St., New York, on the afternoon of 
February 11. The stone, which came 
from Brazil, was about the size and 
general shape of a large hickory nut 
and of excellent color. 


cedure when a large piece of rough is 
to be cut, “windows” had been polished 
on the surface of the stone to aid in 





Tense moment—Maurice Posner poises his 
mallet above the cleaving knife. 


Following the usual preliminary pro-: 





Big Diamond is Cleaved In N. Y. by Chase-Rand 


studying its grain structure and lines 
of cleavage and the preliminary groove 
was cut. 

On February 11 at 3 P. M., Maurice 
Posner, expert cleaver, placed the knife 
in the notch, struck one sharp tap with 
his mallet and the stone came apart 
neatly with a perfectly smooth face 
along the cleavage line. 

The final cutting, which will proceed 
in the near future, is expected to yield 
several sizable stones and a quantity 
of smaller ones. 





Happy result—Mr. Posner exhibits the two 
perfectly cleaved pieces. 





Gem Trade Laboratories 
Elect Directors, Officers. 


Elected as directors of the Gem Trade 
Laboratories for the coming year at 
the annual meetings of the organization 
on January 21 were the following: 
Alexander E. Arnstein, Walter Eitel- 
bach, Ralph Esmerian, Julius Kauf- 
man, Charles Murray, Leopold Nathan, 
Albert O. Osterwald, Herman M. Pas- 
kow, Max Stern, Aaron Sverdlik, Fred 
Warren and Bert Young. 


ELECTION OF OFFICERS 


In the Board of Directors’ meeting 
which followed that of the general mem- 
bership, the directors elected the fol- 
lowing as officers: Walter ‘Eitelbach, 
president; Herman M. Paskow, vice- 
president; Aaron Sverdlik, treasurer, 
and Leopold Nathan, secretary. 


The Gem Trade. Laboratories, Inc., 
as its name indicates, operates a scien- 
tific laboratory in which gemstones of 
all kinds of pearls are tested and 
identified for the entire trade. The lab- 
oratory is under the direction of Dr. 
A. E. Alexander, with an Advisory 
Committee of prominent mineralogical 
scientists. It is operated on a strictly 
non-profit basis and its services are 
available to every manufacturer, im- 
porter, wholesaler and retailer, any of 
whom may have any stones tested at any 
time for a nominal fee. MEpE AP a 
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Original Headquarters for . . . 
, Repairing and Rebuilding 


EXPANSION BANDS 
& BRACELETS 


FACTORY METHOD— 
USING GENUINE PARTS 


All Work Fully Guaranteed—Price List 
Sent Upon Request. 
Servicemen’s Bands Returned By 

Return Mall 


SPECIAL FEATURE 


Bands Replated Like New for Additional 
50c at Time of Repair. 


PROMPT SERVICE 
JEWELERS SERVICE CO. 


“Specialists in Expansion Bands and Bracelets” 
355 So. Broadway 


Los Angeles 13, California 
Michigan 9966 
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Rare Gems on Display Again 


Some of the world’s largest and most 
recious gems in the collection of the 
sseseutt of Natural History, Central 
t and 79th St. New York 
Park Wes 
City, which were stored in a New York 
bank vault during the war years, are 
again on display at the Museum, Dr. 
Frederick H. Pough, curator of mineral- 
ocy and gem consultant for the JEwEL- 
ns’ CincuLAR-KerysTone, recently an- 
nounced. . 

Among the eye-filling stones is the 

Star of India, largest star sapphire in 
the world. The stone was found in 
Ceylon and given to the museum by J. 
Pierpont Morgan, Sr., after it had been 
displayed at the Paris Exposition in 
1900. 
A companion piece to the sapphire 
is the De Long Ruby, said to be the 
largest and finest star ruby known. It 
weighs more than 100 carats. Found in 
Burma about 1934, the ruby was pre- 
sented to the museum by the late Mrs. 
Edith Haggin De Long, in whose honor 
the gem was named. 

Other gems making their return en- 
gagement at the museum are the golden 
yellow, orange and Ceylon blue cut sap- 
phires from the collection of J. P. Mor- 
gan, and an 87.64-carat emerald carved 
into a medallion of Indian flowers, the 
Betts opals and a great, egg shaped 
blue topaz, a 1,000 carat stone presented 
by the late Mengo L. Morgenthau. 

New gems and rare stones put on 
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Earrings in various patterns in 14 KT 
Green and Red Gold 

St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes; Ear- 
rings, Cuff Links and Studs to matoh 


Our comprehensive line of 
Gold, Platinum and Enam- 
el Novelties, including 
Vanity, Cigaraette and Card 
Cases are distinctive and 
have sales appeal, 


CLIFFORD A. MILLER & CO.. Ine. 


Manufacturers 
64 West 48th Street 
New York 
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display for the first time include a 
Brazilianite, a fourteen-carat stone of 
chartreuse yellow, the second largest in 
the world. It was found in Brazil in 
1943 by Dr. Pough, who also found the 
largest stone, which he presented to the 
Department of Geology and Mineralogy 
of the Brazilian Government. 

Also new are a fourteen-inch aquama- 
rine crystal, four inches in diameter; 
a tourmaline, nearly black blue gray, 





American Museum of Natural History Photo 


The legendary “Star of India", largest star 
sapphire in the world, weighing 563.35 
carats, is one of the gems again on display 
at the American Museum of Natural History 
after being removed from secret vaults in 
which they were placed during the war. 


sixteen inches long and three and a half 
inches in diameter, and a twenty-seven 
carat andalusite, the world’s largest ex- 
ample. This stone, which Dr. Pough also 
found in Brazil, is green when viewed 
from the side and brown when seen from 
the end. 

Gems and gold that have commercial 
value were placed in the bank vault in 
1942; other exhibits of no commercial 
value were stored in New Jersey. 





Sell Photo Equipment? 


Does your store have a depart- 
ment specializing in cameras and 
photographic supplies? 

JEWELERS CircuLar-KeysTone is 
currently conducting research into 
the merchandising of photographic 
equipment and materials, and a 
series of articles, based on the 
study, is scheduled for future 
issues. 

If you do have such a depart- 
ment, a postal card or letter out- 
lining the length of time you have 
sold photographic goods, the gen- 
eral success of the venture, a 
general idea of the stock carried, 
etc., will prove invaluable. 

Just send the facts to: 

THE JEWELERS’ CincULAR-KEYSTONE 
100 East 42nd Street, 
New York 17, N. Y. 








NUBIES 
YAPPHIRES 
CMERALDS 


ROUND - SQUARE 


SEMI-PRECIOUS 


SYNTHETIC 
STONES 


SAMUEL WECHSLER 
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Importer 


PRECIOUS STONES | 


__ MEMORANDUM SELECTION: 
UPON REQUEST) 


607 FIFTH AVE. 


NEW YORK, N. Y. 


TELEPHONE PLaza 3-2719 
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ANSWER 


cradled in the 
EARTH... 


fashioned by 





MAN... 


imported by 


STERN! 





Gems, of course! Diamonds and 
colored stones in all shapes 
and sizes te answer the needs 
of every working jeweler. Max 
Stern & Ce. imports them for 
‘you and keeps a large stock 
at your service! 
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IMPORTERS 
17-23 John Street N.Y. 7, W. Y. 











Colonel Held in Gem Theft 


Col. Edward J. Murray, under arrest 
fr allegedly attempting to smuggle 
more than $210,000 worth of diamonds 


and other precious stones into the coun- 
try from Japan, said that he regarded 
them as “legitimate souvenirs” and was 
flown back to Tokyo to face questioning 
as to where and how he acquired the 


fortune in diamonds. 
The bemedaled veteran of both world 


wars said he realized he had violated 
customs by not declaring the diamonds, 


but otherwise he didn’t mean to do any- 
thing wrong, and didn’t feel that he 
had. The slender, 55-year-old combat 
veteran who served as custodian of the 
Bank of Japan during the early stages 
of the occupation, was asked what he 
expected to do with the diamonds. 


HELD IN JEWEL CASE 
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Colonel Edward J. Murray of Palo Alito, 
Calif., is being held in custody on orders from 
General Douglas MacArthur following the 
seizure of more than $210,000 worth of 
Japanese diamonds by U. S. Customs officials. 


“If I needed a little money,” he said, 
“I thought I’d dispose of some of them.” 
He said he had sold four diamonds but 
he refused to say to whom or how much 
he received for them. “I don’t know 
the origin of these jewels,” he said. “I 
got them all at once last winter. They 
were not in U. S. Army custody. There 
is nothing in Army regulations which 
prohibits the purchase of souvenirs. I 
have no other explanation of the whole 
thing.” 

Col. Murray was stopped February 3 
when he arrived aboard the Westminster 
Victory at the Oakland Army base. Cus- 
toms inspectors and Army intelligence 
officers seized two diamonds worth more 
that $10,000 which Col. Murray was 
carrying in his watch pocket. 

The officer relinquished a key to a 
safe deposit box which customs inspec- 
tors said held 528 gems worth $200,000. 
The cache was confiscated because of 
the officer’s alleged failure to declare 


the gems to the customs. It was be-. 






lieved they were brought 

visit last April. = Suring « 
Paul Leake, collector of customs said 

inspectors became suspicious of Col, 

Murray through a previous sale of $20,- 

000 worth of smuggled diamonds 

the San Francisco market. 


Supreme Headquarters officials jn 
Tokyo identified Col. Murray as havin 
formerly been in command of the valk 
of the Bank of Japan in which were 
kept millions of dollars’ worth of jewels 
stolen by the Japanese army. 


on 
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N. J. RJA Issues Monthly Journal 


The New Jersey Retail Jewelers Aggo. 
ciation recently mailed its members the 
first issue of the Jersey Jewelery 
Journal, a brief mimeographed bulletin 
designed to keep members informed of 
what the organization is doing for them, 
The association hopes to be able to in- 
form members of the many important 
and varied problems which now con- 
front the jewelry trade and which will 
face them in these rapidly changing 
times. 


A regular bulletin like this from the 
association is an excellent means of 
stimulating interest on the part of mem- 
bers and prospective members, and 
should prove very helpful in building 
and strengthening the organization. 











UNREDEEMED 


AND 


REBUILT 
WATCHES 


All rebuilt watches are 


GUARANTEED— 








Full line of Watch Cases and 
Watch Attachments. 


Tell us what you can use, or 
write for prices and list of 


available watches. 


PAUL ROSENBERG 


5 So. Wabash Ave. 
Chicago 3, Illinois 
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Mr. and Mrs. Morton Ollendorff sailed 
for Switzerland on the S. S. America 
during the, second week of February. 
The couple plan to visit Italy and the 
southern part of France on this com- 
bined business and pleasure trip. They 
expect to return the latter part of 
March. Mr. Ollendorff is treasurer of the 
Ollendorff Watch Co., 20 West 47th St., 
New York City. 

q Ben Fabrikant, Fabrikant Bros., Inc., 
66 Bowery, New York City, has been 
named chairman of the Diamond Divi- 
sion and affiliated trades of the build- 
ing fund campaign of Beth-El Hospital, 
Brooklyn, it was recently announced by 
Samuel Strausberg, president of the 
hospital’s board of directors. The hos- 
pital, which is desperately overcrowded 
since it serves more than 500,000 people, 
in its Brooklyn community, is seeking 
$2,500,000 to double its present facilities. 


4 Kipnis Diamond Cutting Co., Inc., 
formerly of 15 W. 46th St., recently an- 
nounced the removal of their offices and 
factory to 1650 Broadway, New York 
City. 

4 Rothman & Schneider, Inc., manufac- 
turers of gold rings, 2 West 47th St., an- 
nounce the appointment of Samuel 
Beckerman as Southern sales representa- 
tive. 


q Louis Friedman, president of the 
Louis Watch Co., 580 Fifth Ave., will 
embark for Europe March 19 on the 
S. S. America to visit the firm’s factory 
in Bienne, Switzerland. Mr. Friedman’s 
trip will be of six weeks’ duration. 


q Somers-Ernst Co., Inc, and O. J. 
Somers Co., Inc., 42 West 48th St., New 
York City, recently announced that 
Mark Ross is now associated with them. 
He will cover the Pacific Coast states 
and show their complete line of Soret 
gold and diamond jewelry and rings. 
Mr. Ross will have offices in Los An- 
geles at 220 W. 5th St. 


q Geo. Schuler & Co., Inc., recently an- 
nounced the removal of their main office 
and factory to the Cornell Building lo- 
cated in Pleasantville, New York. Their 
sales office will be located, as hereto- 
fore, at 515 Madison Ave., New York 
City. 

q Jacob Mehrlust, well-known manufac- 
turer of platinum diamond jewelry, 6 
W. 48th St., New York City, entertained 
his classmates, class of 1899 C.C.N.Y., 
at a dinner held at the Hotel War- 
wick Thursday evening, February 6. 
Twenty-two friends attended this spe- 
cial reunion sponsored by Mr. Mehr- 
Mist, including many prominent New 
York professional and business men. 


q Leo Wolleman, head of Leo Wolleman 


FOR MARCH, 1947 





NEW YORK 


Inc.. New York, precious and semi- 
precious stone house, will leave for an 
extended business trip in Europe on 
March 15. Mr. Wolleman will spend 
some time in England and several weeks 
in France. He said the prime purpose 
of his trip is to survey conditions in the 
European stone markets and plan his 
purchases for the balance of 1947. He 
will return around May l. 


q Pincus and Max Kirshenbaun, 78 
Canal St., New York City, recently an- 
nounced that they are now operating 
under the name of Kirshenbaum & Son, 
Inc. 


q Sidney Greenfield has been appointed 
buyer of fine jewelry at J. N. Adam & 
Co., Buffalo, succeeding Miss Marion 
Deiches. Mr. Greenfield, who has had 
considerable experience in the fine 
jewelry field, recently was discharged 
from the armed services. 


q Kenneth I. Van Cott, owner of Van 
Cott Jewelers, 60 Court St., Bingham- 
ton, N. Y., and vice-president of the 
northeastern region of the American 
National Retail Jewelers Association, 
has been elected treasurer of the Bing- 
hamton Chamber of Commerce for the 
coming year. 


q Isaac Jaffe of A. Jaffe & Son, Inc, 
608 Fifth Ave., recently announced that 
Wm. J. Ober was made a member of 
the firm. Mr. Ober, who has been asso- 
ciated with the company for over 20 
years, will continue to call on the trade 
in New England, New York State and 
the Middle West. 


q Arthur Bauer Co., Inc., distributors 
of Era Watches, 48 West 48th St., re- 
cently announced the appointment of 
Mark A. Rankow as sales representa- 
tive for New York City and Long Island. 


q A business name has been filed for 
the Carson Jewelry Store, 82 West 
Main St., Lancaster, N. Y., by Freda 
R. Packard. 


q A certificate of partnership has been 
filed in the county clerk’s office for 
Wagner’s Jewelry, 7 West Eagle St., 
Buffalo. Partners are listed as Maurice 
Wagner, 119 Cunard St., Buffalo, and 
Raymond Wools, 267 Fillmore Ave. 
Buffalo. | 


q Comet Ring Manufacturing Co., Inc., 
has been incorporated in Buffalo with 
capital of 200 shares. Incorporators are 
Ben Silverstein, Aaron Weinstein and 
Karl Goldman. 


q Leif Brothers, manufacturers of gold 
rings, have added a new salesman to 
their staff: M. C. Petersen, who will 
cover California, Nevada, Utah, Arizona 
and New Mexico. 
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BEAD SPECIALIST 
All kinds of Genuine Stone Bead Necklaces 
Earrings — Semi Precious Stones 


Selections ea request te respoatsible Jewelers 
Neekiaees lengthened and restrung 


DOUBRAVA CO. | 


12 Joha S$t., New York City 








ATTENTION 


MANUFACTURERS & JOBBERS 
Depend on us to do your 
Our speciaity is L *" & Gents’ 
Cast Rings and Findings 
Prompt and Courteous Service 


SUPERIOR JEWELERS 


170 East Sist¢ S#. New York 22, WN. Y. 


ETERNA WATCH COMPANY 


OF AMERICA, INC. 
MAKERS OF FINE WATCHES 
” SINCE 1856 








580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 








SIMONSBROS.CO. 
THIMBLES 


269 So. 9th ST. PHILADELPHIA 
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“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


Leys Uh ritilie VE 


65 NASSAU STREE T NEW YORK 











Whitelaw Brothers 


4) DIAMONDS 
+8 Wee 48th St., New York, N. Y. 


WATCH ATTACHMENTS 


14 K. GOLD 
POPULAR PRICES 
Immediate Delivery 


Sybrania Pewelry Ce 


580 Sth Ave. New York 19, N. Y. 
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EASTERN STAR 


Complete assortment of 
Eastern Star rings. 


GEORGE BLADEN, INC. 


RINGS 
614 Lafayette Bidg. Buffalo 3, N. Y. 


Samples sent to reliable Jewelers on request 
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| PERK-UP 
PAID-UP ACCOUNTS 
WITH A FREE GIFT - 


Reopen worthwhile accounts with this 
simple, inexpensive method. Offer 
your customers an enticing FREE GIFT 
by mail, and watch them crowd into 
your store to collect it. 

For immediate delivery, we can supply 
you with many persuasive account 
openers for only 25¢-35¢ each, includ- 
ing the literature used in the mailing. 
These tempting FREE GIFTS serve not 
only to bring customers into your store, 
but your customers take away with 
them your imprinted advertising mes- 
sage and the good will of your store. 
Right now, send for this sure-fire busi- 
ness building plan and for FREE 
samples. 


VICTOR E. LEDERER CO. 


125 WEST 33rd STREET, NEW YORK 1, NEW YORK 
(TERRITORIES FOR SALESMEN) 


















































DIAMONDS 
All sizes — All shapes 


Single cut diamonds, from % to 
7 points, for emblems, wedding rings, 
side stones, etc. Swiss cut diamonds, 
from 3 to 15 pointers for all kinds 
of jewelry. Full cut diamonds, in 
small stones from 3 to 15 pointers 
and in larger sizes, from 16 points 
to 2 carats each for fine jewelry. 
Finest polishing from Palestine and 
Belgium, straight sizes, classified 
qualities. Please ask for our new 
price list. 


| H. SORIN 
576 5th Ave. New York 19, N. Y. 
LOngacre 5-3672. 1 











| REPAIRING of JEWELRY 


IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED 1910 


M. J. STERN 
61 Beekman St. New York City 
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N. Y. Jewelers’ Benevolent Association 


Celebrate 60th Jubilee With Dinner Dance 





Sixty years ago, a small group of 
jewelers imbued with a spirit of mutual 
helpfulness organized what was then a 
little association whose function would 
be to provide death and sick benefits 
for its members and to come to the 
assistance of any who were in distress. 

Through the years, under wise and 
able leadership, it has grown and pros- 
pered, until today it is one of the out- 
standing trade bodies of the New York 
area—the New York Jewelers’ Benev- 
olent Association. Sunday night, Feb- 
ruary 23, was a gala occasion in the asso- 
ciation’s history marking the 60th jubilee 
of its founding with a festive dinner- 
dance for members and their families 
at the Hotel Astor in New York City. 
More than 800 turned out in honor of 
the occasion and made it a noteworthy 
evening. :; 

Credit for organizing the affair and 
making it such an outstanding. success 
goes to the hard working committee of 
arrangements headed by Louis Cutler, 
as chairman, with Steven Lucas, Dave 
Levy and Albert Walden, as co-chair- 
men. Other members of the committee 
were: Jerome Kantor, Morris Sherry, 
Leonard Levere, David Cohen, Sam 
Finkelstein, Julius Epstein, Dave Wein- 
berg, Albert Jacobson, Samuel Kauf- 
man, Nathan. Holtzman, Robert Stein- 
berg, Harry Oberman, Jesse Ironson, 
Harry Padrusch, Eli Isaacson, Herman 
Lehman, Milton Blum, Hyman Dubrowin 
and Max Wolff. 

The festivities started with a recep- 
tion and cocktail party, dinner being 
served promptly at 7 o’clock, following 
the singing of the Star Spangled Ban- 
ner, the Jewish Anthem, and the invoca- 
tion. 

Following some brief introductory re- 
marks by President Sam Finkelstein, 
Louis Cutler, as chairman of the Ar- 
rangement Committee, acted as toast- 
master, introducing the various past 
presidents, in a clever and novel man- 
ner. He announced that the orchestra 





would play the organization’s Anniver- 
sary Waltz and as the music went on 
he called the names of the various former 
presidents in order of seniority, each of 
whom, as his name was called, stepped 
out on the previously cleared floor with 
his wife and circled to the strains of 
the music. 

An exceptionally entertaining floor 
show was presented at the close of the 
meal and the evening concluded with 
dancing by the diners. 

Present officers of the association, 
who were installed at the last previous 
regular meeting on February 13 are: 
Sam Finkelstein, president; Al Walden, 


. vice-president; Leonard Levere, treas- 


urer; Jack Dolgin, financial secretary; 
Sam Horowitz, recording _ secretary; 
Jesse Ironson, sergeant-at-arms; Adolph 
Pusrin, chairman of sick and distress, 
Manhattan and, Bronx; Wm. Ashare, 
chairman of sick and distress, Brooklyn 
and Queens; Geo. Knapp, chairman of 
by-law committee; Al Jacobson, chair- 
man of membership committee; Dave 
Levy, chairman of entertainment com- 
mittee; trustees: Hyman Dubrowin, 
Steve Lucas and Norman Minsky. 





Jeweler Runs Eye-Catching Ad 


Keswick Jewelers in Ogontz, Pa., ran 
a series of eye-catching ads in the lo- 
cal newspaper, the Times-Chronicle, 
during the month of February, start- 
ing with the headline “Your Fountain 
Pen Should Be Washed Once A Month 
To Give Proper Service,” then follow- 
ing up with “complete repair service on. 
fountain pens” and other information: 
about services and merchandise offered. 











Encrusting for drilling acc'ts only. 








INTRODUCING — 
GEM STONE DRILLERS 


71 Nassau $#.—CO 7-3374 | 
93 Nassau St.—BE 3-204), 
New York 7, N. Y. | 
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The West Coast 


G. H. Wilkie recently purchased the 
Rothrock’s J ewelry store in San Gabriel, 
Calif. and it will be completely re- 
modeled. Mr. Wilkie was in — — 
jewelry business in Arlington Heights, 
ll, for several years. 
4 Capitalized at $25,000, the Dunbar 
Jewelers, Inc., with a large store at 
Yakima, Wash., has recently been in- 
corporated. Named as incorporators of 
this retail jewelry enterprise are Karl 
and Elvira Dunagan, and G. Robert 
Houston of Yakima. 

Horace Raphael has been named 
president of the Seattle Retail Jewelers’ 
Club to succeed Joseph Michael, it was 
recently announced. Other officers elect- 
ed are: Bud Burnett, first vice-presi- 
dent; Hershel Druxman, second vice- 
president; and D. D. Stewart, secretary- 
treasurer. Ben Bridges, Charles Larne, 
Clarence Rock, Jack Friedlander and 
Lester Berg were elected to the board of 
trustees. 

4 Capitalized at $50,000, Matthews and 
Paulson, Inc., was recently formed and 
incorporated at Seattle, Wash., to deal 
in all grades of jewelry and silverware, 
as well as gift lines, leather goods and 
ivory articles. Jack Matthews of Seattle 
is named as incorporator. 

q Bud Murray recently bought the jew- 
elry store on Ocean Ave. in Long Beach, 
Calif. which was formerly owned by 
Max Buky. The store has been com- 
pletely remodeled and will bear the 
name of Stevens Jewelry Co. Mr. Mur- 
ray was previously with Gensler Lee. 
qGeorge S. Thompson of the George S. 
Thompson Corp., Los Angeles, recently 
announced that Suttle and Asmus, 1025 
W. Lill St., Chicago, have been appoint- 
ed factory representatives in the Chi- 
cago area for the full line of Olde 
Thompson Pepper Mills. 

q The West Coast office of Feinstein 
Brothers, Chicago, Ill., announced that 
their first year on the Coast has proved 
to be very successful. Their offices are 
in the Jewelry Trade Bldg., 220 W. 5th 
St. Los Angeles, with Joseph Abrams 
as manager. Mr. Abrams recently re- 
turned from a visit to the home office 
where a new catalog is being compiled 
for release during the first part of 1947. 
q Armand Iaccheo, former head of the 
Jackay Jewelry Co., New York, recently 
started a jewelry manufacturing firm 
at 307 S. Hill St., Los Angeles. The 
concern’s specialties will include mount- 
ings, women’s watch attachments, and 
watches in platinum and gold. Mr. 
Iaccheo was also superintendent for 
Granat Brothers in San Francisco. 
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Diamond Set Pearl Clasps 


4K solid gold—set with genuine 
diamond for single strand pearls. 


IMIMIEDIATE DELIVERY 
SAMPLES ON REQUEST 


H. STADTMAN 82 Bowery, New York, N_Y. 
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JSA Holds Annual Meeting 
All Officers Re-elected 


All officers of the Jewelers’ Security 
Alliance were re-elected at the annual 
meeting of the organization held at the 
offices of the Alliance, 535 Fifth Ave., 
New York City, on January 31. They 
are: Walter Eitelbach, president; Vic- 
tor A. Lambert, Lambert Bros., vice- 
president; A. H. Arnstein, Arnstein 
Bros. & Co., treasurer; Bert Young, 
Jules Franklin, secretary; and Richard 
C. Murphy, executive secretary. 

Also re-elected were all members of 
the Executive Committee, including H. 
Victor Paul, who had been named by 
that committee a few weeks previously 
to fill out the unexpired term of the 
late Nathan J. Stern. The complete 
membership of the committee is as fol- 
lows: A. H. Arnstein; Walter Eitel- 
bach; Roland Gsell; Henry I. Jacob- 
son, Jacobson Bros.; Victor A. Lam- 
bert; Wm. B. Ogush; Daniel Price, 
Wm. S. Hedges & Co.; W. Waters 
Schwab, J. R. Wood & Sons, Ince.; D. 
Wormser; Bert Young; Richard C. Mur- 
phy and H. Victor Paul, Wiss Sons, Inc. 


ANNUAL CRIME REPORT 


The annual report of the Crime Com- 
mittee, headed by Otto Wormser, points 
out that the Alliance has been instru- 
mental in arresting 263 criminals dur- 
ing the past year. One-hundred-thirteen 
thieves who had committed crimes” 
against JSA members were convicted 
and sentenced to prison terms aggre- 
gating over 575 years. Others have been 
placed on probation or turned over to 
military authorities, four were acquit- 
ted and 41 are still awaiting trial. Mr. 
Wormser stated that 1946 had been out- 


- Standing in the records of the Alli- 


ance for the successful prosecution of 
criminals. With such a record it is 
easy to understand why professional 
criminals fight shy of stores displaying 
the blue and white emblem of members 
in the Security Alliance. 

Other reports were presented by Vic- 
tor A. Lambert, chairman of the mem- 
bership committee; 
chairman of the insurance committee; 
and A. H. Arnstein,: treasurer. 


COMMITTEES FOR ‘°47 


The following standing committees 
were also reappointed for 1947: crime 
committee, Otto D. Wormser, chairman; 
Daniel Price, and Henry I. Jacobson. 
Finance committee, W. Waters Schwab, 
chairman; H. Victor Paul; Bert Young; 
and A. H. Arnstein. Membership com- 
mittee, Victor A. Lambert, chairman; 
Henry I. Jacobson and Daniel Price. 
Insurance committee, Wm. B. Ogush, 
chairman; W. Waters Schwab; Victor 
A. Lambert and Roland A. Gsell. Pub- 
licity committee, W. Waters Schwab, 
chairman; Wm. B. Ogush and Victor A. 
Lambert. The president is also a member 
of all committees, ex-officio. 






TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalog 
277 HALSEY ST. 


NEWARK 2, N. J. 














Ruby and Onyx Drilling 


BRAUNFELD & MEHLMAN 
108 Fulton St. 


ENCRUSTERS 
STONE ENGRAVERS 





Special Orders 





New York 7, N. Y. 














(Before) 


Removing of Engravings 


WM. HERTEL & CO., INC. 





Silversmiths & Platers 
17 W. 45th St. 
New York City 

“29 years at the same 

address” 


GOLD 


and 


SILVER 
PLATING | 


Silverware Repaired 
Equal to NEW 


(After ) 








Wm. B. Ogush, | 


eContracts Receipt Books. etc. 
Samples Sent FREE 


S. J. SURNAMER CO0.—370-7th Ave., N.Y. 
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MATERIALS DEAN WATCH Co. 


16 NASSAU ST, NEW YORK 7,N-Y. 
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ATTENTION JEWELRY STORES 


LARGE 
ASSORTMENT 


immediate 
Delivery 


The better kind of 
beautiful COSTUME 
and BIRTH STONE 
RINGS. Men’s and 
Ladies’ finest SIMULATED DIAMOND RINGS 
Zircon and Marcasite Rings. 

A large selection of very popular $1.00 
and $2.00 sellers in 
sterling and gold 
filled. Visit our show 
room or.send for 
sampies. 












Exclusive 
Costume Ring House’ 








HARRY MAHREN RING CO. 


116 West 34th St. New York 1, N.Y. 








SPECIAL PACKAGES RHINESTONES 


Pkg. #1—Small White Mixture............ $1.50 
Pkg. #2—Large White Mixture............ $2.00 
Pkg. #3—Small Colored Mixture.......... $1.50 
Pkg. #4—Large Colored Mixture.......... $2.50 


OVALS & OCTAGONS—Mixed Colors 


ATE AS SI ERE eS. $1.50 @ dozen 
ion Sataiie Dally isla Segui w bask wa ae we $2.00 @ dozen 
ER IO ERT SA Seay eee Nar = $2.50 @ dozen 
Citi the bhdéaireics onnamaseeee $3.25 @ dozen 


MARQUISE SHAPES—Mixed Colors 


ks. Pbbnebunanwse uss -e.eee-$1.00 @ dozen 
eer TOE FO Re BT me $1.50 @ dozen 


LARGE ROUNDS 


SY do oe cade $1.50 @ dozen 
Colored Mixture ................ $2.00 @ dozen 


Please send check with orders and include 
15¢ for postage * 


TOMKINS BROTHERS 
106 Fulton St. New York 7, N. Y. 


WATCHMAKERS! 


Here is the perfect book for 
the expert and beginner. It 
is D. de Carle’s newest work, 
“PRACTICAL WATCH RE- 
PAIRING” ... a complete 
coverage of every phase of 
watch repairing from the 
very beginning to the very 
end. 


Guesswork Eliminated — In practical terms the 
author tells what to look for, where to find the 
faults, and gives a precise remedy for repair. A 
great time saver that reduces workshop costs and 
increases profits. The book that brings the average 
repair workshop up to date on modern manufactur- 
ing technique * 300 knowledge packed pages °® 550 
Clear illustrations ® Complete index. 

Numerous charts and tables. Only.. cs 5.00 


(If C.0.D., plus charges.) 
Money Back Guarantee. 





























Post Paid 











WE SUPPLY ALL TOOLS, 


MATERIALS, & PARTS 
for Jewelers, Watchmakers & 
Students at Lowest Cost. Com- 
lete sets also. Prompt Delivery. 
REE price list. 
MODERN TECHNICAL BOOK & TOOL C 0. 
Dept. MCK. 55 W. 42nd St, New York 18, N. Y. 

















100 SURPLESS GOLD CROSSES 
Beautifully Executed 
in 14Kt. Pink and Yellow Gold 


Reasonably Priced 
Write for further particulars 


B. PEREIRA, INC. 


22 W. 48th St. New York 19, N. Y. 
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Boston Jewelers Club Holds 59th Meeting; 
800 Attend Cutehanting Jewelry Function 





Like its predecessors, the 59th annual 
banquet of the Boston Jewelers Club 
proved to be one of the outstanding 
jewelry trade social functions of the 
winter. Moving from the Copley Plaza, 
where the banquet had been held for 
the past several years, the banquet was 
staged this year at the Hotel Statler 
where nearly 800 diners completely 
filled both the main floor and the bal- 
cony of the grand ballroom. 

Seated at the head table as honored 
guests were: Hon. Frederic W. Cook, 
Secretary of the Commonwealth of 
Massachusetts; Colonel Clifford G. 
Kershaw, General Staff Corps First 
Service Command; Colonel John J. 
Donovan, General Staff Corps First 
Service Command, Colonel Francis P. 
Tompkins, Cavalry, First Service Com- 
mand; Captain H. C. Fritz, U.S.N., 
Chief of Staff, First Naval District; 
Captain J. H. Brady, U.S.N., Assistant 
Chief of Staff; Lieutenant-Commander 
A. W. Whitney, U.S.N., Aide to the 
Commandant; Rev. John Nicol Mark, 
First Congregational Parish, Arlington, 
Mass., who pronounced the invocation ; 
Robert A. Abbott, President, Massa- 
chusetts and Rhode Island Retail 
Jewelers Association; Fred V. Cole, 
Editor, THe Jeweters’ Crrcuiar-Key- 
sTOoNE; Arthur F. Bleckstein, President, 
Boston Jewelers Bowling League; Ray- 
mond L. Wells, President, New England 
Manufacturing Jewelers and_ Silver- 
smiths Association; Edgar E. Baker, 
President, Jewelers Board of Trade; 
Carl F. Lawton, John S. Kennard, L. 
Blaine Libbey, Henry R. Arnold, past 
presidents; J. Gould Cook, president; 
Edward A. Bigelow and Albert R. Kerr. 


William B. Ogush, president of the 
24 Karat Club of New York, who was 
also scheduled to be among those at the 
head table, was prevented from attend- 
ing by the fact that the train which was 
bringing him to Boston was immediately 
behind the freight train which jumped 
the track at Stamford, and completely 
tied up all trains between New York 
and Boston for several hours, and no 
other form of transportation was avail- 





able from the point at which Mr, 
Ogush’s train was held up. 

Members and their guests assembled 
at 6:30, the guests of honor being es- 
corted to their places by the club’s 
Reception Committee. The serving of 
the dinner followed the customary sing- 
ing of the national anthem and the in- 
vocation, the head table was cleared 
from the stage and an outstanding floor 
show of 12 entertaining acts was pre- 
sented. Each guest received as a souvenir 
a silver plated Ronson table lighter, 

The committee in charge of the din- 
ner consisted of the officers and direc- 
tors: J. Gould Cook, president; Allen 
Davidson, vice-president; Ellsworth W. 
Read, secretary-treasurer; Roy §, 
Brooks, John S. Kennard, Carl F. Law- 
ton, Albert S. Munnis, Sturgis C. Rice 
and Herbert L. Thomae. The Reception 
‘Committee, under the chairmanship of 
Frederick T. Widmer, included: C, Ed- 
ward Cotter, F. Forest Davidson, S. 
Sydney DeYoung, George E. Frye, B. 
M. Getman, Leo C. Graham, William J. 
Harber, Stephen W. Higgins, W. A. 
Kinsman, Harold O. Knight, Edmands 
P. Lingham, Denham C. Lunt, Howard 
A. Martin, Paul W. Monohon, Benjamin 
D. Shreve and Arthur W. Weatherbee, 
Jr. 

The customary round of entertainment 
and visiting in various suites of the 
hotel concluded the evening’s festivities. 





CORRECTION 


On page 880 of the January issue an 
item concerning “New Registered Jewel- 
ers AGS” was misleadingly worded due 
to a typographical error. 

The sentence “The following persons 
have successfully completed all educa- 
tional requirements and examinations 
of the Gemological Institute of America, 
and have not met the ethical require- 
ments of the American Gem Society 
for the awarding of the title of Regis- 
tered Jeweler:” should have read “have 
now met, etc.” 

In the list of names J. B. Sylvan ap- 
pears as Sylan and the name of the com- 


pany appears as Sylan Brothers instead 


of Sylvan Brothers. 
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FOR THE MEMO PAD 


March 
9-12—St. Louis Jewelry and Silver- 
ware Show, Hotel Statler, St. Louis, 


a p-11—Missouri Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Stat- 
ler, St. Louis, Mo. 

16-21—Denver Gift & Jewelry Show, 
Albany Hotel, Denver, Colo. 

99—Horological Society of New York, 

Inc, Banquet, Park Central Hotel, New 
York City. 

93—The Executive Board of Retail 
Jewelers Assn’s. of Greater New York, 
Inc, Annual Dinner-Dance, Hotel Astor, 
New York City. 

98-25—Ohio Retail Jewelers Associa- 
tion, Annual Convention, Deshler-Wal- 
lack Hotel, Columbus, Ohio. 

g0—April 3—Oklahoma Gift & Jewelry 
Show, Oklahoma Biltmore Hotel, Okla- 
homa City, Okla. 

80-81 — Oklahoma Retail Jewelers 
Association, 41st Annual Convention, 
Skirvin Hotel, Oklahoma City, Okla. 

80-81—April 1—American Gem So- 
ciety, Spring Conclave, Hotel Stevens, 
Chicago, Ill. 


April 

5-7—Kansas Retail Jewelers Associa- 
tion and Kansas Horological Associa- 
tion, Annual Convention, Hotel Lassen, 
Wichita, Kansas. 

18—Associated Credit Jewelers of 
New York and New Jersey, Inc. Thir- 
teenth Annual Dinner-Dance. 

13-15—Minnesota Retail Jewelers As- 
sociation, Convention and Northwest 
Jewelry Show, Nicollet Hotel, Minne- 
apolis, Minn. 

138-15—Michigan Retail Jewelers As- 
sociation, Annual Convention, Rowe 
Hotel, Grand Rapids, Mich. 

13-15—California Retail Jewelers As- 
sociation, Annual Convention, Hotel 
Fairmount, San Francisco, Calif. 
28—Massachusetts-Rhode Island Re- 
tail Jewelers Association, Annual Con- 
vention, Parker House, Boston, Mass. 
25-26—Georgia Retail Jewelers Asso- 








YOUR WATCH REPAIR 
TROUBLES ARE OVER!! 


When you send your watches to us— 


Our modernized repair facilities en- 
able us to guarantee 2 weeks service 
on most repairs—All repairs tested 
on "Western Electric Watchmaster" 
which provides a printed record for 
each watch sent us. 


A trial will convince you of our 
expert workmanship. 


Our charges are reasonable 
Price list sent upon request 


MAX KINBERG & SONS 


SUITE 508, PARK BLDG. 
1910 ARTHUR AVE. NEW YORK 57, N. Y. 
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ciation, Annual Convention, Henry W. 
Grady Hotel, Atlanta, Ga. 

27-28—Washington State Retail Jewel- 
ers Association, Annual Convention, 
Hotel Olympic, Seattle, Wash. 

27-29—Wisconsin Retail Jewelers As- 
sociation, Annual Convention, Hotel 
Schroeder, Milwaukee, Wis. 


May 
4-6—Virginia-North Carolina Retail 
Jewelers Association, Annual Conven- 
tion, Hotel Roanoke, Roanoke, Va. 
10-11—Washington Retail Jewelers 
Association, Annual Convention, Ta- 
coma, Wash. 

18-19— Tennessee Watchmakers & 
Jewelers Association, Annual Conven- 
tion, Read House, Chattanooga, Tenn. 

18-20—New York Retail Jewelers As- 
sociation, Annual ‘Convention, Hotel Ten 
Eyck, Albany, N. Y. 

25-26—New Jersey Retail Jewelers 
Association, Annual Convention, Hotel 
Berkley-Carteret, Asbury, Park, N. J. 


June 
2-3—-National Wholesale Jewelers’ 
Association, 40th Annual Convention 


Providence, Biltmore Hotel, Providence. 
) e * 

22-25—-National Association of Metal 
Finishers, Inc., First Annual Meeting, 
Hotel Statler, Detroit, Mich. 

29-30—New Hampshire Retail Jewel- 
ers Association, Annual Convention, 
Hotel Wentworth-by-the-Sea, Ports- 
mouth, N. H. 


July 
28-31—National Association of Credit 
Jewelers, Annual Convention and Na- 
tional Jewelry Fair, Hotel Stevens, Chi- 
cago, IIl. 


August 
11-14—American National Retail 
Jewelers Association, Annual Convention 
and Trade Show, Waldorf-Astoria Hotel, 
New York City. 





Watchmaker Licensing Endorsed 
At Nebraska RJA Annual Meeting 


Matters of local and state interest in- 
cluding the endorsement of the pend- 
ing bill to license and regulate watch- 
makers were taken care of at the Ne- 
braska Retail Jewelers Association’s 
meeting at the Paxton Hotel in Omaha 
on Sunday, February 9, preceding the 
mid-year conference of A.N.R.J.A. 

At the dinner Sunday night the prin- 
cipal speaker was John B. Henry of 
the Omaha Better Business Bureau and 
a feature of the evening was the presen- 
tation of the 100th anniversary sound 
picture in technicolor of the Interna- 
tional Silver Co., under the auspices of 
their representative, James T. Lester. 

Officers elected at the meeting were: 
President, Corey Chase, Chase Jewelry 
Co., Holdrege; Vice-Presidents: Morlyn 
Combs, T. L. Combs & Sons, Omaha; 
Morgan Dorsey, North Platte; and Earl 
Sherrerd, Sidney. William Brecken- 
ridge, Hastings, was re-elected secre- 
tary-treasurer. 








WITH THIS BIRTHSTONE AND 
WEDDING ANNIVERSARY 


POCKET ADDRESS BOOK 
Make your store opening more successful. Bring in 
the crowds for a free gift and distribute this Address 
Book made especially for you. Your advertising mes- 
sage in gold on the leatherette cover. Charts of birth- 
stones and wedding anniversaries on the inside covers 
Ample supply of pages for names, addresses, tele- 
phone numbers and memoranda. Prices for large dis- 
tribution, naturally. Send today for samples and prices 

Complete line of advertising gift items. 


VicToR @. Liver. cw. 


1253 WEST 33rd STREET, NEW YORK 1, NEW YORK 





























ENCRUSTING 


RusBies — SPINELs — ONYx 


Furnished complete with any em- 
blem. The fine quality of emblem 
work will help sell your rings. 


Orders — large or small filled 
promptly. Estimates gladly sub- 
mitted. 


HARRY LEVY 
80 Nassau Street New York 7, N. Y. 
Tel.: WOrth 2-9105 rere | 
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clap er & Polishers 


OF 


Dis tinctive He we bry 


"Crattsmanship at its Best’ 


LARRICK & MALKIN 


10 West 45th Street; New York 19, N. Y. 
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LAPIDISTS 


Specializing in Synthetic Rubies 
and Blue Spinels 
BUFF TOPS — CABACHONS 
PEAR SHAPES — FACETS 
Sizes Cut to Your Specifications 


MUKAI & CO. 


217 East 97th St. New York 29, N. Y. 








SAcramento 2-3477 











ALL YOUR NEEDS UNDER ONE ROOF 
WE CARRY A COMPLETE LINE OF: 


Jewelry findi 
ye and watchmakers teols 


Our Watch cases and dials 
Catalog Spring rings & sister hooks 
* Ear’ Wires "Steril or Gold 
res, 
OurPrices If Sering charms 
ne 
mee Polishing materials 
Right Leather & metal watch attch'ts. 


M. HARRIS, Wholesale Jeweler, 124 Hester 6t., H.Y. 
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Seid ently direst te Retailers 
WELLS MFG. CO., ATTLEBORO, MASS. 
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NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


S<FYHMOUR, CONN, 




















Freight prepaid in 
Je aa 7 the United States 
a «in specified mini- 


A superior polish 
- made by silver- * 
smiths for jewel- 7, 

ers’ use andresale. | 


REED & BARTON 


RAP Dail 





Summetalic 
14 kt. Gold on Sterling and 
STERLING SILVER JEWELRY 
YolioMohi a -lam@mioMa-tielll-la 


W.E. RICHARDS CO. 


ATTLEBORO, MASS. 





FINE STERLING 


ES 
\ \ y, Zam = HOLLOWWARE 

Y and 
a, Y ¥ AUTHENTIC ANTIQUE 


REPRODUCTIONS 


GO 
a DIMES co. its legen 
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22 Patterns Sterling Silver | jPay j 
ANCHESTER FG 


SILVER COMPANY 
Providence Rhode Island 



















GEMOLOGY — DIAMONDS 


The only complete course in gemology, 
the science of all gemstones. Courses in 
all jewelers’ merchandise except watches. 
Available under G. |. Bill of Rights. 





GEMOLOGICAL INSTITUTE OF AMERICA, Inc. 
Dept. J-3 541 S. Alexandria, Los Angeles 5, Calif. 
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q The Edward N. Cook Plate Co., Inc., 
manufacturers of rolled gold plate, is 
now established in its new quarters at 
615 North Broadway, East Providence. 
The new quarters offer a total of 35,000 
square feet of floor space as compared 
with 18,000 in the old plant in Provi- 
dence. 

q With only a few more weeks of roll- 
ing left for the Boston Jewelers’ Bowling 
League, the Mahar & Engstrom team 
not only had maintained a lead for sev- 
eral weeks, but had piled up a 4-point 
stride over the next team on the list. 
High team single was scored recently 
by the Bigelow-Kennard team which 
chalked up 564. This score was aided 
by the high single, 146, made by Fred 
Bertram of Bigelow-Kennard Co. 


q While jewelry played a leading role 
in Valentine’s Day gifts, it remained 
for Bigelow-Kennard & Co. to do a bit 
of smart work with its line of Mark 
Cross men’s toiletries as an added gift 
line to the usual belt buckles, tie clasps, 
and cuff-link sets. 

q Herman D. Page, Portsmouth, N. H., 
jeweler, spoke recently before the Ports- 
mouth Women’s College Club on the sub- 
ject, “Fascinating Facts About Gems.” 


q Miss June O'Neill, who divides her 
time between the Daniel Curran Co. and 
Smith and Zaff, Jewelers Building, re- 
cently was chosen “Miss Bunker Hill 
of 1947” by the Bunker Hill Association 
Social Club at the Charlestown Hous- 
ing Project. | 

q The* jewelry store of Michele M. 
Sabatelli, Monument Square, Leo- 
minster, Mass., has been entirely re- 
modeled, and a formal opening took 
place on Thursday, February 13. 


q The jewelry firm of Hollister & 
Wilder, Inc., Westfield, Mass., was sold 
out recently to M. J. Kittredge, Inc., of 
Springfield. 

q A new store, known as the Crown 
Jewelry Co., has just been opened in 
Amesbury, Mass., by two war veterans, 
both of them known in the trade for 
several years, Messrs. Folger and Pin- 
ciaro. Mrs. Evelyn Hodge, English war 
bride, also has joined the firm. 


q Remodeling and decorating goes on 
apace in both the Jewelers and Wash- 
ington Buildings, with the William J. 
Orkin, Inc., quarters undergoing exten- 
sive alterations and improvements. 


q In line with the redecorating, the 
Travis, Farber Co., 909 Jewelers: Build- 
ing, has added a new line of Parker 
Pens with a beautiful display cabinet. 

q Herman Levy of the Diamond De- 


partment of I. Alberts’ Sons, Jewelers 
Building, is back after an extended ill- 


| hess. Meantime, in the Washington 
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Building end of the same firm, altera. 
tions in the stock room and the remoya| 
of hallway partitions will add ¢gp. 
siderable space and give way to a new 
Washington Building entrance, 

q By a happy combination of names, 
Mrs. Jewel War has joined the Maurap 
Watch Co., 712 Jewelers Building, and, 
with Miss Mabel Sterling make up 
“Jewel-Sterling” setting that adds 
charm to the store. 

q During the alterations at the M, §, 
Page Co., Jewelers Building, a ney 
doorway was opened and the old one 
closed. So, today, the address is No, 5u 
instead of 506—same place, same per- 
sonnel, but newly decorated throughout, 
q V. R. O'Connell, Greenfield, Mass, 
jeweler, has been ill at the Veterans 
Hospital there. 

q Edmund W. Kirby of the Jewelers 
Building, is still confined to his home 
by illness, but is reported as resting 
comfortably and _ welcoming many 
visitors and letters from friends through- 
out the trade. 

q The New England Guild of the Amer- 
ican Gem Society has been meeting reg- 
ularly all winter, with Prof. Cornelius 
Hurlbut of Harvard University leading 
the class on Jan. 20 in the study of 
“Optical Phenomena.” The February 
meeting on the 20th at the City Club 
also was under the direction of Profes- 


- sor Hurlbut, who was assisted by Prof. 


C. W. Wolfe, of the Mineral Depart- 
ment at Boston University. The subject 
of this meeting was “The Feldspar 
Group,” and future plans call for 
Professors Hurlbut and Wolfe alter- 
nating in the absence of Prof. Freder- 
ick K. Morris. | 

q Mr. and Mrs. E. J. “Jockey” John- 
ston of Caribou, Maine, spent a week 
in New York City the first of February. 
4q Gordon A. Haerr, sales_ represen- 
tative of Smith & Zaff, Jewelers Build- 
ing, was married New Year’s Day to 
Betty Gene Hatcher of Loveland, Ohio. 
q Hugh MaclIsaac has joined the Alfred 
F. DeScenza firm, Washington Bldg, 
as salesman, and is attending the G.l 
gemological course of the Eastern Guild 
of the American Gemological Society. 
q George C. Bassett, who formerly op- 
erated a jewelry store in Buzzards Bay, 
Mass., has closed down that store, mov- 
ing to Hyannis, Mass. 

q Beatrice Kaplan and Annette Vinci, 
both with Swartchild & Co., Washing- 
ton Bldg., will travel to the altar in 
April, both remaining with the company 
after their weddings. 

q George Todd, Danvers, Mass., jewel- 
er, gave up his store there recently 
when his lease expired, and is now do 
ing business from his home. 
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ers of the Board of Directors 
Massachusetts & Rhode Island 
Retail Jewelers Association held their 
regular meeting at the Hotel Narra- 
ansett, Providence, on February 19. 
Plans are completed for the annual 
spring dinner-dance of the Association 
which will be held on April 23 in the 
Parker House Ballroom, with the an- 
nual convention meeting preceding the 
festivities which will include a _ floor 
show. Election of officers will take place 
at the afternoon meeting. 

4 Joseph Fahey, formerly store man- 
ager of the Smith-Patterson Co., Inc., 
has accepted a position as Credit Man- 
ager with the C. F. Hovey Co., de- 
partment store. He was tendered a tes- 
timonial dinner at the Parker House 
on the occasion of his leaving the jew- 
elry store, at which time he was pre- 
sented with a 14-k. gold pen and pen- 
cil set by his former colleagues. His 
position as store manager has been 
filled by B. S. White. 


q Many greater Boston jewelers left 
the somewhat chilly New England 
clime to bask in the warmth of Florida, 
though most of them reported finding 
it colder there than up north. Among 
those reporting were: Nathaniel I. 
Goodman, who was there with Meyer 
J. Kasner of Laconia, N. H., and who 
was flying over to Cuba to seek warmer 
weather and to size up the Pan-Ameri- 
can situation; Mr. and Mrs. Joseph L. 
Solomont of the Jewelers Bldg.; Sidney 
Fisher, in whose absence Mrs. Stanley 
Fisher is pinch hitting; the third-floor 
newly weds on their honeymoon, Mr. 
and Mrs: Bernard Shore, the former 
of Colton, Lewis & Co., the bride a sec- 
retary for Louis Guiness; Mr. and Mrs. 
Arthur S. Kelley of Norling & Bloom 
& Co.; Lyle F. Hill of Hub Material 
Co., Jewelers Bldg.; Mr. and Mrs. Ar- 
thur E. Coon, of Salem, Mass. Harold 
Barry of Barry & Epstein, Washington 
Bldg.; and Reuben Parritz of Harry 
Parritz & Bro., Washington Bldg. 


q Members of the Diamond Peacock 
Club gathered at the Parker House on 
Wednesday, February 26, for their an- 
nual initiation of new members. More 
details will be included in the next issue. 


q Chester Wiggins of the D. C. Percival 
& Co., first from that firm to enter the 
U. S. Marines, is now out, and the first 
new salesman to go on the road for some 
time. He is covering the New England 
territory in various sections. 


q The Arthur Stern store, Freeman 
Square, Lynn, closed on February 22 to 
undergo extensive alterations and re- 
decoration. Open soon. 


q W. D. Lawless has purchased the 
jewelry store operated by Charles H. 
linkham, Medford, Mass. Mr. Tinkham 
remains with the store. 


( Not all Boston jewelers headed for 
‘florida for their vacations this winter. 
Mr. and Mrs. Edmund Aronson of B. 
Aronson & Son, Washington Building, 
visited Hot Springs, Ark., with Board- 
man H. Chase taking over during their 
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absence; Henry Kamlot of the firm of 
the same name, Washington Building, 
spent his winter vacation skiing in vari- 
ous New England recreation areas; 
Clarence Lund, son of Clifton B. Lund, 
and a member of the Back Bay firm, 
also went skiing for two weeks in New 
Hampshire; and Mr. and Mrs. C: W. 
Alsterlund of the Washington’ Building 
went to California for a two months’ 
vacation trip. 

q Mrs. Ernest C. Stone, wife of the 
Exeter, N. H., jeweler, is recuperating 
from injuries received when she slipped 
off the ‘porch steps recently. 

q Herbert W. Stranger, Jr., is now a 
full-time worker in the Washington 


Building firm operated by Herbert,’ 


Senior. 


q Herman Fradkoff, formerly with Ken 
Products Co., Boston, has joined the 
B. Yaffe & Sons firm, Washington 
Building as salesman, covering the New 
England territory. Ralph Talberth, an- 
other of the firm’s salesmen, has been 
sojourning in Florida. 


q Globe Jewelry & Chain Mfg. Co.,, 
Providence, has moved its factory and 
offices to 210 Allens Ave., that city. 


q Martelli Jewelry Co., manufacturers, 
have taken out a building permit to put 
up a $10,000 jewelry shop at 810 Eddy 
St., Providence. 


q Twenty-eight disabled war veterans 
have been given training at the jewelry 
training shop of the Community Work 
Shops of Rhode Island, Inc., according 
to the annual report of the corporation. 
The shop was opened last winter and 
approved by the Rhode Island Depart- 
ment of Education. It is under contract 
with the Veterans Administration and 
the New England Manufacturing Jewel- 
ers’ and Silversmiths’ Association. En- 
rollees are trained for the jewelry in- 
dustry. It was announced that the or- 
ganization is inaugurating a program 
on an experimental basis, for the cure 
and training of persons afflicted with 
epilepsy. Work also is being advanced 
in the aiding of cerebral palsy cases. 


q Edwin O. Halpert of Pawtucket, re- 
ceiver of the Marleen Costume Jewelry 
Co. of Providence under bond of $2000, 
has asked and received permission of the 
Superior Court to arrange the auction 
of the jewelry firm’s assets. The firm 
was petitioned into receivership by 
Henry R. Di Mascolo et al who averr>’ 
that they held a promissory note which 
was overdue. The receiver was named 
January 27 and after taking of inven- 
tory decided that the best procedure 
was the auction. 


q Already faced with the common prob- 
lem of the continuance of the 20 per 
cent Federal excise tax on jewelry, 
Providence jewelry retailers now are 
confronted with the possibility that 
Rhode Island will impose a sales tax. 
A bi-partisan special Tax Study Com- 
mission has split on the issue with two 
members favoring a one per cent levy, 
two recommending a two per cent tax 
(Please turn to page 421) 
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32nd DEGREE RINGS 
MASONIC RINGS 
EASTERN STAR RINGS 


946 S. Meridian St. - Indianapolis 4, Ind. 














IS YOUR STORE 
FOR SALE? 


If so, why not get an idea how much 
CASH it will bring by having us see it. 
Your inquiry will be kept in strict 
confidence and no one need know your 
intentions of selling until you are 
ready to make the announcement. 
There is one solid reason for our 
leadership in the buying of Jewelry 
Stores and that is—-WE PAY THE 


MOST CASH. 

In a lot of cases, we buy stores and 
keep them as a going business. 

NO PROPOSITION TOO LARGE 
OR TOG SMALL. 


Bank and Trade References on request 
WRITE—WIRE—PHONE Dearborn 1684 


HARRY WEISZ 59 E. Madison 


and associates _Chicege. Ml. 












































ED-MAR 
Crystal & Jewelry Ce. 


WATCH CRYSTALS 
All Types and Shapes 


24 HOUR SERVICE 
Orders promptly filled 


Also Dealers in Swiss Watches, Rings 
Metal and Leather Wrist Straps 


727 SANSOM ST., PHILA. 6, PA. 


WAlnut 2-5469 











MEMO-BANDS 
Invite inquiry or will send cn memo distinctively de- 
signed GOLD FILLED Snake Chain Mesh and Nov- 
elty Flat or Braided Bands to fit all width watches 
for ladies and men. Guaranteed! Name of manufac- 
turer stamped on each band. Don’t miss this oppor- 
tunity to stock these personality bands on memo or 


approval. 
JAY RANZ 


1461 BROADWAY. NEW YORK I8. 
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A 1947 EXTRA 
For Jewelers! 





The HADLEY LINE 
of MENS JEWELRY 


¢ Complete 


3 Striking Designs 


Entirely New Items 


Prices Planned To Please 


Packaged to Produce Sales 


Distributed by 











KOHNER HAS BEEN 


IN BUSINESS 
OVER 60 YEARS 





TODAY —AS ALWAYS~—YOUR 
SOURCE FOR THE “WHO’S WHO” 
IN QUALITY MERCHANDISE 




















q The Linz Jewelists, Dallas, Texas, 
anounced that Joseph S. Linz has been 
appointed to the staff to handle public 
relations. Mr. Linz is a grandson of 
the late Joseph Linz who founded the 
organization 70 years ago. A graduate 
of Dartmouth College, he served for 
four years with the Army Air Forces 
and was discharged with the rank of 
captain. | 


q.C. E. Mulholland was elected presi- 
dent of the Austin Master Watchmakers 
Association at an organization meeting 
held in Austin, Texas on January 16. 
The association was formed for the pur- 
pose of encouraging interest and high 
standards in the trade and to maintain 
improved relations with employers and 
the public. Other officers are Miss Thera 
Nance, secretary, and M. E. Chernosky, 
treasurer. The members also plan to 
cooperate in a clinic on difficult prob- 
lems that individual watchmakers en- 
counter. 


4 Harold Thompson has been appointed 
new manager of the Fitzpatrick Jewelry 
Co. at Sikeston, Mo., having been trans- 
ferred from the main store at Blythe- 
ville, Ark. He succeeds Frank Caudill, 
former manager who opened the Sikes- 
ton store more than a year ago and who 
has been transferred back to the Blythe- 
ville store. 2 


q Lee Ragsdale, jeweler and watch- 
maker of Hot Springs, Ark., on Janu- 
ary 17 filed his pledge as a candidate 
for alderman from the Fifth Ward in 
that city. Mr. Ragsdale, veteran of 
World War I and a resident of Hot 
Springs for 28 years, said he was run- 
ning with the support of the GI group. 


q The T. J. Safford Jewelry Co., whole- 
sale jewelers, whose principal offices are 
in Lincoln, Nebr., filed articles of in- 
poration with the secretary of state at 
Lincoln January 16. The capital stock 
was listed at $60,000 with Tunis J. 
Safford as the resident agent. The in- 
corporators are: Safford, and Vaughn 
B. Lloyd. 


q Max Baum has received charters for 
three Texas jewelry stores as follows: 


The Michael Jewelry Co. of Texas City, . 


$30,000 capital, with Mary Baum and 
Irving Peterman as_ co-incorporators; 
the Michael Jewelry Co. of Galveston, 
$100,000 capital, with Saul Baum and 
Harry Pransky as co-incorporators, and 
the Michael Jewelry Co. of Pasadena, 
Texas, with $30,000 capital, with Mary 
Baum and Albert L. Levine as co-in- 
corporators. 

q Roy Morgan, jeweler, Enid, Okla., has 
been elected president of the Enid Re- 
tail Merchants Association for 1947. 

q The Marcus i. Lewis & Co., Inc., 609 
Arcade Building, St. Louis, Mo., have 
been incorporated by Max L. Roskin 
and Marcus I. Lewis to do business as 





THE SOUTH 


a retail jewelry concern with $50,099 
authorized capital stock. 


q Carolina Watch Repair Co., Charlotte, 
N. C., has been incorporated with capita) 
stock of $100,000. Victor Miller, Ag 
C. McCranie and James H. Elliott, aj 
of Charlotte, were listed as the ine. 
porators. 


q James M. Rudder, vice-president of 
Claude. S. Bennett, Inc., jewelers, has 
been elected president of the Atlanta 
Jewelers Guild at Atlanta, Georgia, The 
retiring president, Ernest P. Tomlinson, 
turned over the gavel to Mr. Rudder a 
the February guild meeting. Mr. Rudder 
was recently elected vice-president of 
the Atlanta Retail Merchants Assgocig. 
tion. He is a graduate of Emory 
University School of Business and served 
as a Navy supply officer during World 
War II. 


q Leonard’s, Inc., Salisbury, N. C., have 
filed articles of incorporation with the 
Secretary of State, listing authorized 
capital stock at $200,000. The incor. 
porators of the new firm, which is av- 
thorized to engage in the jewelry busi- 
ness, include W. H. Leonard, Jr., Wil- 
liam H. Leonard, III, both of Salis 
bury, and Harold Turner, of Concord, 


q Jewelry stores in Texas showed a 
three per cent decline in sales in Decen- 
ber, 1946, from sales in the same month 
in 1945, according to. figures of the 
Bureau of Business Research of the 
University of Texas. 


q Fifty-four employees of the Shuttles 
Brothers and Lewis Jewelry Co., Dallas, 
Texas, received bonuses amounting to 
25 per cent of their year’s salary at the 
conclusion of a 50th anniversary cele 
bration held at the Baker Hotel on 
Tuesday evening, January 23. The 
bonuses were distributed by R. H. Shut- 
tles, president of the company. 
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The Retail Jewelers’ Association of 
Philadelphia and Eastern Pennsylvania 
elected the following officers at their 
meeting January 23: Preident, A. Les- 
ter Sauter of Fred Sauter; Ist Vice- 
President, Jack K. Green of Louis S. 
Grossman ; 2nd Vice-President, Maur- 
‘ce J. Coleman; Secretary, Edwin K. 
Welch of William A. Heine Co.; Trea- 
surer, Samuel Kind of S. Kind & Sons. 

At this meeting, the Retail Jewel- 
ers’ Association made a resolution of 
the Gentlemen’s Agreement of Novem- 
ber which stipulated that no advertis- 
ing, signs Or notices in windows or at- 
tached to merchandise would specify the 
required down payment or the num- 
ber of installments necessary for pay- 
ment on time in the sale of merchan- 
dise. This is to discourage inflationary 
buying. 

q Kurtz Jewelers at 27th and Girard 
Ave. are building a new store at 1026 
Chestnut St. This will be their third 
in this locality, for they also have a 
store at 6922 Market St., Upper Darby. 
4 Micky Orloff of 706 Sansom St., has 
been named Chairman of the E-209, 
Jewelry Manufacturers and Whole- 
salers, Division of the American Red 
Cross Drive. His Committee includes: 
George Hagstoz of 709 Sansom St.; Sid- 
ney Lopatin, 730 Sansom St.; Charles 
Lesse, 732 Sansom St.; Jack Kelmer, 
722 Chestnut St.; William Waples, 731 
Sansom St., and Morris Nemerofsky, 
129 South 8th St. 

4 Miss Elizabeth C. Reese, formerly as- 
sistant jewelry buyer for Strawbridge 
& Clothier, Inc., 8th and Market Sts., 
Philadelphia, is now associated with the 
jewelry department of Jos. B. Bechtel 


& Co. Inc, 729 Sansom St., Phila- 
delphia. 
q The Jay-Dee store, 1137 Chestnut 
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St. has been combined with the Duval 
store at 1521 Chestnut St. at the latter 
address. Both were owned and operated 
by Philip J. Daley until the Jay-Dee 
store lost its lease and was forced out 
of business, the first of February. 

q Milton Neff has returned to his place 
of business at 742 Sansom St. after a 
seven-week illness, 

q Irving Goldwin of 706 Sansom St. 
has left on a short vacation. 

q Sol Davis of 713 Sansom St. has re- 
cently returned from a three-week vaca- 
tion in Florida. 

q Alber E. Price of 710 Sansom St. left 
for Europe February 6 where he will 
spend at least six weeks, on business. 
q William S. Waples, jewelers’ supply 
business at 731 Sansom St., have started 
work pn a two-story building at 123 S. 
Eighth St. which will be adjacent to 
their present one. They hope to have 
work completed by July. 

q Samuel Munzer has moved his busi- 
ness dealing in diamonds, watches, 
jewelry, clocks, curios and antiques to 
723 Sansom St. with the Pennsylvania 
Diamond Exchange. 

q Paul Dreher, lapidist of 717 Sansom 
St. has returned to work after an 
absence of six weeks due to illness. He 
says he is “somewhat better.” 

q Nathan Barsky, wholesale jeweler at 
708 Sansom St. returned from a three- 
week vacation in Florida February 10 
and immediately started work on plans 


_ to rebuild and open a complete whole- 


sale diamond shop. He hopes to have 
the work completed in about two months. 


q Miss Ann Snyder of 715 Sansom St. 
left for Florida the first of February. 

q Mrs. Pinkstone, wife of William Pink- 
stone of 142 S. 52nd St. (who is also 
secretary of the Pennsylvania R. J. A.) 
is recuperating from a fall in her home. 
Her condition is somewhat improved. 
q Nicholas Jeraci has completed altera- 
tions on his new retail jewelry store 
at 6207 Market St. He is operating un- 
der the name “House of Jewels.” 

q Albert Adler of 714 Sansom St. 
and Mrs. Adler have returned from a 
three-week trip to Florida on vacation. 


q Stanley Milner, son of the owner of 
the House of Milner, 728 Sansom St., 
married the former Miss Marcia Brown 
of Philadelphia, February 16th. 

q Phil Kramer of 730 Sansom St. mar- 
ried Miss Helen Burman of this city 
February 16th. 

q Albert Sabul, retail jeweler, at 142 
S. 15th St., is still recovering from a 
recent operation. 

q John A. Ramb of Drexel Hill, recent- 
ly opened a watch and jewelry repair 
shop in the PTC terminal at Darby, 
Pa., under the name “Terminal, Watch- 
makers & Jewelers.” 
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q The West Side Retail Jewelers Asso- 
ciation held a meeting at the Old Prague 
Inn and elected the following officers to 
serve for the coming year: Oscar Seidel- 
mann, Seidelmann Jewelers, president; 
J. H. Hennes, 5946 W. North Ave., vice- 
president; Ed Smaha, Chas. Miller, 
Cicero, secretary; and James Kuba, 
4052 W. 26th St., was re-elected treas- 
urer. The Board of Directors are: E. R. 
Miller, Berwyn, Roy Drexler, M. Gold- 
blatt, Ed Bradac, and Flo Nuezil, Jones 
& Baumrucker Co., all of Chicago. 


q Sound films are becoming a regular 
thing at the monthly dinner meetings 
of the Chicago Credit Jewelers’ Asso- 
ciation. At their meeting at the Stand- 
ard Club on February 5, Milton Deutsch, 
Director of the Credit Bureau in Chi- 
cago presented the Story of Credits, a 
film produced by the Associated 
Bureaus of America. Upon opening the 
meeting President Phil Martin requested 
a silent tribute to the memory of the 
late Valentine Jones former president 
of the association. Minutes of previous 
meetings were approved, bills were paid, 
date and place of the annual dinner 
dance was referred to the directors, 
membership applications were referred 
to the membership committee, and one 
of the shortest meetings on record was 
over. 


q The Galesburg Jewel Shop, Inc., has 
‘taken over the long established and 
well-known jewelry business of Charles 
S. Shoemaker, 219 East Main St., in 
Galesburg, Illinois. Richard Dehnert, 
Jr., son of Richard Dehnert, treasurer 
of Stein & Ellbogen Co., is president of 
the new corporation and will be in 
charge of the business. Young Dehnert 
has considerable experience in_ retail 
store operation, mostly under Irving 
Chayken at Armstrong’s Jewelry Store 
in Hammond; Indiana. 


Sol G. Cogan, of Manheimer Watch 
Co., is the new president of the Chicago 
Jewelers Club, elected at the annual 
meeting on February 18. R. B. Dehnert, 
Stein & Ellbogen Co., is vice president, 
Herman Kramer, Lossau & Kramer, 
treasurer, and Melvin Goldman, Gold- 
man, Alshouse & Healy, secretary. 
Routine business incidental to the an- 
nual meeting was transacted and reports 
indicate that in membership, social ac- 
tivities and financial balance the Club 
is at an all time peak. 


q Al Tolchin, president of Tolchin Co., 
Chicago and Los Angeles, has an- 
nounced that as of February 1, they 
will no longer be represented in St. 
Louis, Missouri, by White Jewelry Ex- 
change. Ronald J. Smith, resident sales- 
man, well-known in St. Louis and sur- 
rounding territory has been appointed 
exclusive representative and will call on 


MS UMICAGO 












the trade in this territory with the cop. 
pany’s complete line. 


q Emil Noel, jeweler, of 29 E. Madison 
St., is spending several weeks at Biloxi, 
Mississippi, accompanied by Mrs. Noel, 
q The Northern Plating Co., platers ang 
repairers, formerly located at 923 § 
State St., in Chicago, have moved to 
6 E. Lake St. 


q Edward Schrager, formerly associated 
with Everlast Metal Corp., New York, 
has joined the sales force of Vay 
Schyndle, wholesale jewelers, 86 S. State 
St., Chicago, and will represent them 
in the Chicago territory. 

q Sale of the C. H. Roberts Jewelry 
store at Mt. Carmel, IIl., to V. S. Tan- 
quary and sons, James and Victor §., Jr, 
was announced Jan. 15. The new owners 
took immediate possession. The building 
in which the jewelry store is located has 
continuously been the home of a jewel- 
ry store since 1902 when Mr. Tanquary, 
Sr., started operating there. The pur- 
chase of the store by him and his sons 
returns him to his original location. 





Bradley Polytechnic Institute Is 
Now Known as Bradley University 
Bradley University is the new name 
for Bradley Polytechnic Institute 
(Peoria, Ill.) and in this, Bradley’s 
semi-centennial year, the institution has 
been approved by the North Central 
Association of Colleges and has been 


classified in its University group. 


Five colleges and four special divi- 
sions make up the University, which 
has a total enrollment of five thousand 
students. The School of Horology is 
classed as a special division, and George 
J. Wild continues as Dean of the 
Horology Division. 

In addition to the regular course of 
Horology, which this division cffers, 
Bradley University is now offering 4 
four year college and horology course 
combined. Students who desire to s¢- 
cure a college education along with 
their course in horology will, upon suc- 
cessful completion of the course, have 
a thorough training in horology and will 
graduate from the University with 4 
Bachelor of Science degree. Approxi- 
mately seventy-five students are enrolled 
in this combination course, in addition 
to the enrollment in the regular School 
of Horology. 





V. M. Birks Heads Veterans Ass'n 
Victor M. Birks, Henry Birks & Co, 
Ltd., jewelers, Montreal, Canada, was 
nominated president of the Air Force 
Veterans’ Association of Montreal at 8 
meeting of the newly-elected directors. 
When approved at the next general 
meeting, Mr. Birks will be the first vet 
eran of the late war to hold the position. 
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New England 
(From page 417) 


and the fifth, a union man, opposing 
the sales tax in principle. It is expected 
that the General Assembly will also be 
split on the matter with the Democrats 
generally against and most Republicans 
favoring. 

Meanwhile, some of the stores here 
report a slight pickup in sales from the 
easing that set in after Christmas. It is 
said that there is more demand on the 
part of the public for value rather 
than a general resistance to any par- 
ticular price level. “The day of careless 
spending is over—definitely,” is the 
way one jewelry store official put it. 
In virtually every line, brand names are 
wanted and in many cases the cus- 
tomer will rejgct substitutes. 

4 Providence jewelry stores still are 
split on Monday closings with two of 
the largest stores—Tilden-Thurber and 
Foster’s—closed, and virtually all the 
others remaining open. 

q Tariff and excise tax problems have 
replaced those concerning shortages for 
jewelry manufacturers who are still ex- 
periencing a lull in the demand for their 
spring lines. ; 

As illustrated by Edward O. Otis, Jr., 
executive secretary of the NEMJ&SA 
in his appearance before the Committee 
for Reciprocity Information, tariff as- 
sistance appears to be a definite need 
to protect the manufacturer of the lower 
priced lines in this country. Already 
many manufactrers here report that im- 
ports, particularly from Czechoslovakia, 
are making themselves felt. These 
manufacturers say that the imports are 
greatly responsible for the softening of 
prices in domestic lines but other manu- 
facturers say the price reductions were 
inevitable. 

As for the excise tax, the manufac- 
turers seem resigned to the year’s con- 
tinuance of the 20 per cent levy and 
feel that such will keep many jewelry 
prices at undesirable high levels. On 
the other hand, it is felt that any an- 
nouncement that the 20 per cent tax 
will be continued will eliminate the 
temporary hesitation on the part of 
the public which was expected to set 
in if the tax was to be reduced in July 
of this year. ' 

q Silver is in abundant supply and at 
prices ranging down to near the 70-cent 
level. Apparently it is the makers of 
silver jewelry who, generally, are.among 
the hardest hit by the letdown in the 
costume jewelry field so that the de- 
mand for silver from the trade is 
not too heavy even at the lower prices 
for the metal. Brass, however, is an- 
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other story with the price of this metal 
having been hiked twice during recent 
months and some sources looking for 
enother boost in the coming months. 
Jewelry manufacturers report that they 
are able to get all the brass needed. 


q Many types of stones continue in short 
supply but it appears that this is hav- 
ing little effect on the manufacturers 
because of the slump in their call for 
the stones. Few jewelry houses are 
suffering from a lack of help, although 
here and there a company feels the 
shortage of certain types of workers, 
particularly of the skilled variety. 


q McAuliffe & Hadley, jewelers, for- 
merly located at 6 Beacon St., Boston, 
recently announced that they have 
opened new and larger quarters in the 
Hgtel Lincolnshire in Boston. 


q The first meeting of the New England 
Guild of the American Gem Society for 
1947 was a dinner meeting held at the 
Boston City Club on Thursday, Janu- 
ary 23, with 43 members and guests 
present. Professor Cornelius S. Hurl- 
but of Harvard University conducted 
the class in the study of “Optical Phe- 
nomena” following closely the text of the 
Gemological Institute of America’s 
course, but enlarging upon and giving 
a geological and mineralogical ap- 
proach to the various types of phe- 
nomena. 


q After one postponement because of 
inclement weather, the first 1947 meet- 
ing of the Central New England Study 
Group of the American Gem Society 
was held January 21 at Smith College, 
Northampton, Mass. Dr. B. M. Shaub 
of the college gave a most interesting 
address on the atomic structure of min- 
erals and their crystal forms and sys- 


tems, illustrating various points with | 


wooden models and gem crystals in the 
rough. This was thoroughly enjoyed 
and appreciated by the students and 
older men. 


q Among many out-of-town jewelers 
glimpsed in Boston trade circles re- 
cently—many of them attending the 
Gift Show at the Parker House—were: 
Mr. and Mrs. Philip Brault, of Mont- 
pelier, Vt.; Bert Howland of Brandon, 
Vt.; Dave Rosen, Crown Jewelers, Ban- 
gor, Maine; Lloyd Daniels, Rockland, 
Maine; Mr. and Mrs. W. C. Schwind, 
R. C. Jewelry Co., Rumford, Maine; 
Mrs. Alberta Chesley, Preque Isle 
Maine; Joseph Desjardin, Manches- 
ter, N. H.; Louis Lemay, Manchester, 
N. H.; Mr. and Mrs. M. A. Noury, 
Manchester, N. H.; Mrs. Allan Adams, 
Brattleboro, Vt.; Mrs. Catherine Del- 
Debbio, North Adams, Mass.; John 
Palmer, Newport, N. H.; Fred Allen, 
Claremont, N. H.; Mrs. Ella Darrah, 
Claremont, N. H.; A. J. Daigle, 
Winchendon, Mass.; Jerry Murphy, 
American Supply Co., Worcester, Mass.; 
Norman Sharfman, Nathan Sharfman 
& Son, Worcester; Samuel Kameroff, 
Samuel’s Gift Store, Woonsocket, R. I.; 
and Mr. and Mrs. Irving Sherman, 
Westfield, Mass. 
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q Allen Swigart who has been ill is | 


now fully recovered and back on the 
job again. 

q Five-hundred-fifty people attended 
the Watchmakers Ball held on Janu- 
ary 25 at the Gibson Roof Garden. 
Many retailers and wholesalers at- 
tended the ball. Among those supplying 
prizes for the occasion were: Green- 
wold-Grift Co.; Schumer Bros.; Flana- 
gan & Kovak; and Wallenstein & Mayer. 
The Gruen Watch Co. and Elgin Watch 
Co. furnished watches as prizes. 

q Carroll Seghers, of Carroll’s Jewelry 
Store, 5th & Main Sts., is acting mana- 
ger of the store while George Hovey 
is away ill. 

q Mrs. Carroll Seghers is managing the 
Coral Gables, Fla., store with the help 
of Carroll, Jr.. who is attending the 
University of Miami. Carroll, Jr., ar- 
ranged to have all his classes in the 
morning’in order to help in the store. 

q Ralph Goebel, formerly of 604 Vine 
St., moved to the Enquirer Bldg. 

q Robert Rhoten, formerly with the 
Parker Pen Co., now is connected with 
the Elgin Watch Co. and is assigned to 
the Cincinnati area. 

q Edwin Jacobs, D. Jacobs Co. and 
his wife are in Santa Barbara, Calif., 
for a month’s vacation. 

q Julius B. Jacobs is planning a trip 
to French Lick, Ind., in the near future. 
q Gus Kuhnheim, D. Jacobs Co., is back 
on the job again after being ill. 


‘q Louis Lange, of A. G. Schwab & Sons, 


will attend the annual convention of the 
Ohio RJA to be held in Columbus on 
March 28 to 25. ; 

q Carl Roos, salesman for Flanagan & 
Kovak, is travelling the Ohio and 
Indiana territory. 

q John Daly, salesman for Flanagan & 
Kovak, is covering Kentucky, Indiana 
and West Virginia territory. 

q Wally Miller, of 20th Century Co., 
went to Chicago on a selling trip. 

q Donald Hargrave is now associated 
with Louis Hummel, 1 E. Fourth St. 

q John Gerwe and family are in Florida 
enjoying the sun and escaping the 
wintry blasts of Cincinnati. 

q Jack Gerwe and Emmett Fitzpatrick 
returned after a successful business trip 
and are now off again in other direc- 
tions. 

q Carl Leser, Northside jeweler, held a 
formal opening of his new and modern 
store on January 17. 

q At the annual dinner and election of 
officers of the Town Criers held on Jan- 
uary 9, 1947, at the Alms Hotel, the 
following officers were chosen to serve 
for the ensuing year: President, Larry 
Crouch, Wallenstein-Mayer Co.; Ist 
Vice-President, Clarence Loeb, Litwin 
& Sons; 2nd Vice-President, E. Paul 


‘Nichols the agent. 





CINCINNATI 


Knight, J. P. Knight; 8rd Vice-Pregi. 
dent, Ralph Patterson, Albert & Seifert 
Co.; Secretary; J. Chas. Hummel, 
Gerwe-Brown Co.; and Treasurer, Rob. 
ert Hengehold, Rosfelder Bros. Co, 


q The board of directors of the Cip. 
cinnati Wholesale & Manufacturing 
Jewelers Association elected the follow- 
ing officers for the ensuing year at their 
meeting on February 5. President, 
George E. Brown, Gerwe-Brown Co.; 
Vice-President, Albert Sauer, A. Sauer 
& Co.; Secretary, Arthur Hirshfield, p, 
Jacobs Sons Co.; and Treasurer, Earl 
Bose, Oskamp Nolting Co. Elected to 
the Advisory Board were: E. C. Brunst, 
Gruen Watch Co. for three years; Her. 
bert C. Schwab, A. G. Schwab & Son, 
for two years; and Harry Greenwold, 
Harry Greenwold Co. for one year, 


q The Northern Ohio Guild of the 
American Gem Society held a meeting 
on February 11 at the Hatch Building, 
Western Reserve University. Dr. Henry 
F. Donner gave a lecture on “The 
Hardness of Gem-Stones.” 

q Standts Jewelers, Inc. of Muncie, 
Ind., filed articles of incorporation at 
Indianapolis, Ind., naming Morton G, 
Standt, the agent. Capital was listed 
at 1000 shares of $50 par value stock. 
Incorporators are: Morton G, Standt, 
Tille M. Standt and Ralph E. Rector. 


q Eldridge H. Nichols, Inc., of Indian- 
apolis, Ind., filed articles of incorpora- 
tion in that city, naming Eldridge H. 
Capital was listed 
at 500 shares of $50 par value stock. 
Incorporators are: Dorothy May Nich- 
ols, Albert E. Farmer and Eldridge H. 
Nichols. 


q The wholesale jewelry concern of M. 
Schwab Co. at Cincinnati, Ohio, was 
incorporated January 14 by Maurice, 
Rietta A., and Esther Bucove. The busi- 
ness was bought by Mr. Bucove last 
March and he had been conducting it 
as an individual. Capital of the com- 
pany is given as 400 shares of no par 
value stock. 


N. Y. Horological Elects Officers 


At a recent meeting of the Horologi- 
cal Society of New York the follow- 
ing officers were elected to serve for 
the coming year: J. J. O’Shaughnessy 
was re-elected president; Otto Ross, 
vice-president; Henry B. Fried, execu- 
tive-secretary (pro tem); Paul G. Roth, 
recording secretary; Frank Knoll, trea- 
surer; and Henry J. Morriss and Fos- 
t-r H. Brown were elected as trustees. 
Arthur Lindig and Lester T. Groth were 
chosen for the joint office of librarians. 

The executive committee elected four 
new officers to this committee. The en- 
tire committee now consists of Charles 
K. Johns, I. Liemer, Frank C. Stewart, 
Dr. Karl Vogel, and Henry B. Welch. 
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ANRJA CONFERENCE effect of this kind of competition, led the 
aia discussion on “Army and Navy stores.” 
(From page ) He traced the development of these GR AFNER BROS 
Stores from the small beginning to 1945 
osition he ee oe — when the number of ning reached ' 
ing ov el e 11,000, with sales of over one billion 
"tie Joseph, Des Moines, Iowa, dollars, six per cent of which was GENERAL LINE 
esi- ; ies en jewelry store items. No one was able 
lead the discussion. on ouse-to-House Snir: euleniniti Shek: ain cee a 
ert Selling.” He stated that the threat now fel — ee. ey oem VALUE AND ASSORTMENT 
nel, ; largely in the silver field, both plate elt t at with future demobilization in 
ob- sr sterling, with four firms being most peace time it would be self adjusting. SPECIALIZING 
vont. In the discussion which fol- Kenneth I. Van Cott, vice-president, 
\s promincs~ + ila’ Northeastern Region, ANRJA, opened 
AN- lowed, opinion was divided—a majority th blici se » opene IN 
ing feeling that plans would have to be poe ig we “my with the subject, 
ge devised by jewelers of every community ‘ on at the Buying Public Think 
elr to get their sales story into homes, per- i. : y Store?” Mr. Van Cott stated 
nt, sonally or otherwise, while some felt 0 a store and its personnel impress 
0,5 that when merchandise becomes available e public favorably ’ unfavorably » or not 
~ to the stores, their prestige will go a at all. These pe Ore made by 
D, long way to eliminate the threat. advertising, window display, interior v 
ar “Trade Diversion” (industrial catalog display, the reception given visitors, and 
to selling) was a discussion led by Henry | 8¢neral policy of the store. He recom- 818 =LIBERTY AVE., PITTSBURGH 
st, W. Rank, Milwaukee, Wis., who pointed mended self analysis of all these features 
st out that while there had been little com- in comparison with those of successful 
" petition in this direction for some years stores in any line. 
it would now revive since war conditions DISTINCTIVE 
are over. He stated that the only suc- JIC PROGRAM EXPLAINED 
he cessful manner to combat the evil is by Albert E. Hasse, executive director of JEWELRY 
ig state law similar to that in Wisconsin Jewelry Industry Council, explained the 
g; and a few other States, by which in- program of the Council and described WATCHES 
ry dustrial plants are forbidden to sell to mn detail services which have been and 
1e employees any product other than that are being planned and which will be DIAMONDS 
of their own manufacture, excepting ste Hes oe em their use. These 
food and drink. He said*that as far as include prepared talks on watches, silver, 
; he knew no attempt had been made to clocks, etc., which may be used before THE D. JACOBS SONS CO. 
: test the constitutionality of the law and clubs and meetings, with suggestions on Wholesale Jewelers 
d felt sure industrialists would welcome how to use them. 811-13 RACE STREET 
7 such a law under which their purchas- On Monday night a cocktail hour pre- CINCINNATI 2, OHIO 
, ing agent devoted his entire effort to ceded the dinner-dance and entertain- 
their business and not supplying em- ment. Music and entertainment was pro- 
: ployees with personal and household re- | vided by the Ku-Kus, an organization , 
ss quirements. of jewelry traveling salesmen covering i Oo % - & L D te iz 
Frank Pfeiffer, Parsons, Kansas, who, the State of Nebraska. 
so far as he knew, had not felt the (Please turn to page 424) BROS. AND co. 
MANUFACTURERS 
. ie hachantietnaall 
SCENE AT NEW STORE OPENING Special Order Work 
Sao : ae 413 RACE ST. 


| CINCINNATI 2, OHIO 


PEARL 
STRINGING 


Best in the midwest for 
workmanship and service 


M. LANGE CO. 


425 W. WRIGHT STREET 
Milwaukee 12, Wisconsia 

















CARVED PIERCED * 
GREEN JADE STONES 
14 mm x 20 mm Oval 























G. W. Hetherington, jeweler, 313 Sixth St., Texas City, Texas, is shown with his employees 
on October I1, the day he formally opened his new store. Approximately 700 people at- Small = mins ae noha 
i oe .. ; f , ‘yey pply for Immediate Delivery 
— the opening. The store is air-conditioned and is equipped — — lighting. C. C. EXPORT IMPORT CO. INC 
aaa are used in wall cases to show the customer both sides of merchandise on display, . . td 633, Corpus Christi, Texas 


and are illuminated by fluorescent tubing. 
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Where to Buy 
IMPORTED 
China and Glass 
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: Importers of 

+7 ENGLISH CHINA 
and 

EARTHENWARE 
Stock and Impert 


FONDEVILLE & CO., 
149 Fifth Ave. 





INC. 


New York 10, N.Y. 
L. 4-0104 














ROYAL DOULTON 


Englisk Bone China and BKarthenware 


DOULTON and CO., Ine. 


Successors To 
WM. 8. PITCAIRN CORPORATION 


2i2 Fifth Ave. 


New Verk, N. Y. 








PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of . 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Merray Hill 8-5460 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDQWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














JUSTIN THARAUD & SON 


INC, 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 














MADDOCK & MILLER, INC. 


English China and Earthenware 


CROWN DUCAL Dinnerware 

MASON’S Ironstone China 
COALPORT Bone China and Kingsware 
ROYAL CAULDON Bone China and 
WELLINGTON Bone China Teaware 








129 Fifth Avenue, New York 3, N. Y. 








TEDMAN IMPORTING CO. 


225 Fifth Ave., Room 829 Tele.: CA 5-5324 


New York 10, New York 


ENGLISH BONE CHINA 


Breakfast Sets, Teaware, Smoking Articles, 
Toby Jugs and Lustreware 





RESUME DURANT COURT MARTIAL 


















The Hesse crown jewels are well guarded at the February 10 resumption of the court martial 

of Colonel Jack Durant at the Pentagon Building in Washington, D. C. 

court martial board, all Colonels, are, left to right: Edward H. Raley; John B. Smith; John 

C. Platt, Jr.; Russell C. Charlton, president of the court; Irvin Schindler; Charles M. Taylor; 
Kincheon H. Bailey; and William H. Greear. 


Members of the 





ANRJA CONFERENCE 
(From page 423) 


Tuesday morning President Howes 
presented H. L. Carter, Kansas City, 
as chairman of the clinic entitled “Prob- 
lems of Competition.” Mr. Carter stated 
that ethical competition builds, un- 
ethical competition destroys, and cited 
cases of both kinds in the jewelry trade. 

Vern Webster, president of the Kan- 
sas RJA discussed the competitive fea- 
tures of unusual watch guarantees, and 
opinions varied greatly with a majority 
expressing the opinion that 90 days is 
sufficient for complete guarantee. H. C. 
Kirkberg, Fort Dodge, Iowa, pointed 
out the advantages of properly handled 
credit terms. using them to increase 
business and build good will. A carry- 
ing charge seemed to be favored but 
few charge because of competition. 

The discussion on “Free Engraving” 
was led by Arnold Schiffman, Greens- 
boro, N. C.; one on “Trade-In Allow- 
ance” by W. J. Breckenridge, Hastings, 
Nebr.; and “Appraisals” by John A. 
Buchroeder, Columbia, Mo. The panel 
sessions brought forth opinions but no 
suggestions for a solution in any case, 
Since there were so many exceptions to 
every rule offered. 

Charles T. Evans, national secretary 
of ANRJA gave a complete report on 
the activities of his office during the 
past months and urged members to co- 
operate by promptly furnishing informa- 
tion when requested and taking action 
when called upon for some vital matter 
which requires the efforts of every in- 
dividual. 

The morning session closed with a 
talk by Claud Wheeler, Chicago repre- 
sentative of THe JEeweters’ CrmcuLar- 
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|KeysTONE, who was_ secretary of 
ANRJA in 1909. He gave some of the 
early history of the organization and 
pointed out how effectively trade papers 
had assisted in the organization’s work 
and supported association efforts in 
every branch of the trade. He cited an 
editorial from the April, 1878, issue of 
the JEWELER’ CrrcuLaR urging jewelers 
to organize and cooperate to correct 
evils in the trade. 

The closing session on Tuesday after- 
noon was a continuation of the clinic 
schedule. Hoyt T. Purvis, Jonesboro, 
Ark., started the discussion on _ the 
method of handling credit on returned 
merchandise. He read letters from sev- 
eral jewelers giving their plans and 
many were offered from the floor. 

Show window and interior displays | 
were discussed by Charles Telchin, New 
York; Herman Tholen, Hays, Kans, | 
and E. H. Stewart, Hope, Ark. 

The afternoon session and the con- 
ference closed with an excellent talk on 
“Inventory” by Robert Prastka, Cedar 
Rapids, Iowa. He pointed out the 
necessity of a stock record and the 
value of correct inventory for tax pur- 
poses, to check turn-over, and furnish 
an accurate picture of what every de- 
partment is doing. 

All .in all, the conference was con- 
sidered a huge success and officers of 
ANRJA expressed themselves as highly 
pleased with the results accomplished. 














SWEDISH CRYSTAL 


Kosta Alsterfors 
Maleras Bohlmarks 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Ine. 


212 Fifth Avenue New York 10, N. Y. 
MUrray Hill 7-7823 
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OBITUARY 


Percy Brown, 67, owner of the Brown 
Jewelry Shop at 711 Main St., Houston, 
Texas, died on February 2. He is sur- 
vived by his widow and four sons. 


JoserH F. Dean, 84, retired salesman 
for Reed & Barton Corp., Taunton, 
Mass., died January 1l. He was com- 
pany representative throughout the New 
England, Middle Atlantic and mid- 
Western states. Although he retired 
from active service in 1931, he has been 

to the plant many times throughout the 
years, in a consulting capacity, attend- 
ing sales conferences as an _ honored 


guest. 


WruaMm N. Duvtempte, 79, retired 
salesman, formerly associated with W. 
R. Dutemple, Providence, R. I. and 
Union Plate and Wire Co., Attleboro, 
Mass., died February 20. Mr. Dutemple 
was for many years secretary-treasurer 
of the Jeweler’s Fraternal Association 
of New York until his retirement. Sur- 
viving are his widow, a daughter, and 
two sons. 


Louis GotpMAN, 59, senior member of 
the law firm of Goldman, Allshouse & 
Healy, Chicago, Ill., died February 9. 
Mr. Goldman was secretary of the Chi- 
cago Jewelers Association for more than 


A 


LOUIS 
GOLDMAN 





20 years. He was also a member of 
the Chicago Jewelers Club, Chicago 
Golden Roosters, and Chicago counsel 
for the Jewelers Board of Trade. He 
is survived by his widow and two sons. 


VALENTINE T. Jones, 67, past presi- 
dent of Jones and Baumbucker Co., Inc., 
credit jewelers, Chicago, Ill., died Janu- 
ary 28. Mr. Jones assisted in organizing 
the Chicago Credit Jewelers Association 
and was always active and influential in 
its affairs. He served as president of 
the association for three years and be- 
came honorary president in June, 1945. 
He is survived by his widow, a son and 
three daughters. 


THomas F, Kavanacu, 60, owner and 
operator of W. C. Cornell Co., Jewelers, 
Newburgh, N. Y., and former president 
of the New York State Jewelers’ Asgo- 
ciation, died February 11 after a brief 
illness. Mr. Kavanagh was engaged in 
the jewelry business in Newburgh for 
45 years. He was a past president of 
the Newburgh Chamber of Commerce, 
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the Newburgh Merchants’ Association, 
the Newburgh Lions’ Club and the first- 
president of the Newburgh Jewelers’ 
Association. It was under his leader- 
ship that the famous “Newburgh Plan” 
to prevent the diversion of class-ring 
and scholastic jewelry business from 
local retail jewelers was evolved. 


IsaporE Levinson, I. Levinson & Sons, 
manufacturing jeweler, 29 E. Madison 
St., Chicago, Ill, died on January 22 
after a brief illness. Mr. Levinson was 
one of the pioneers of the trade in 
Chicago. 


Cuartes D. Levirz, senior partner of 
M. Levitz & Co., wholesale jewelers, 133 
N. Pearl St., Albany, N. Y., died Janu- 
ary 25 after a brief illness. Surviving 
are his widow, son and his daughter. 


Paut Lux, 77, president of the Lux 
Clock Manufacturing Co.. Inc., 95 John- 
son St., Waterbury, Conn., died Janu- 
ary 24. He founded the company in a 
woodslied 35 years ago, and from this 
modest start in business became head 
of a company that employed as many 
as 1,000 persons during the peak of its 
business in World War II. Surviving 
are his two sons. 


Aveusr C. Miter, 80, silver designer 
for Reed & Barton Corp., 144 W. Brit- 
tania St., Taunton, Mass., died January 
25 after a long illness. Mr. Miller stud- 
ied designing under the old masters in 
the silver trade at Tiffany’s in New 
York City. He leaves a widow, four 
daughters, and a son. 


JorGeN Netson, 67, for 28 years the 
owner-operator of the Jorgen Nelson 
Jewelry Co., Pacific Ave., Bremerton, 
Wash., died January 29 in San Fran- 
cisco. He is survived by a widow and 
a son. 


Freperick H. Osterwatp, 65, presi- 
dent of the Frederick H. Osterwald Co., 
pearl and jewelry merchants, 542 Fifth 
Ave., New York City, died January 25. 
surviving are his widow, a brother and a 
sister. 


Henry Leroy RanpnaAtt, 56, president, 
Keystone Watch Case Division, The 
Riverside Metal Co., Riverside, N. J., 
for the past 25 years, died February 19. 
Surviving are his widow and a daughter. 
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AtFrEeD J. Ropen, 62, president of | 


Roden Bros., Toronto, 
February 8. Mr. Roden, at the age of 
15, joined the firm founded by his father 
and uncle and had been president for 
more than 20 years. He was a past 
president of the Jewellers’ Association, 
and a past director of the Canadian 
Manufacturers’ Association. Surviving 
are his widow and a daughter. 


Ourver F. Sette, 55, president of the 
Selle Jewelry Co., St. Louis, Mo., died 
February 16 after a long illness. Sur- 
viving are his widow, two daughters and 
a son. 


Canada, died | 
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ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 

DE LUXE TABLEWARE 
for the 

FINE CHINA TRADE 

MADE IN AMERIGCA- MADE OF AMERICA 

212 Fifth Ave., New York, N. Y. 











THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclasive 


THEODORE HAVILAND CO., INC. 
28 W. 23rd ST. 1550 MERCHANDICE MART 
NEW YORK CITY 











Kusindion. ® 


Giftwares of Distinction 
KENSINGTON METAL — GLASS | 
KENSINGTON, INC. NEW KENSINGTON, PA. 


























GIFTS foe MEN 


A comprehensive selection of 


Accessories with S ing Motifs. 
LYNN BOGU 
Sterling Game Bird Sets—Fo Ayailabie 


AVENUE 









SUN GLO STUDIOS 23, 5H. AVENUE 











LEVY BROS. CHINA CO., Inc. 


Established 1868 
Specialties in All-Over 22K Gold on 
China Encrusted Service Plates 
NEW YORK 


Downtown Showroom Uptown Showroom 
79 Fifth Ave. 225 Fifth Ave. 












CRYSTAL—/-om Senden 


Stemware, Bowls, Vases, Perfume 
Bottles and Smoking Accessories 


ENRIGHT - LeCARBOULEC, INC. 
160 Fifth Ave. New York 10, N. Y. 
CHelsea 2-5558 











STAR GARNETS 
Of the better quality. Deep rich red, with 4 


ray r. on \ 
CRYSTAL SPECIMENS of all kinds fer windew 
display. Free price list. 


Vv. D. HILL 


Cemplete Gem & Mineral Establishment 
R#7, Box CD Salem, Oregea 
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Adjusting a Balance Staff 







Continuing the discussion of the tools used in polishing a 


pivot and their correct use, the author here takes up the 






burnisher. polishing shovel and abrasive powders used in job. 










by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 
































THE BURNISHER places a burr on the pivot end. This must be removed 

Burnishers come with two ends as shown in Fig. 17, with the burnisher run across the edge of the pivot 
34, actual size. One end has fine filing surfaces and while it is rotated for a few turns as shown in Fig. 20, 
edges. This end may be used to reduce the pivot thick- Because these holed discs are very thin and brittle, care 
ness to within .005mm of the desired thickness. The must be used that no strain be placed upon them as 








Lc 

ON Fig. 17. Burnishers, shown 
here 34 actual size, come 
with two ends, each with a 
different shaped file edge. 















filing end has two opposite edges, one with a sharp 
edge for filing pivots with square shoulders such as 
used with third wheel pivots shown at right in Fig. 18. 
The diagonally opposite end has a rounded filing edge 
which is used to work upon the conical portion of balance 
style pivots. ari LT 
These burnishers come with the sharp angles in two Hi il ne : 
styles—right and left. For right-handed watchmakers Mt , 
who rest the burnisher on top of the pivot, a left- 
handed burnisher is used. Where the work is held un- 
der the pivot, a right-handed burnisher is used. It is Fig. 18. The burnishers are available in 
advisable to have both types. two styles—right- and left-hand. Above 
When the burnisher is used to finish or reduce pivots rite 2 erage dew yet oe 
it is smeared lightly with a coating of fine oil. No oil ; 
is used when the filing surfaces of this tool are em- 
ployed. The oil keeps the fine steel particles, shed from 
the pivots, floating clear of the crevices in the burnisher. 


This keeps the surface clear and clean. — — 
To reduce the length of a pivot, the holed- disc-ends —O——w " waka 


are used. The pivot is placed th h a hol th pea tl —| 
disc and the pivot fle is ra ss al oo Fig. 19. . Li AA il fel | 


Here the file or burnisher is rested upon the cylindrical 
recess of the spindle and the pivot file is pushed back 
and forth against the pivot-end until the adjustment 
desired is obtained. However, this operation generally 
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Master wateh-raters 


SPENCER SCHOOL 
OF WATCHMAKING 


Spencer, No. Carolina 


ed 
rot 
20. 
ire te, 
as 
@ - 
Think this one over— 
N connection with their watch-making 
The WatchMaster prints course these students (and the students 
a record of the 24-hour of many other schools in all parts of the 
rate of any watch in any country) are learning to rate watches quick- 
sre sr - . ly and accurately with the WatchMaster 
cause of any irregularity, 
til tn te anal, Watch-rate Recorder. 
They will soon be producing better repair 
work, more speedily, more economically. 
They will be entering your territory, per- 
haps your shop. Prepare for them by 
| possessing a WatchMaster. 
| AViiltawleili Me Wilitie aw eiitiiok ee ie 
580 FIFTH | oo a a ee NEW Y,ORK.,. , = \ ae 


Distributors of 
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W estern-Eleciric Watch-rate Recorders 









eney might chip off. When not in use, they are pro- 
tected by the scabbard “D,” Fig. 15. The hole chosen 
in the disc for this purpose must permit only the cylin- 
drical portion of the pivot to stick through it. 


POLISHING SHOVELS 

In the reduction of round surfaces such as pivots, 
roller posts, hairspring shoulders and balance shoul- 
ders, conical surfaces, or oil grooves, the polishing 














Fig. 19. Reducing length of a pivot, the 
holed disc-ends are used. The pivot is 
placed through hole as shown and the end 
is cut down to desired length with file. 


shovels used with the lathe’are efficient and render a 
most satisfactory polish. The shovel shown in Fig. 214, 
is used in conjunction with an eccentric tailstock taper 


Fig. 20. After pivot is 
shortened, the burr re- 
maining must be removed. 
Burnisher is run diago- 
nally across the edge as 
lathe is slowly rotated. 


| 
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“B” also shown in this illustration. The shovel illus- 
strated is made of iron, hard brass, or copper pipe. A 
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section of such pipe about 11% inches long and aboy 
one-inch indiameter is cut along its length resulting in 
two U-shaped sections. These are soldered or screwed 
to thin brass rods about Ygth-inch in diameter ang 
about four-inches long, to the underside of each section. 
The top surfaces are then filed along their lengths go 
that these surfaces are straight and parallel to one 
another. When this is done, the surfaces are “grained,” 
This is accomplished by “cradling” the rounded bottom 
of each shovel in the left hand between the index ang 
middle fingers as shown in Fig. 22. In the right hand, 
a fine file, preferably a No. 6, is placed across the top 
of the shovel at right angles to its length and straight 
steady strokes are used in one direction across the tops, 
This produces a fine grain. 

Fine particles of polishing or abrasive powders, when 


Fig. 21. Polishing shovel, 
(A) is used with lathe in 
the reduction of round sur. 
faces such as pivots, roller 
posts, etc. Also used is 
an eccentric tailstock 
taper constructed as at B, 


Cts Oly) | 
) ; 


C 








prepared and placed onto the shovel’s surface will 

partially imbed themselves into the microscopic grooves’ 

created by the file and thus the surface becomes an 
(Please turn to page 432)- 


Fig. 22. Surfaces of shovel 
are grained by using a fine 
file with steady strokes in 
one direction at right an- 
gles to length of the shovel. 
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VEW HAVEN CLOCK & WATCH OO. 
ADVERTISING 1S GEARED T0 DO 
AV ALL-OUT ADVERTISING JOB 
TO WAN CONSUMER PREFERENCE 
VTE BUYERS MARKET 
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POCKET WATCHES. New Haven pocket “HALO” ALARMS. N 


watches are traditionally good value: 
a sturdy, reliable “work-watch,” thriftily 
priced so everyone can afford one. In nickel 
plate, retails for $2.50 plus tax; in beau- 
tiful color of natural gold $4.50 plus tax. 


site new spring-wind, 30-hour alarm, in 
the beautiful color of natural gold. 
Modern beauty of design. Clock is 314 
inches high. Retails for $7.50 plus tax; 
with luminous dial, $8.75 plus tax. 


ew Haven’s exqui- WRIST WATCHES. New Haven wrist 


watches are sturdy, well made, reliable. 
In chrome-plated, stainless-steel back, 
retails for $7.50 plus tax; in beautiful 
color of natural gold, stainless-steel back, 
jewelled movement, $9.50 plus tax. 





THE “VITAL NERVE CENTER” is famous New 


WIFEY Haven compensating hair spring which makes 
IW) New Haven watches and clocks keep better time 
SA through wide variations in temperature which 





affect ordinary steel hafr springs. No other 


watch or clock in low price field can offer this 
remarkable compensating hair spring: it is a 
patented exclusive New Haven feature. Result: 
New Haven clocks and watches are more accu- 
rate, day in, day out. ” 








rus NEW HAVEN CLOCK crv WATCH 
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SINCE 1817 


NEW HAVEN 4, CONN. 
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Peenncnielibaags very high-grade watches, where 
time spent in cleaning, etc., is well paid for, is 
there any special method, or materials, that could be 
employed, to get the finest possible results, regardless 
of costs? I mean in connection with cleaning a watch. 


(Question No. 5923) M. F. 


Answer—Whether the first step in cleaning the 
watch, is by hand-brushing with the usual materials, or 
by machine, we suggest as a final treatment a very 
thorough rubbing of all surfaces that will be oiled, using 
pegwood sharpened to suitable forms, dipped into a 
mixture of oxide of tin and grain alcohol. For pivot- 
holes, of course the pegwood is cut to a point; 4nd for 
pallet stones, roller jewel, and the faces of endstones 
and of hole-jewels around the holes, the wood is cut to 
forms like screwdriver blades, no wider than the surface 
to be rubbed, and thick enough to stand up under pretty 
strong pressure. This treatment is reported, by some 
excellent watchmakers, to result in considerably longer 
periods of usefulness of any oil used on watches. 


IN-FILING BLOCK—Do you recommend a hard- 

ened steel grooved block for pin-filing? Have al- 
ways used boxwood block for this; but seeing the other 
for sale, wonder if it wouldn’t be better, because grooves 
would be permanent. (Question No. 5924) G. A. 


Answer—Better keep on using your boxwood block, 
although, as you say, the steel block would never need 
re-grooving, it tends to damage file-teeth. Besides this, 
when you need to make a polished surface on pins 
with a burnishing-file, this will be better done on a box- 
wood block as the wood does not mar the polish while 
it is being produced. 


ATCH NAME—A watch (shockproof device) in 

our shop needs material, but. we cannot read name 
on dial, some letters being dissolved off, but what is 
left shows very faint like “—RD-R.” Can you help us 
on this? (Question No. 5925) F. D. 
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Answer—There would seem to be-no doubt that the 
original lettering was “JARDUR”, because there is a 
firm that imports shockproof watches from Switzerland, 
the Jardur Import Co., 21 West 19th St., New York 
City, who should be able to furnish repair-parts for this 
watch. 


6¢6@' HARP RED STUFF’—An English book on 

watch repairing I am reading, recommends using 
“sharp red-stuff” for finishing staff pivots, before polish- 
ing “with rouge or diamantine.”’ What is that stuff, 
and where can it be obtained? (Question No. 5926) 
W. L.S. | 


Answer—lIn the English watch industry, the prefer- 
ence has long been for abrasives of the kind best known 
here as “rouge,” based on sesquioxide of iron, calcined 
sulphate of iron, graded in powders of various degrees 
of fineness. The “sharp” or “coarse” rouge or “red- 
stuff’’ is used for the same purposes as oilstone powder, 
that is for flattening or smoothing surfaces on tempered 
steel watch parts preparatory to polishing. You may 
be unable to find coarse rouge for sale in the U. S. A. 
Better use oilstone powder or coarse diamantine or alu- 
minum oxide. 


IXING ACIDS—tThere is a rule we read some- 
where, for mixing acids in making pickle and 
similar solutions, about safety in mixing acid and water; 
which to pour into the other; can’t find copy of the 
instructions; please advise. (Question No. 5927) C. A. 


Answer—tThe rule is always to pour (slowly) acid 
into water; not water into acid. The reason for this 
is that the heat evolved in combining the two liquids 
is violent and may splash acid out and damage things 
or burn the hands, if a little water meets the body of 
acid suddenly. If a small quantity of acid at a time 
meets a large body of water, the heat is absorbed quietly 
in the water instead of boiling up and splashing. 
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YUKON—A trim, rich-looking occasional clock. 
Ideal for desk or dresser. Popular gift. Rec- 
tangular frame is ebony and gold color. Re- 
tail—$8.95, tax extra. 





CAPSTAN— Smart, cheery Seth Thomas elec- 
tric that appeals to all who love the sea. Cased 
in “honey-tone” shade of solid mahogany. 











MEDBURY—An exquisite clock with Westmin- 
ster chime movement, electric or spring- 
wound, encased in rich mahogany with rare 
wood front panel. Retail—$45.00, tax extra. 


SHARON — Delightful Colonial design. Adds 
charm to the room. Strikes hours and half 
hours. Electric or spring-wound. Case, mahog- 
any finish on birch. Retail—_$35.00, tax extra. 
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RLISLE. .. another distinctive electric 


by SETH THOMAS—“The finest name in clocks” 


“Carlisle” is a beauty. An electric 
... new, smart and modern in every 
respect. Makes a perfect gift. Its lus- 
trous black plastic case has a crystal 
clear plastic front superimposed over 
dial and top...adding a note of dis- 
tinction to this attractive model. Pol- 
ished brass base. Dial of brushed 
brass with black numerals and hands 
trimmed with brass. Retail—$8.95, 
tax extra. 


Precision Workmanship 
can’t be rushed 


Like all Seth Thomas* clocks, “‘Car- 
lisle” is precision-made . . . manu- 
factured up to our typical high stand- 
ards. This takes time and the best 


materials. Short cuts, or substitutions 
for materials that are hard to get, 
might enable us to produce more 
clocks ... but not without sacrificing 
quality. And with us, quality must, 
andalways will be, strictly maintained. 
So we are continuing to allocate 
our full production to wholesalers 
... believing this to be a fair way of 
distributing all available Seth Thomas 
clocks. And wholesalers are doing 
their part by equitably and quickly 
distributing the clocks they receive. 
That is why we again urge you to 
keep in close touch with your whole- 
saler to insure your place on his own 
allotment list. Seth Thomas Clocks, 
Thomaston, Connecticut. 


In advertising “‘the finest name in clocks” nationally to more than 
23,000,000 people who read the leading magazines, we are build- 
ing a preference for Seth Thomas clocks that will continue far 
beyond the present “‘buyer’s market” and limited supply of 


clocks. The long-range objective of this advertising is to bring 


5 


results of ever-increasing benefit and value to Seth Thomas 


dealers everywhere. 





*Seth Thomas is Reg. U. S. Pat. © . 
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ADJUSTING A BALANCE STAFF 
(From page 428) 


abrasive or polishing lap. The burrs created at the 
edge of the shovel should not be removed, finding useful 
purpose in polishing the innermost corners of square- 
shouldered or even conical pivots. 

The shovel-lap is kept steady and upon a given and 
adjusted keel by the fact that one surface is steadied 
by the object in the lathe chuck and the opposite sur- 
face “B,” Fig. 23, rests up against the rollers set into 
the tailstock taper. The tailstock taper, Fig. 21 “B,” is 
constructed by turning a brass or steel taper to fit the 
tailstock accurately. Then a small disc is mounted 
permanently onto the taper. Somewhere near the edge 
of this disc, a hardened steel pin is secured. In more 
elaborate set-ups, a steel roller is mounted to ride upon 
a screw. A very simple tailstock arrangement is made 
by taking a regular tailstock taper, filing the end flat 
and drilling a small hole near its edge into which is 
driven a hardened steel pin as shown in Fig. 21C. 

If the diameter of a cylindrical surface is to be re- 
duced or polished, the shovel’s surface “A,” Fig. 23, is 
placed under and against the shoulder to be worked 
and the opposite side of the shovel “B,” is placed un- 
der the tailstock roller. The tailstock spindle is turned 
until the surfaces of the shovel, held in the left hand, 
are on a line parallel to the axis of the lathe. A slight 
side-shake is permitted between the tailstock disc and 
the shoulder of the object held in the lathe. When this 
is accomplished, the tailstock spindle is locked in place 
and the flat surface of the shovel is ready to receive 
the powders. 

















Fig. 23. Showing use of 
polishing shovel in con- 
junction with tailstock 
taper which steadies it. 


The abrasive powders used for the reduction of pivots 
or round surfaces may be fine Arkansas oilstone powder 
or fine lavigated aluminum. To prepare these powders 
for use, a drop of fine oil is placed upon a clean glass 
or steel surface. Upon this oiled spot is placed a scoop 
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of these powders about 44-inch in diameter. The 
powders and oil are mixed thoroughly with a steel spat- 
ula as shown in Fig. 24B. The spatula is turned oye; 
to crush any of the mixture that might have clung to its 
edges, occasionally gathering material that has spread 
away from the center of the mixture and crushing it 
again. Oil or powder may be added until the mixture 
becomes thoroughly and evenly mashed, with the consis- 
tency of putty. 

A simple spatula can be made by taking a piece of 
abrass wire about 14 inch thick and six inches long. One 
end of this rod is slit with a fine jeweler’s saw for about 
14 inch. A piece of mainspring about 14 inch wide by 
114 inch long and quite thin is inserted into this slot and 
soldered into place. The end tip of the mainspring is 
rounded as shown in Fig. 24A. Both ends of the rod 
may be thus fitted; one for use with the abrasive pow- 
ders and one for mixing the polishing compounds. 





1® ions 9 
| 














Fig. 24. Construction de- 
tails of a simple spatula 
for use in mixing abrasive 
powders; B, spatula in use. 





To grind a balance pivot with the shovel, it is aligned 
with the tailstock and pivot so that both surfaces are 
level. A slight smear of the abrasive putty about the 
size of the head of a bridge screw is spread by the 
spatula along the length of the flat edge that is to rest 
under the pivot. With the lathe turning towards the 
operator, the shovel is pushed back and forth with slow, 
even strokes. It must be emphasized that pivots be- 
come reduced in thickness quickly by this method. 
Therefore they should be checked often for size. 

To polish a pivot, the same procedure is followed as 
with grinding. However, a mixture of diamantine is 
made, using a clean and different glass or steel plate 
for the mixing and another spatula. This precaution 
is necessary so that no grit or abrasive is introduced to 
the polishing compounds. The staff pivot is cleaned by 
having it run into a piece of clean pith until examina: 
tion shows it to be clean. " 

If possible, another shovel should be used for polish- 
ing. If not, it must be thoroughly cleaned with benzine 
and grained again with the No. 6 file. The polishing 
mixture is placed upon the flat surface of the shovel. 
Working this under the pivot for a few strokes will 
give it a fine lustre, insuring a straight, cylindical pivot. 

Balance shoulders, hairspring shoulders, and roller 
posts may also be reduced to size and polished in the 
same manner. 

(To be continued) 
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SIMPLY STYLED FOR 
MODERN BEDROOMS 





In its clean, simple lines, the Lux 
HARVESTER foilows the trend of 
modern design. 


And, with its famed built-to-last 
Lux precision movement, the HAR- 
VESTER will give years of accu- 
rate time-keeping. The alarm but- 
ton is conveniently placed on top 
of the metal case. Winding keys 
and the knurled setting knobs are 
spaced for easy turning. A bowl- 
type glass protects hands. 


A new Lux-developed baked syn- 
thetic enamel finish retains its 
pleasing color year after year. It 
won’t peel, chip, or crack... can 
be kept sparkling clean with a 
dampened cloth. 


Ivory or black 
wide; 456” high 


Colors: 
Size: 434” 


SALES OFFICE: DEPT. C-1107 BROADWAY, NEW ‘YORK 10, NEW roRK 
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| Manufacturers’ News 


LONGINES-WITTNAUER HOLDS 81ST ANNUAL SALES MEETING 





Most of the larger manufacturers, im- 
porters and wholesalers in the jewelry 
industry hold annual meetings of their 
sales forces, but few if any can boast 
60 long a series of them as the Longines- 








ci 


Wittnauer Watch Co. whose 8lst such 
annual gathering took place in New 
York last month. The meetings con- 
cluded with a dinner, pictured above, 
at the Hotel Ambassador on January 30. 





Speidel Promotes Gift Sets 
For Little Girls from 2 to 7 


The birthday girl of the junior set 
is receiving special attention these days 
from the Speidel Corporation, Provi- 
dence, R. I1., manufacturers of Miss 





Attractively packaged ina plastic box lined 

with pastel fabric, the Miss Mignon brace- 

let and locket set for little girls from two 

to seven, makes an ideal gift item for the 
junior miss. 


Mignon bracelet and locket sets for little 
girls. ; 

An extensive advertising campaign on 
the line will be run this spring in sev- 
eral magazines of national circulation, 
all of the advertisements being in full- 
color. Reproduction of the advertise- 
ments will be supplied to retailers for 
counter and window display cards. Mats 
for retailers’ newspaper advertising will 
also be available. 





"King George" Hollowware 
Back on the Market Again 


Dodge, Inc., announces return of the 
“King George” line of _ silverplated 
hollowware which is once again avail- 
able in limited quantities. Popular be- 
fore the war, a national advertising 
campaign is being planned to create 
even greater demand for Dodge silver. 
An illustrated brochure of the items now 
being made may be obtained by writing 
to Dodge, Inc., 401 East Sixth St., Los 
Angeles 14, Calif. 
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Direct Selling Organization 
Of Columbia Diamond Rings 
Holds First Sales Meeting 


Keynote of Axel Bros.’ first sales 
meeting with members of its new direct 
selling organization for Columbia dia- 
mond rings, was the central idea which 
characterizes its 1947 program—“every- 
thing planned from the retailer’s point 
of view.” 


The meeting, which was held at Col- 
umbia’s new Long Island City, N. Y., 
plant in January, primarily concerned 
itself with Columbia’s direct relation 
to retailing needs. Included in the pro- 
gram are such points as the Basic Stock 
Plan to enable retailers to maintain a 
complete sample stock with minimum 
investment, and a Re-Mounting Service 
to build good will for the retailer. Also 
discussed was the Columbia Imperial 
“300” Package—a group of 10 ring sets 
which will yield a selection of 300 rings 
—the display and merchandising system, 
and the Bridal Service Program. Also 
discussed were Columbia’s aids for the 
retailers’ local advertising, and the com- 
pany’s own national advertising cam- 
paign. 

Representatives for every territory 
were present. From the West Coast 
came Howard Ball and Vincent Ned- 
wick; from the Southwest, Fred Swan- 
son and John Pinkston; and the South 
was represented by Robert H. Kinser 
and Leonard K. Leonard. For the 
Eastern territory, Haydn O’Connor, 
while the Mid-West was represented by 
Maurice Rostand and Harvey Gould. 
Presiding at the meeting were Ben 
Axel and C. Benjamin Axel. 





Nastrix Executive in Europe 


John K. Dennis of the Nastrix Watch 
Co., is now on an- extended tour of 
Switzerland, France and England, visit- 
ing all the major watch centers to dis- 
cuss current developments in watch 
styling and manufacturing. He is ex- 
pected to return about March 15. 
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Hadley Back in Men's Jewelry Field 
With Newly Styled Line ~ 


* 

When capacity orders for war goods 
made it necessary for the Hadley .¢o.’ 
to suspend production of its.men’g jew- 
elry line back in 1942, the management 
realized that when they returned to the 
men’s jewelry field it would have to be 
with a truly outstanding line to make 
up for the momentum lost through their 
enforced absence from the market. This 
they believe they have done with their 
new line, which they are starting to 
offer. The unique experience which their 
engineers gained during the war years 
in the development of special machinery 
to manufacture precision war goods was 
put to good use in the designing of 
special machinery to produce men’s 
jewelry, and capitalizing on the broader 
range of manufacturing possibilities 
thus made available, Hadley designers 
have kept pace by styling a line which 
is said to have met with an enthusiastic 
reception by those who have seen it. 


Many new features are incorporated 
such as a new lock on the cravat chains, 
and an improved collar holder with a 
positive grip. 

Yet, though the line is top quality 
line in every respect, it is offered in a 
price range unheard of during the war 
years and actually lower than the 1940 
line. These low prices have been made 
possible only by the volume production 
obtainable with the new automatic 
equipment. Packaging, too, has been 
improved with a new “Skyline” box in 
red and black and an attractive hinged 
box in red and gold for the larger sets. 


In accordance with Hadley’s long es- 
tablished policy, the line will be dis- 
tributed exclusively through a selected 
group of wholesalers. 





Aisenstein Adopts Insignia 
For All Their Watch Brands 


SPONSORED BY 






To link together the advertising and 
promotion of the various watch lines 
distributed by Louis Aijsenstein & 
Brothers, Inc., the company has created 
an all-embracing insignia which is re- 
produced above. 

It reads, “Sponsored by Labros,” and 
will appear in all future advertising 
of Mido, Madana, Roamer, Empire and 
Heuer watches,e to indicate American 
sponsorship by the firm of Louis Aisen- 
stein & Brothers, Inc. 
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This great new line is sold 
under fair trade agree- 
ments and only on an 
allotment basis. See your 
distributor. 





















LYRIC: SA-14: 


The new Sentinel 
miniature self- 
starting electric 
alarm clock with 
the 1-2-3 alarm. 
Silver plated 
metal case, easily 
read numerals. 
Only 414" high. 


MURAL: SK-135: 


Sentinel’s modern design electric self-start- 
ing Kitchen Clock. Easy to see, easy to keep 
clean; 5”. white dial, convex glass, con- 
venient bottom set. 



















CAMEO: WW-123: 


Sentinel’s ultra smart new 
Wrist Watch. 10 kt. rolled 
gold case, stainless steel 
back. Raised gold numeral 
dial. Pigskin strap with 
kt. rolled gold buckle, Clear 
view convex crystal. 


SULTAN: 30H-MO-11: 


Sentinel’s new l-day Alarm 
Clock with single wind for 
both alarm and time. Quiet 
watch type escapement. In 
black metal case with nickel 


ae AUTOCRAT: PW-12: 
sy . ? i ” ies | trim. Unusually clear dial. 


Sentinel’s new Pocket Watch. 
A chromium plated beauty 
with outside black enamel 
numeral dial. Has modern, 
red, dial type second indi- 
cator. 


Pes. 
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THE E. INGRAHAM COMPANY 











Established 1831 
Bristol, Connecticut 


YWtthhlhll We: - 
ARLINGTON: * ‘ae eS 
SD-146: A ss 
Sentinel’s new ‘G ay 
wood-case electric . 
self-starting Desk 


or Table Clock. 
Be autifull y 
grained walnut, 
6". high. Motor 
completely sealed 
in oil, 


( Reg, U.S, Pat. Off, ) 


CLOCKS AND WATCHES 
“Guard Your Thecious Sime” 
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Million Dollar Ad Campaign 
For Proctor Electric Co. 


A million dollar national advertising 
campaign on the Proctor “Never-Lift” 
iron and the “Color-Guard” toaster has 
been announced by the Proctor Electric 
Co. Scheduled primarily as a consumer 
magazine program with advertisements 
by dealers in local newspapers tying in 
with the national ads, the campaign, 





Paul Coolidge (right) Proctor's New York 

district manager, shows some of the new 

dealer helps to representatives of L. Luria 
& Son, important jewelry wholesalers. 


says Proctor, is the largest ever offered 
by a manufacturer of small appliances 
in any single year. 

According to Charles G. Duy, Jr., ad- 
vertising manager, the primary purpose 
of the campaign is to build demand 
for Proctor appliances in the years to 
come. 

“Today,” he says, “it is still difficult to 
find a Never-Lift iron and a Color- 
Guard toaster in a retail store because 
consumers are snapping them up upon 
sight. But, now that competition is be- 
coming keener and supply is catching 
up with demand, we want to make sure 
that our dealers can count on a genu- 
ine and sizable backlog of orders, cus- 
tomers and prospects for the future. 
Our present advertising program is 
scheduled to do just that.” 

Dealer merchandising aids in connec- 
tion with the campaign include news- 
paper mats, spot radio announcements; 
a floor demonstration easel which in- 
vites the customer to “Try It Once”; 
counter and window cards, three dimen- 
sional window and counter displays, 
booklets, folders, window streamers; 
and tags. 


Easter Fashion Campaign 
For Elgin-American Compacts 


According to stylists of Elgin Ameri- 
can, a woman’s compact should be one 
of her most important jewelry accessor- 
ies. On the basis of that belief Elgin 
American has launched a large-scale 
compact promotion and ad campaign 
for the Easter season. During the pre- 
ceding week, the rotogravure editions of 
the Sunday newspapers in practically 
every major marketing area of the 
country will carry large-space Elgin 
American ads, designed to turn feminine 
eyes to the company’s new 1947 line. 

The advertisements will stress the 
fashion-significance of the various Elgin 
American compacts, and this advertis- 
ing will be closely linked with a com- 
plete promotion and merchandising pro- 
gram, to tie-in local dealers with the 
drive. 
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International Silver Co. 
Plans to Double Output 
Of Plated Ware During ‘47 


Production schedules of 1847 Rogers 
Bros. silverware in 1947 will be more 
than double that of the best pre-war 
year, according to Craig Munson, vice- 
president of International Silver Co. 

“We believe,” said Mr. Munson, “that 
the best way we can commemorate the 
100th anniversary of the development 
of commercial silverplate by the three 
Rogers brothers in 1947 is through rec- 
ord-breaking production. 

“It is our hope to more than double 
1941 production which is peacetime tops. 
To do so will call for concentration on 
52-piece sets of the three most active 
patterns. Even if we achieve this pro- 
duction goal, it is not expected that we 
will succeed in wiping out the unpre- 
cedented backlog of orders built dur- 
ing the war years when our silverplate 
plants were converted entirely to the 
output of war materials. 

“We are confident, however, that un- 
less handicapped by unexpected work 
stoppages we will make more silver- 
ware sets available to the public in this 
Centennial Year than at any other time 
in the history of the industry.” 

Mr. Munson also disclosed that pro- 
duction efforts will be backed by the 
greatest advertising campaign in the 
history of 1847 silverplate. 


Despite drastic increases in costs of 
production the company plans no price 
increase on 1847 Rogers Bros. patterns 
at this time, Mr. Munson stated. “We 
have not increased the prices on our 
nationally advertised lines since the 
war,” he said, “and we intend to hold 
to this policy as long as possible in face 
of continued rising production costs.” 





A New Bench Micrometer 





A bench micrometer of the anvil type 
especially designed for the watchmak- 
ing and jewelry trade has just been an- 
nounced by The Central Tool Co., Crans- 
ton, R. I. 

The instrument has a spindle with a 
diameter of 3/32 in. for a length of % in. 
and is further cut away from the faces 
to 1/16 in. diameter, thus allowing close 
and accurate measurements of small, 
delicate parts. Graduations are in the 
metric scale and the anvil and spindle 
are made of high-grade tool steel with 
accurately lapped square faces. 

The tool is delivered in a specially 
designed lapped stand which holds it 
rigidly and permits the use of both 
hands while measuring small pieces. 

Further details may be had by ad- 
dressing The Central Tool Co., Crans- 
ton, R. I. 





New Staking Set for Watchmakers 








A new staking set, the MB, which 
will be distributed only through whole- 
salers, has been introduced by B. Jadow, 
Inc., New York. Handsomely cased in 
an aluminum cover, the set is machined 
from highest quality steel and is stated 
by the manufacturers to be the only 
completely machined staking set on the 
market. 


It includes an assortment of 38 
selected punches and six stumps which 
it is believed will cover every practical 
use on any job a watchmaker may be 
called upon to perform, yet it has been 
kept compact in size to conform to the 
practical necessities of the crowded 
watchmaker’s bench, occupying a space 
less than six inches in diameter. 


A swinging arm over the staking 
table permits easy and accurate selec- 
tion of the hole of the desired size and 
punches for each size are included in 
the tool set. Punches are held in place 
by ball bearings so that easy action is 
obtained and the hole in the bushing at 
the end of the swinging arm is drilled 
on an eccentric in order that the punch 
may be quickly and easily located over 
the exact center of the hole. A lipped 
trough beneath the die base catches the 
staffs which have been driven out s0 
that the watchmaker may recover the 
staff without fumbling or loss of time. 

A cup beneath the base provides stor- 
age space for spare punches and other 
small parts. 





Leaflet Describes Brazing Alloys 


An interesting leaflet on the silver 
brazing alloys produced by the Ameri- 
can Platinum Works, has just been 
issued by that company. 

Their melting point is low, according 
to the folder, and the alloys flow rapidly, 
provide a durable strong bond between 
either ferrous and non-ferrous metals 
or a combination of the two and have 
high electrical and thermal conductivity. 

They are available for use for torch, 
induction, gas burner or furnace braz- 
ing alloys and may be had in many 
varied forms including wire, strips, 
sheets and special shapes. 

Copies of the bulletin will be supplied 
without charge to any interested inquirer 
writing to the American Platinum 
Works, 231 New Jersey R. R. Ave, 
Newark, N. J. 
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It’s Lite-Call . . . another new Telechron 
“first” in awakening devices! Your custom- 
ers will open their eyes in wonder... 
because they can’t hear a sound when the 
alarm goes off. 


They'll open their eyes on the dot, too, 
when Lite-Call is on the bedside table. 
In silence the Lite-Call alarm goes off with 
a flashing light (it’s easily attached to the 
lamp on the bed or night table) and it 
keeps flashing until the sleeper awakes 
and shuts it off. 


It’s quick, it’s sure... and as a double- 
check, a regulation ring alarm cuts in 10 
minutes after the flashing starts. Ideal for 
the hard-of-hearing . . . for those who get 
up at odd hours and don’t want to disturb 
the house . . . Lite-Cal]l is a pleasant, effi- 
cient awakener that anyone can use. Stock 
it now, display it well... watch it sell. 





Lite-Call in ivory plastic with the self-starting 
Telechron mofor that never needs winding, 
oiling, or regulating. 


‘Jelechion 


ELECTRIC Ci gees 





THE FIRST AND FAVORITE ELECTRIC. CLOCK 


TELECHRON INC. © ASHLAND, MASSACHUSETTS 


437 























Rensie Offers Unique New Box 





An innovation in watch packaging— 
the Rensie “Gift” Globe pictured above 
—is now being introduced by the Rensie 
Watch Co. 

The new box is a metal globe, plated 
in the color of reddish gold. The front 
half of the globe slides back to reveal 
the watch, mounted on wine-colored vel- 
vet. Noteworthy is the fact that the 
same “Gift Globe” will accommodate 
either a man’s or lady’s watch, With 
either a leather strap, silk cord or ex- 
pansion bracelet. This feature of uni- 
formity should be particularly valuable 
to jewelers in setting up compact and 
attractive window and counter displays 
of Rensie watches in the new boxes. 

The Rensie Watch Company is also 
sending to its dealers a new lucite win- 
dow and counter display piece, espe- 
cially designed to hold three of the new 
Rensie “Gift Globes.” 

The display piece congists of a ring 
of squared lucite, approximately 1142 
inches in diameter, with a.curved lucite 
base. In front of the ring are mounted 
three lucite ring-platforms, each of 
which will accommodate one of the new 
watch boxes. Back of the ring is a 
small rectangle of lucite, on which is 
engraved the name “Rensie Watches” 
and the company’s slogan. 





Wood Expands Sales Dept. 


Arthur W. Muller, who before the 
war, was connected with the Diamond 
Department of J. R. Wood & Sons, Inc., 
but was assigned to war work for the 
J. R. Wood Products Corp. for the 
past four years, ,has now been re- 
assigned to J. R. Wood & Sons, Inc., 
where he will be in charge of diamond 
sales. 

Mr. Muller has*been connected with 
the jewelry industry for the past 17 
years, starting in retail sales work in 
Boston and joining the J. R. Wood or- 
ganization about 10 years ago. He holds 
the degree of certified gemologist from 
the Gemological Institute of America 
and has been active in gem study circles. 

The J. R. Wood sales organization 
has been further amplified by the addi- 
tion .of a new salesman, Layton G. 
Thompson, who will cover eastern Ohio 
and New York State. 





Merkt to Supply Gold-Filled 
and Rolled Gold Plate Stock 


T. Merkt Co., refiners of gold and 
silver, announce the opening of a new 
gold filled and rolled gold plate divi- 
sion. -Charles Seiser is Supervising 
Manager of the new division. The com- 


pany’s offices. are at 64 Fulton St., New | 


York City and the factory at Long 
Island City, N. Y. 
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Community's 1947: Ad Campaign 
Biggest in Company's History 


A new high in its consumer advertis- 
ing campaign will be reached by Oneida 
Community plate in 1947, the company 
announces. ‘Ten of the largest circula- 
tion popular magazines will be included, 
with dominant full-page space in full- 
color every month throughout the year. 
Theme of the campaign will be a new 
variant of the “For Keeps” idea, which 
has featured Community advertising 
during the past two years. In 1947 it 
will be “Let’s Make It For Keeps,” the 
art work tying in with the message in 
the form of a handsome young couple 
pictured in romantic surroundings. 

The retail jeweler, as the consumer’s 
source for Community, is stressed in 
each advertisement; and display mate- 
rial, newspaper mats and mailing pieces 
will be supplied to Community retailers 
as a further tie-in with the national 
campaign. 


——_—_ —__ 


Free Display Cabinet 
For "Oculens'’ Sun Glasses 
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A new display cabinet, which has been 
named the Wonder Bar, is being offered 
without charge by the Comptone Company 
to dealers handling their Oculens sun 
glasses. It contains three easy-to-remove 
trays, which simultaneously display twenty- 
four different styles and items often leading 
to the sale of several pairs at the same 
time, according to Comptone. 





Kingston Watch Line Is Complete 


An interesting and attractive bro- 
chure listing and picturing the many 
styles of attractive watches in the cur- 
rent line of the Kingston Watch Co., 
48 West 48th St., New York, is being 
distributed by that company. 

Over 100 different styles and models 
of ladies’ watches are shown, ranging 
from plain styles cased in rolled gold 
plate retailing at $19.50, up to elab- 
orate diamond and ruby set watches 
with a retail price of a thousand dol- 
lars. The book ~also shows 32 styles 
of men’s watches ranging from $22.50 
to $550 retail. It would be difficult to 
imagine a desired style which cannot 
be found in the Kingston line. 








New Package for Silex Irons 





Recognizing that a good package de- 
sign must possess the greatest possible 
selling power at the point of sale, as 
well as attractive appearance, The Silex 
Company is now packing its “Duolec- 
tric” steam iron in a new carton which 
the company believes will be outstand- 
ing. 

Following preliminary study, research 
and tests, two tentative designs were 
developed that seems to attain the de- 
sired objectives, and actual models of 
them were made. These were _ then 
further tested among _ representative 
housewives, dealers and sales people, to 
determine the final choice which was 
then adopted. 

The new carton which is now appear- 
ing in retail stores is said to be attract- 
ing much favorable comment and many 
women state that they are keeping it 
to house their “Duolectric” when it is 
not in use. Being sturdily constructed 
of heavy paper board, coated on the out- 
side, it will stand considerable handling. 





Ken Displays Again Available 


Ken Matsumoto, jewelry display 
specialist, announces the _ re-establish- 
ment of the firm of Ken Displays in 
Cincinnati, Ohio. He was formerly lo- 
cated in Los Angeles, where he operated 
a well-known display service, but in the 
spring of 1942, he was forced to sus- 
pend operations in Los Angeles, as he 
was evacuated from the Pacific Coast 
by Army mandate, along with 110,000 
Americans of Japanese descent. Since 
that time he has been serving as Dis- 
play Manager for the Mayor Jewelry 
Co., Cincinnati, which position he left 
on January 1, 1947, in order to re- 
establish Ken Displays. 


The new firm will specialize in the 
creation of artistic bridal settings and 
novel seasonal units for jewelers’ win- 
dow dramatization. “Let your windows 
reflect the dignity and prestige which 
reputable jewelers deserve,” says Mat- 
sumoto. 


Associated with him, and forming the 
nucleus of the organization are four 
World War II veterans of Japanese 
descent. Three of the boys are Purple 
Heart vets who served with the famous 
442nd Regimental Combat Team, which 
so distinguished itself in the European 
campaign. Matsumoto himself served in 
the Ohio State Guard for 20 months, 
enlisting as a private and recently re- 
signing as Ist Lieutenant due to the 
pressure of this new enterprise. 

The organization will occupy 7500 
square feet of floor space, and will pro- 
duce all types of display items required 
by the jeweler. 
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REPAIR 
SERVICE 


You can save money and save time 

| by letting us do your 

| WATCH REPAIRING 
unconditionally guaranteed 

You'll like our moderate prices . . . quick 


service ... and our NEW BONDED watch 


repair feature. 


| MAIL US YOUR 
WATCH REPAIRS 


Save time .. . save money .. . eliminate 
the watch repair headache. 








Serving the industry since 1922 


| WATCH REPAIRS ONLY GILBERT alam CLOCKS 


NATIONAL 
WATCH REPAIR SERVICE for 
150 NASSAU ST., NEW YORK 7, N. Y. 
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New designs and 
important mechanical develop- 
ments are now being perfected 
by Gilbert’s Engineering 
Department. 


Top quality and 
dependability, always character- 
istic of Gilbert, will be com- 
bined with improved “ve and. 
better values. : 








SUPPLIED 
THROUGH 
WHOLESALERS 


THE | WM. L. GILBERT CLOCK CORP. 
WINSTED, CONN. 
Laconia, N.H. 


551 Fifth. Avenue 141 W. Jackson Bivd. 
New York 17, N.Y. _ Chicago 4, Il, 


ai 
The Crosscurve never 
sets or disappears” 


WATCH-MOTOR MAINSPRING CO., Inc. 
Manufacturers « NEW YORK 
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New Watchmaker's Caliper 





A new 2-way balance truing caliper 
for watchmakers which easily adjusts 
to any size balance, at the point most 
convenient to use, is being manufactured 
by H.v.H. Tool & Instrument Co., 150 
Lafayette St., New York City. 

The caliper is designed for large size 
balances at one end, while the other end 
is thinner and has smaller pivot holes 
for small bracelet balances. The index 
arm can be easily transferred from one 
end to the other. 

The caliper is sturdily constructed, 
with nickeled frame and tool steel in- 
dex which has frictional adjustments in 
all directions. 


oO 


A New White Metal for 
Popular Priced Jewelry 


A new non-tarnishing low cost white 
metal alloy which is said to be espe- 
cially suitable for use in popular priced 
jewelry has recently been introduced 
by the International Nickel Co. under 
the name of “Inconel.” 

Although non-precious, being a*com- 
position of two naturally white metals, 
nickel and chromium, it is said to be 
the nearest approach to precious metals 
yet devised by metallurgists. It is lus- 
trous and soft to the eye, yet decidedly 
long wearing and resistant to tarnish 
and corrosion. The manufacturers also 
state that Inconel causes no discolora- 
tion when in contact witfi the skin. 

They further state that it is easily 
fabricated by all the usual methods 
generally used in the making of jewelry 
and is supplied in strip form rolled to 
close tolerances. A working sample may 
be had by addressing, Somers, P. O. Box 
270, Waterbury 86, Conn. a_ sub- 
sidiary of International Nickel Co. 
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It's Now "Victoria Start-O-Pearls" 


Victoria Pearl Co., Ltd., a division 
of S. Nathan & Co., Inc., has changed 
the name of its genuine oriental pearls 
from Remembrance Pearls to Victoria 
Start-O-Pearl necklaces. The Victoria 
Start-O-Pearl line is a child’s gift item 
of one or more genuine pearls on a 
14-karat gold chain, to which individual 
pearls may be added from time to time. 

Victoria is planning to back the mer- 
ehandising of the item with a consistent 
advertising campaign this spring in five 
leading national magazines and the ro- 
togravure section of the New York 
Times. 

Also in preparation is a series of dra- 
matic dealer aids to assist the retailer 
in merchandising the item and to en- 
eourage additional sales. 
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Ollendorf Watch Co. Announces 
Big Ad Campaign for Spring 


Keynoted by Herbert Ollendorff, 
president, salesmen of the Ollendorff 
Watch Co., Inc., were briefed on Gotham 
watch selling and advertising plans for 
this year at a sales meeting held recently 
at the Hotel Roosevelt. 

‘Other speakers included Morton Ollen- 
dorf, treasurer; Adolph Rosa, vice- 
president, Herman Morris, president of 
H. C. Morris & Co., advertising agency, 
and Alexander W. Macy, advertising 
manager. 

Plans were announced for a big 
spring campaign in several of the 
national magazines of large circulation. 
Insertions are scheduled to start in 
March and to continue regularly and 
often. 

Also available to jewelers will be new 
counter pads, newspaper advertising 


mats, special display pieces and other 


dealer helps. 
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"New Era" Package by Korff 


S. Korff & Son, manufacturers of 
Eskay jewelry, have introduced a mod- 
ern, transparent “sells-itself’ container 
which is being publicized as “the new 
era package” for their new men’s 
jewelry line. 

In addition to national advertising. 
the new line and its “new era” packag- 
ing are being featured in an extensive 
direct mail and trade publication cam- 
paign. 

In conjunction with the introduction 
of the new package, the winner of the 
$100 bond in the Korff name contest 
will be announced in March, according 
to S. Korff, president of S. Korff & 
Son. 
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National Silver Holds Sales Meeting 


The National Silver Co. recently held 
at the Hotel Pennsylvania, New York, 
its annual sales convention during 
which new lines were presented and the 
policies of the company for 1947 were 
outlined. District sales meetings were 
simultaneously held by the sales forces 
of the Los Angeles and Miami branches. 

Walter Jacobs, General Sales Man- 
ager, presided at the New York meet- 
ing which was attended by the man- 
agers and staffs of the Chicago, Dallas, 
and Detroit sales offices. Activities fea- 
tured addresses by key executives who 
stressed the problems of the transition 
from a period of quota allotments to 
one of selling, and a film entitled “The 
Autopsy-of a Lost Sale,” was shown. 

Mr. Bernstein, Vice-President, stated 
that manufacturing facilities of the 
company were being continuously ex- 
panded and that $1,000,000 has been 
earmarked for this purpose during the 
next two years. National Silver, more- 
over, will revert this year to its own 
basic lines, and will depend on its own 
production for silver plated and sterling 
flatware and hollowware, table and 
kitchen cutlery, dresser sets and pot- 
tery dinnerware. The line of “dura- 
tion products,” which was contracted 
out during the war or manufactured 
for National by other firms, is being 
discontinued. . 

National has slated a _ greatly in- 
creased advertising budget on its top 
silver plated line during 1947. 











New Straight Lining Machines 
Announced by L. H. Cook 











Lawrence H. Cook, 65 Massasoit Ave., 
East Providence, R. I., announces the 
production of two separate models of 
six inch, straight lining, engine turning 
machines for manufacturing jewelers, 
the first machines of their type made 
in over a quarter of a century. 

Both models, the manufacturer states, 
feature rugged construction of slides 
and castings, and vibro levelers to as- 
sure minimum vibration. Other fea- 
tures are ball bearings on all rotating 
parts, easy adjustment for freedom of 
slide movement and length of stroke, a 
welded steel base, single or compound 
drive from operating handwheel to slide 
traverse, and a removable plate in the 
base permitting easy access to facili- 
tate changing counter weights. 


Models available include a machine 
equipped with a rosette attachment and 
slide rest and a machine equipped with 
a-rosette, sun ray attachment as well 
as a Slide rest. 


Complete specifications and _ prices 
may be had by writing Lawrence H. 
Cook, Inc., attention Department E. 


——— 


Everlast Enlarges Ad Campaign 


The consumer advertising program of 
the Everlast Metal Products Corp. for 
1947 will be substantially increased, ac- 
cording to Jack B. Orenstein, General 
Sales Manager, who states that the 
firm’s advertising during the coming 
year will appear in a large list of 
national magazines and all of the gift- 
ware publications, and will be backed 
up with material for dealers tie-in ad- 
vertisements and radio participations. 
It will be the most ambitious program 
ever undertaken by the firm, Mr. Oren- 
stein states. 


“Items to be featured in the campaign 
include the company’s line of hand- 
forged aluminum giftwares, its ceramic 
items and the line of Sturditrays of 
California made from California birch. 


“Our allocation for an all-time high 
advertising budget,” said Mr. Orenstein, 
“is our answer to those skeptics who 
shout daily that all business should re- 
trench. We at Everlast feel that Amer- 
ica is on the verge of the greatest pro- 
duction era in the nation’s history, and 
we, for our part, intend to act on that 
line of reasoning.” 
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JEWELERS MACHINERY 


REYNOLDS REYNOLDS REYNOLDS 
FOOT POLISHING FLOOR TYPE 


PRESSES — SCREW 
Crated as HERS PRESSES 


$97.50 $65.00 $325.00 


F.O.B. PROV. F.O.B. PROV. F.O.B. PROV. 


BULL? REYNOLDS @7—h REYNOLDS REYNOLDS 
ps FOR =i FOR FOR 
 _— i AUTOMATIC 


DROP 
PRESSES 


PRESSES HAMMERS 


Reynolds is YOUR HEADQUARTERS for new JEWELERS MACHINERY AND has 
one of the most complete new-condition stocks of USED MACHINERY available 
anywhere! Send us your inquiries. 


REYNOLDS MACHINERY CO. 


303 EDDY STREET - PROVIDENCE, R. lI. 
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"THE OLD RELIABLE” 
WESGO PLATING OUTFITS 


You can't go "Wrong" on the time-tested Wesgos. Twenty 
years of constant improvement have made our present models 
the finest platers designed especially for jewelers use. 


Now more than ever before the Wesgo is an efficient, inex- 
pensive, noiseless, trouble-free and portable instrument for all 
electroplating, stripping and coloring processes. 


Available in 5 and 15 ampere capacity. 


For more complete details and descriptive literature, see your 
dealer or write. 


WESTERN GOLD & PLATINUM WORKS 


589 Bryant Street @ San Francisco 7, Calif. 
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New Decor for Imperial Pear! 





Imperial Pearl Syndicate recently com- 
pleted an entire remodeling and re- 
decoration of its suite of offices at 607 
Fifth Ave., New York. Ultra modern 
furniture of blonde walnut finished 
upholstered in nubby green fabric blends 
harmoniously with the rose taupe rug 
and pastel gray walls. Floor to ceiling 
mirrors add depth and airy cheerful- 
ness to the reception and show rooms. 
Remodeling was directed by C. A. 
Molge-Jensen, architect. 





Elgin Offers Educational Film 
For Jewelry Trade Meetings 


The educational sound film “Time,” 
~roduced by Elgin National Watch Co. 
has been made available for state con- 
ventions or other large group meetings 
of jewelers, Elgin Vice-President 
Howard D. Schalffer announces. 

In two reels, the 16 mm. film has a 
running time of 20 minutes. Points 
covered in the sequence of the film 
are tracing the principal events in the 
long history of time-recording devices, 
including the water clock, sun _ dial, 
candle clock, grandfather’s clock, and 
modern watch; the relationship by 
which one invention usually is built 
upon others, and whole industries may 
be based upon a few related inventions; 
the relation between astronomy and 
time-recording devices, the precision 
which is built into modern time-keeping 
devices and man’s dependence upon ac- 
curate time-keeping. | 

“Some of these points may seem ele- 
mental,” Mr. Schaeffer commented. “But 
the film as a whole promotes a realiza- 
tion of mankind’s tremendous struggle 
to make possible the accurate time that 
is available to all of us today.” 





Craft Co. Elects Officers 


At a recent meeting of the Craft 
Company, Inc., 546 South Meridian St., 
Indianapolis, Julius F. Mussmann was 
elected president of the company to suc- 
ceed the late Edward Craft. Mr.. Muss- 
mann has been associated with the com- 
pany sincé 1912. H. W. Mussmann was 
elected vice president and W. Julius 
Mussmann was elected secretary. The 


Craft :Gompany; has been nationally 


known’ us manufacturers of emblem and 
fraternal: jewelry. for more than seventy- 
five years. 
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Kreisler Doubles Advertising for 1947 


A national advertising campaign 
which will be more than twice the size 
of the 1946 program will be carried on 
by the Jacques Kreisler Mfg. Corp., 
North Bergen, N. J., the company has 
announced. 

The campaign, which is to start in 
March, will occupy dominant space, in- 
cluding at least two double-page adver- 
tisements and a number of full-pages, 
in a list of several of the largest cir- 
culation magazines in the country, in- 
cluding Life, Saturday Evening Post, 
American Weekly, and Ladies’ Home 
Journal. 

This powerful advertising stimulus 
will be placed behind the entire line, 
including watch attachments and both 
men’s and ladies’ jewelry, with partic- 
ular emphasis upon some new styles and 
items in the basketweave watch bands 
which have met with such ready re- 
ception by the public. 

“Besides, dealer advertising material 
and other aids for the jeweler will keep 
pace with the enlarged consumer ad- 
vertising campaign,” says J. F. Ber- 
mond, Vice-President 
Sales and Advertising. “No effort will 
be spared,” he stated, “in our efforts 
to make 1947 the greatest year in 
Kreisler history.” 





Norma Pencil Now in Own Building 


Norma Pencil Corporation, manufac- 
furers of the well-known multi-color 
pencils, are now located in their new 
quarters, the Norma Bldg., 1387 West 
14th St., New York City, which they 
recently purchased. 

They have installed new fixtures and 
equipment and now have four times 
larger floor space than in their old loca- 
tion. They also expect to increase pro- 
duction four-fold in order to meet the 
greatly increased demand for their 
product. 


New Appointments by Oneida Ltd. 


Emerson T. Noyes has been appointed 

Dallas District Manager for the Oneida 
Community Division of Oneida, Ltd. Be- 
fore the war Mr. Noyes was on the 
company’s sales force in Chicago, being 
transferred to war production work 
after the outbreak of hostilities. Later 
he joined the U. S. Navy from which 
he was honorably discharged on March 
4, 1946. Working with Mr. Noyes in 
Dallas will be William E. Kaier and 
Frederick D. McLaughlin. 
_ Amos E. Bramley has been appointed 
retail sales representative for the Com- 
munity line in New York State and 
New England, and Guy H. Alton will 
travel for Community plate out of the 
Chicago office. 








McGreevy to Sell "Bretton" Bands 


Bruner-Ritter, Inc., New York, manu- 
facturers of Bretton watch bands, have 
added William (“Mac”) McGreevy to 
their sales force. Mr. McGreevy, who 
also represents Ostby & Barton Co., 
Providence ring manufacturers, will 
territory 
formerly traveled by the late Max Cohn 
who. died suddenly in January. This 
territory embraces the middle west and 
southwest, from Atlanta to Texas, New 
— to Chicago, exclusive of Chicago 
itself. 
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New Electric Soldering Machine — 
Placed on Market by Paulson 































Pointing out that a soldering machine 
for the jeweler to be fully practica] 
must be able to solder all types of 
jewelry, both light and heavy and jp 
various metals, Henry Paulson & (Co, 
37 South Wabash Ave., Chicago, Il, 
has developed and placed on the market 
a new hand electrical soldering machine 
which is stated to fully meet all of the 
jeweler’s requirements. 

According to the manufacturers, par- 
ticular attention has been given to the 
feature of heat. That is, its design is 
such that the risk of the melting or 
damaging through extensive heat to the 
article to be soldered has been elim- 
inated, and it is also stated that the 
machine does not emit sparks with their 
consequent danger when in use. 

According to the announcement, these 
ends are accomplished by a new develop- 
ment which permits the heat to increase 
gradually over a period of several sec- 
onds when the current is first applied 
so that the jeweler can withdraw the 
carbon the moment the solder melts, 

Further information concerning the 
equipment may be obtained by writing 
to Henry Paulson & Co. 





New Tool Kit by Casco 
To Be Sold Through Jewelers 


A new tool kit for the home hobbyist 
which is being marketed through retail 
jewelry stores has just been introduced 
by the Casco Products Corp., Bridge- 
port, Conn. 

The power head is electrically op- 
erated, and is sold in a neat carrying 
case complete with a set of 37 various 
accessories for grinding, drilling, carv- 
ing, polishing, and other processes of 
working in metal, wood, glass and plas- 
tics. 

By changing the tool mounted in the 
power head, it can perform almost any 
cutting or finishing operation on all 
types of materials and is recommended 
as particularly useful for the hundred 
and one little handyman and repair jobs 
to be done about the home. 

To aid retailers in the merchandising 
of the unit, Casco is providing news- 
paper mats and display material. 








Holloway With Somers-Ernst 


Somers-Ernst Co., Inc., and O. J. 
Somers Co., Inc., announce that E. 
Chester Holloway is now associated with 
them. He will cover the Rocky Moun- 
tain states and show their complete 
line of Soret gold and _ diamond 
jewelry and rings. Mr. Holloway will 
make his headquarters in Denver, Colo. 

O. J. Somers, Jr., will temporarily 
represent the same line on the Pacific 
Coast. 
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IN A BUYERS’ MARKET 


THE SHIFT FROM a sellers’ to a buyers’ market is well 
under way, say all the economists; and everyone who, 
like jewelers, is engaged iifthe business of selling mer- 
chandise will agree. 


To survive the years that lie just ahead it will be 
necessary to do a better job of selling than ever before. 
But that doesn’t mean the adoption of high-pressure 
methods. Customers always resent being bulldozed, and 
with a return to normal conditions where they no longer 
have to put up with whatever treatment or goods are 
available, they’re apt to express their resentment by 
staying away in droves from the high-pressure em- 
poriums. 

Rather, the situation calls for the merchant to regard 
himself as the purchasing agent for the consumers he 
represents, As that representative of those consumers 
he will seek to eliminate wastes and inefficiencies that 
increase the cost of goods or reduce services; he will 
seek out the best possible sources of supply from the 
standpoint of quality, service and values; and above all, 
he will strive to see to it that his own prices and services 
and dealings are such as to inspire confidence and friend- 
ship on the part of his own customers. 


TIME TO GIVE 


Have you EVER considered what sort of place to live 
in this world would be if there were no such thing as 
human kindness—if no one ever extended a helping hand 
to his brother in need of a lift over a rough bit of going? 

‘Not pretty to contemplate, is it? Those of us who 
are safe and secure in our daily lives and comfort have 
a deep moral obligation to help our less fortunate fellows 
who are the victims of circumstances or disaster. We 
owe it not only to them but to our own self respect. 


There is no better way in which we can fulfill that 
obligation than through a generous gift to the American 
Red Cross—that great humanitarian organization which 
whenever and wherever disaster or misfortune strikes, 
steps into the breach to save lives, to care for the victims, 
and to ease suffering for all alike, with no thought of 
race or creed or color. 

Flood or famine, epidemic or disaster, the American 
Red Cross brings our help to the sufferers as well as 
performing uncounted daily tasks to keep up the spirits 
of those lonely boys in Uncle Sam’s uniform all over 
the globe. 

Let’s all do our part to insure the continuance of its 
great work with a liberal contribution to its fund rais- 
ing campaign which is now in progress. Give from 
your pocketbook as well as your heart. 


TRUE ECONOMY 


AN ECONOMY-MINDED Congress is preparing to slash 
several billions from the suggested T'ederal budget. 


456 


Fine! We all want to see a reduction in the nationa) ¥ 
debt, or taxes, or both, and the only way that can be 3 
brought about is by governmental economy. But econo. © 
my doesn’t mean mere stinginess. It’s truer economy : 
to spend a dollar for two dollars’ worth of value than 7% 


it is to hold on to the original dollar. 


The point of the foregoing remarks is that there are } 
now two identical bills before Congress (H.R. 182] by q 
Representative Hagen (R) Minnesota, and Senate 555 — 
by Senator Hawkes (R) New Jersey), both authorizing j 


a new census of business. 


Such a census is urgently needed. The last previongs ~ 
one was made back in the pre-war era of 1989, and its — 
facts and figures are completely meaningless today, ‘ 
Businessmen in every field must have more up-to-date © 
statistics, and the only way in which complete data can © 


be obtained is by an official government census. 

Its cost would not add 1/100 of one per cent to the 
budget, and the benefit to the nation would be enormous 
through its aid as a guide to business in the days ahead, 
Every reader should write his Senator and Congressman 
urging support of these bills. 


A DANGEROUS PRECEDENT 


A BILL THAT might establish a precedent which would j 
endanger the whole principle of examination and licens- ~ 
ing of watchmakers is now being considered by the © 


Oklahoma Legislature. 


who wishes to practice the trade of watch repairing in 
that state to pass an examination as to his ability.) 
The legislation in question is Senate Bill Number 71, 
In essence, it provides that any veteran of World War II 
who has completed a course of training in watchmaking 
under the GI Bill of Rights shall automatically receive 
a certificate permitting him to work at the trade of watch 
repairing without having to take an examination. 


No one is stronger for the veteran than we are, but ; 
in our opinion, such legislation is highly dangerous. © 


Whether we like it or not, it is still a fact that there 
are a number of “diploma mills” turning out half baked 


so-called watchmakers who are totally incapable as | 
watch repairmen, and who, by their incompetent work, — 
could easily undo all the good that has been accomplished © 


by the watchmaker licensing act. 

Why allow it? 
trained, he can pass his examination anyway. 
hasn’t, he shouldn’t be permitted to butcher watches 


just because he is a veteran. A little less emotion, and : 
a little more common sense on the part of the sponsors 3 


of this bill would seem to be called for. 


Editor 
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(Oklahoma, it will be remem- = 
bered, is one of the states with a law requiring everyone © 
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THE MARK OF DISTINCTIVE 
BEAUTY AND LASTING 
PROTECTION 

















THE Wabworth WATCH CASE CO., INC. 


DAYTON, KENTUCKY. 
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Mr. David Sarkin, President of David Sarkin Ince.., 
expressed the belief, to an interviewer, that palla- 
dium had achieved a definite and lasting place in fine 
jewelry. David Sarkin Inc. uses palladium for carved 
rings and for the settings and ornaments of two-tone 
jewelry. Mr. Sarkin declared that the contrast of 
palladium with yellow gold is all that can be wished, 
and that cleaner, deeper cuts can be made when palla- 
dium is used than can be done with any other precious 
metal excepting platinum. He said that, in his experi- 
ence, deep cuts, where other than platinum metals are 
used, tend to show a yellowish cast in the deeper por- 
tions. He said too that stones do not become loose in 
palladium settings and that all the beauty of the dia- 


monds is preserved. 
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In the production of our ring blanks, it has always 
been our practice to carry the process of manufacture 
to the point where they can be used by the jeweler, 
either unchanged or with the minimum expenditure 


of labor. The line shown here is an example of this 
principle. Rings and rims have been so designed that 
unusual flexibility is provided and the number of 
combinations possible with them is limited only by 
the imagination and.artistic ability of the jeweler. . SS : - 


- 


We make all types of ring blanks from 1 mm upward. 

Flat and half-round rings are made in all widths up : 

to 12 mm. All styles are available in jewelry palla- t <E |  - i 
dium, platinum and gold. ) : 
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Today, as always, waldemars, vest chains, key chains, and 
sport chains are popular with men. They remain, as much as 
anything else, the stable notes of jewelry. 


And as for chain sales, the bulk of them goes to Simmons. For 
it is an undeniable fact, since 1873, chains .. . quality gold- 


filled chains ... have always been synonymous with Simmons. 


A Simmons 24 selected Waldemars are attrac- 
tively displayed for retailers. 


B Simmons Sport Chains on smart six-on stand. 
C Simmons Key Chain, Knurled Single Curb. 

D Simmons Key Chain, Boston Link Pattern. 

E Simmons Waldemar, Fancy Boston, and knife. 
F Simmons Vest Chain, Fancy Boston. 

& Simmons Vest Chain, Plain Single Curb. 


R. F. SIMMONS COMPANY, ATTLEBORO, MASSACHUSETTS 
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MosT recent available figures for 1946, com 
piled from authentic gources, clearly indicate 
that BRETTON ‘5 the most extensively nation- 
ally advertised watch band line in America. 
If this means one thing more than another to 
you as an ert jeweler, it means that it pays, 
and pays handsomely, to push this grand, 
consistently advertised line of watch bands 
which the vast American public has already 
endowed with its complete confidence- 


th your BRETTO 


BRUNER-RITTER, Incer 
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The rings featured are designed to 


: please that particular customer who 


* desires a ring of marked distinction 
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The fine ring creations illustrated are always 


available on special call to fill certain 
specific needs. The Bristol line offers an 

exceptionally wide choice of 
istinctive diamond wedding 


and engagement rings. 
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You don't have to be an expert to see what's wrong here. 

Modern lines—ancient pulling force. Perhaps you know lines of merchandise 
that drag, too, because they lack full power. Kreisler gives you that power— 
unequalled horsepower to move a handsome line‘of watch bands and jewelry, full speed! 
Kreisler supplies the power. Our sales locomotive has drive. . . the biggest 
name, backed by the industry's biggest national advertising schedule. It's got 

steam behind tested promotion ideas for faster turnover, bigger net profits. It runs 

on the smooth wheels of personal contact, for 40 Kreisler sales engineers personally 


bring you years of experience in watch band selling. That's why we say: 





look to Kreisler for value beyond price. 


Jocqucn tRuisle 


CREATORS OF FINE JEWELRY AND WATCH BANDS FOR MEN AND WOMEN 
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KREISLER SALES TIP! 
Now's the time to cash 
in on the Brand Name 
Power of Kreisler's 
dominant national ads, 
in your own selling. 
Remind your customers 

of Kreisler's reputation 








“> for Enduring Quality 
——show them how these 
watch bands make 

a smart watch look smarter. 








Jacques Kreisler Manufacturing Corporation, 9015 Bergenline Avenue, North Bergen, N. J. 
New York Showroom at 630 Fifth Avenue. 
In Canada at 259 Yonge Street, Toronto. 


Want to see the Kreisler man? A postcard to us will bring his personal service. 
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WATCH CASES 
aid in the accuracy 
of Fine Watches by 
giving positive protection 
to precisely made 
precious movements. 





Ww ke — Quality -Marks for Fine Watch Cases! 


TRADE MARKS Executive Offices and Factory: LUDINGTON, MICHIGAN 
Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fifth Street, Los Angeles | 
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F NTERMEYER, ROBBINS and COMPANY 136 West 52nd Street, New York 19, N.Y. 
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WELCOMES 


THE 
BUYERS’ 
MARKET! 


OMPETITION is back and with it greater 
selectivity on the part of consumers and 

retailers alike. Iskin welcomes this situa- 

tion! Our 1947 line of Distinctive Gold Filled and 
Sterling Jewelry offers greater value than ever be- 
fore . . . styled right and priced in keeping with 
today’s trend. Backed by dramatic dealer promotion 
Iskin’s creations appeal even to those close-to- 
the-belt buyers who know that fast turnover is the 
guiding light to volume and profit! Immediate de- 


livery through your wholesaler. 


Distributed by leading wholesalers everywhere 


THE JEWELERS’ CIRCULAR-KEYSTONE 





wee 








© Spring is on the threshold...clarioning 
' another surge of bridal ceremonies 
andanother rise in Lovebright diamond 
E ting sales for dealers across the land 
"...Certainly there are reasons for this 
ever-increasing demand for Lovebright 
sets and solitaires. Briefly they are, 
the tested quality, brilliance and 
cutting of each diamond; the superior 
styling and craftsmanship of 
each mounting; the attractively 


low prices which make them 

standout retail values. Be sure to 

see our spring selections available 
- in 14 Kt. Gold or Platinum. 


REG. TRADE MARK 


set No. 8002... Ex quisitely 
Matched set featuring 25 fine 
diamonds available in 14 Kt. 
Yellow or white gold... Mats 
: for local ads sent on request. 















this is your 


are the rings 


JOSEPH H. JACOBSON & SONS, INC. 


HALF A CENTURY OF INTEGRITY + SINCERITY * TRUST 
62 WEST 47th STREET, NEW YORK 17, N.Y. 
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An unexcelled selection of dia- 


mond-adorned jewelry of high 
AT YOUR COMMAND style and exquisite craftsman- emerald cut dia- 


. one of America’s ship is always available for monds... bracelets. 







great collections of your selection at cover watches and 4 


round, square and “THE HOUSE OF DIAMONDS” diamond jewelry. 
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These air-travel days a watch must be more than a fair time- 
keeper—it must be precise to a split-second. Defender tech- 
nicians kept this in mind in perfecting a new series of 
watches for men and women . . . These new timepieces 


achieve the highest levels of accuracy plus a style dis- 





tinction that puts them “years ahead in design” . . . 
With all their advancements in construction and styling 


these new Defenders retail at popular prices... . . 











EDWARD L. STERN & CO. 
610 FIFTH AVENUE + NEW YORK 20 














BUY DIRECT 


from 


STONE 


Offer the best values in your communi- 


ties ... assure your FULL PROFIT... 
get amazing diversity of styles . . . wide 


price range. 


m= DIAMOND RINGS 


as well as 


HAND CARVED 
WEDDING RINGS 


Diamond Set Rings of every description from $15.50 to $2500.00 
Plain, Beaded Edge, Hand Carved 14 Kt. Wedding Rings from 
$3.00 to $75.00 


ALL PRICES QUOTED KEYSTONE 


Our various lines are produced by expert craftsmen in 14 and 18 Kt. 
yellow and white gold as well as 10% iridium-platinum. 
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FAST TURNOVER GUARANTEED 


Samples on request to established jewelers. 
State price range and styles. 





l)'} WEST 42° STREET, N.Y.C.18,N.¥Y 











THE JEWELERS’ CIRCULAR-KEYSTONE | 





































re showing 


| _oTOGRAVT E section® (30 of them) 2 
* jade Kraft to over 30,000,009 customers this 
wo current Peloky 


strated: t 






g: \\\u 


sprin 
er ruele) Re now carry 


lov 
“Give an 


apliO networks 


ee. 
L 
rhe Kiddie Kraft messag® 
Be Seated 


Take, 
ows. 


ola) 


meee 


. if 
uw MW gdies Palate) 


many local shopPing sh 


— 
aa tRaeen 
marnns mann 
antnnem 
AA RN OLE 
ee 


$2.50 t¢ 
$12.09 


Plus tis 
x 





This New Patented Lucite Display 
shows your customers how Komfit _ 9 fO%alzE, 


, ; ° 'HE PeEpeee 
looks on a watch—aids in selling WISN MATCH Bein 


Komfit with new watches as well 


as for watches now in use. 
€ 


This handsome new box furnished 
_with every Komfit except Stainless 


Steel. 


® 
Komfit Wholesale Distributors 
will supply these selling aids to 
jewelers featuring Komfit. 
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KOMFIT is made only by THE FORSTNER CHAIN CORPORATION, Irvington 11, New Jersey, U.S. A. 
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IMPORTED “TIGER-EYE” 


WHEN THEY’‘RE BASKIN-MADE! 


fou; no other rings in a jeweler’s stock are such 


dependable, year-round sellers as imported TIGER-EYE 
cameos. And perhaps no other TIGER-EYE cameo rings are 
such a source of jeweler pride and satisfaction as Baskin 
creations, massively-made and superbly styled in 10K and 
14K gold. What jewelers need to make TIGER-EYE ring 


sales easier—these rings give them, in full measure. 


BROTHERS Inc 
38 WEST 48TH STREET 
NEW YORK 19.WN , 4 


San Francisco office—1355 Market Street 
MAKERS OF FINE RINGS SINCE 1896 


FOR MARCH, 1947 
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COMME, 
ly 20,000,000 Keaders..... 


Lhe 


GOTHAM 
EASTE 
HAN ATL 





TIME F A LIFETIME 


Gotham Watches 


hes Since 1868 


* inciupes i 
FEDERAL Product of (J/lendorff Watch Co. wnc., 20 W. 47th St. New York 19. N. ¥. 
, © 1947 OLLENDORFF WATCH CO., INC. ®ALL PRICES INCLUDE FEDERAL TAX, 


TAX 


Fine Watches Sinwe omens; 


(rolhdHe WALCACS eroaver of Mlendortf Watch Go. » 





a this budding. Spring ... Palm Royale 


designers proudly reveal a new collection 


of delicately beautiful jewelry ... Gayly be- 
decked with stones and enamelled in the colors 
of Springtime flowers, these new pieces are 
fittingly called “Perennials”. .. Fashioned of 
1-20-12 kt. gold-filled in white or yellow, this 
series includes a variety of necklaces, chatelaines, - 
pins and earrings ... All attractively boxed. 
All attractively priced for successful promotions. 
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ing Gruen sets the pace for merchandising 
leadership with a dramatic campaign of 16 full-page 
advertisements featuring famous Curvex and Veri-Thin 
watches for Spring and Graduation. Supplementing 
this list is a schedule of thousands of radio 
announcements from coast to coast. Such advertising 
means extra sales support to every Gruen jeweler. 
But it will be doubly effective for the dealer who 
ties in with local newspaper ads, utilizing the Gruen 
50/50 cooperative plan to pay half the cost. 


SOM 





Now — with consumers in a discriminating 





SO 


mood — is the time to feature the “ Proudest 
Name in Time’... Gruen. Let the 73-year 






DO OO OTF 






reputation and prestige of Gruen help 
build a solid foundation for your 
watch business. 


40 hruly Beautiful ae 
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(GRUEN CURTEX . 
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glamorous Curves 
ad in Life and For. 
tune... readership 
26,000,000 ! 
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Presents the 1947 


HERS Leaders 
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How he'll sean this 
cratic Gruen Vv 


’ She'll keep the Minutes 
sleek, aristo. sei 
With the Prec 


2 = in Gruen 
eri-Thin Chatfield! Thin Dorcas tov pad Hs ). 
$49.75 


iston Movement 


£49.75 


more fun than ever — Fitting reward for hours of study 
Pan American® =, the exquisite new Gruen Veri. 
i — 8Weep in Romaine — with two Spar. 
™ pansion bracele:. kling diamonds. 
$71.s0 


$175.00 
Orff, Wie THE TARY AY “WATCH. 


FoR MarcH, 1947 
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See 





by, Blue el 
with plates for diamond. Con 
be had complete with diamond 
or as mounting for diamond as 
well as plain Onyx, Sardonyx, 
Onyx Intaglio, Sardonyx 
intaglio. 
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nyx, Onyx with 
diamond, Cornelian Cameo. 


STAR RINGS ARE SOLD THRU 
WHOLESALERS ONLY. ASK YOUR 
WHOLESALER TO SHOW 

YOU STAR RINGS. 


style originalit 4 
i a piste y ~~ VT AR RING 
ESTABLISHED 1919 
\ J | MANUFACTURING COMPANY 


<a>, F | se : 
Materials, craftsmanship : Ladies’ and Mens 4OK and 44K Quality Rings 


and hand finishing, 
the very finest f 887-889 MAIN ST. BUFFALO 3, NEW YORK 
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with the 


MOST SPECTACULAR 


ULL-COLO 


ADVERTISING 


ever designed to 


Create Greater Sales 


for you on Watchbands an 


Children’s Gift Jewelry! 











: ii: NPEIDEL. ; _ mak a 
. e our national a 


See your distributor 


send direct for tal 


ayatt try v0 thane » or this day lle - 
sve brought f et | ews 
You've DIQUSD ame paper mats, 


Speidel 


| NATIONAL ADVERTISING 


MISS MIGNON SCHEDULE 


ALL ADS IN FULL, NATURAL COLOR 





Magazine Date of Appearance ” . 


Fanat =— 


twee 





Parents’ February 29 
Ladies’ Home Journal February 28 
Parents’ March 20 
Ladies’ Home J ournal March 31 
Parents’ May 20 
Ladies’ Home Journal May 30 


108 ee eevee -_ 
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COLDEN KNIGHT SCHEDULE | 


ALL ADS IN FULL, NATURAL COLOR 

















Magazine Date of Appearance 4 
Esquire February 10 y 
Saturday Evening Post March 12 

Collier's March 21 

Saturday Evening Post April9 

Collier’s April 18 

Esquire May 10 

Saturday Evening Post June 4 

Collier's June 6 
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gers) 





: ‘ : 14 ins ‘ 
Miss Mignon expansion bracelets, sets and sertions—38 million impressio , 
: , . i 
lockets from $3.75 to $11.95 (plus tax) | Don’t lose sales when th 
7 e impact 


this . . | 
campaign hits. Cover your net i 


th 
rough your Speidel Distributor toe 


at fine stores, everywhere, or write for booklet to 
SPEIDEL CORPORATION » 73 SHIP STREET ° PROVIDENCE, &.8. 
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SPEIDEL CORPORATION 
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0 Other Watchband ever Boasted Such a 
Heritage of Splendor 























A complete series of Newspaper mats on each 
Speidel feature is ready for you. | 


* 


Order mats free from your Speidel Distributor 
or direct from us. 











(© bras Pusat) an Or tcublenteree 
‘Right Out of Ghe 14th Century! 





thank Y 
Will try © You've proug 








@ The gleaming armor of chivalrous knights inspired 
Speidel’s Golden Knight. It’s the newest in men’s watch- 
bands, so sleek and trim you'll want it on your wrist 
in place of all others! With the priceless, purposeful ad- 


vantages of Speidel “velvet-action” e-x-p-a-n-s-i-o-n! 
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Blue-white in Diamonds! Sterling in Plateware! 
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in ladies’ watch bracelets! $ 


Federal Tax intleded 


4 
Wis 


Miss Mignon expansicn bracelets, She a | 95 
eee to 


plus tax 
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sets and leckets from 
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If only the finest satishes you, you want a Speidel 
bracelet for your watch. You'll have beauty. .. S T O R E N A M E 
you'll have comfort ... you'll have safety. . . 
because Speidel is the ace in bracelets. And you'll be 
getting the value of your life because your Speidel 


bracelet is designed to give service for years! 


Get one today. 1/20 10 kt. gold-filled top, stainless steel back. 


STORE NAME 
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HOW MUCH OF YOUR STOCK 
ARE YOU SIGK AND TIRED OF? 


Ronson Lighters? 

Sterling or plated flatware? 

| Ladies’ watches, moserately priced? 
-. Perish the thought -- we’re not trying 
to wheedle you out of a single one. 


But you know and we know that 

most jewelry items are no longer 

scarce as hen’s teeth. And that there’s 
probably lots newer and better in the market 
than your recent inventory shows. = 


That’s the kind of surplus stock © 
we mean. The kind like that old necktie -- 


vintage 1942, gift from Aunt Nellie -- 


that’s now a pain in the neck to look at. 


While we don’t pretend to promise you 
the moon in the way of price, 

we do promise to take it off your hands 
at a fair price, one that maybe. ._—_—. 
far greater than you expected to get. 


Write us or phone us and see! 





SECOND IN A PORTFOLIO OF FASHION-INSPIRED 











ETO 


The colorful artistry of a botanical print... 
FASHION’S INSPIRATION 


FOR A NEW 


Wadsworth 
wt a 


THIS f ULL COLOR, full page advertisement will be shown to 2,357,472 fashion-wise 


women in Spring issues of Glamour, Seventeen, Vogue, Harper's Bazaar and Charm. 
34 


THE WADSWORTH WATCH CASE COMPANY, INC., DAYTON, KENTUCKY 
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here can be only one original, one first and foremost 
— and that one is Briggs Carmen. 

Many copies and imitations have appeared since the first 
fine Briggs Carmen Bracelet made jewelry news in the 1890s, 
but, like all imitations, they do not bear the mark or possess 
the quality of the original. Briggs Carmen bracelets have 
continued to lead and make profits for jewelers for over 
fifty years. Demand the one original — Briggs Carmen. 


BRIGGS, BATES and BACON CU 


Attleboro, Massachusetts 
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With the newly feminine 1947 fashions 
making jewelry accessories more important 
than ever, Elgin American launches a million 
dollar advertising campaign, the greatest in 
compact history. 


This advertising is designed to step up the 
frequency of purchase, to impress women 
everywhere with the importance of compacts 
as jewelry accessories, to emphasize 

Elgin American superiority in design and 
precision detail. 


This powerful advertising program will 

completely saturate every community in the 
country —to make Elgin American the easiest, 
fastest selling line in the industry. 
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- ELGIN, ILLINOIS 
“ae an Empire State Building, New York 


saat 3 Pittsfield Building, Chicago 


e COMPACTS - CIGARETTE CASES 
DRESSER SETS 


T. M. Reg. U. S. Pat. Off. 


woreet 
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This hall of flame is the scene of one. of ihe most delicate operations in the 


manufacture of SWANK jewelry: d's the soldering room, and in it, nimble-fingered 


a 2s 
wre 


women fuse metal to metal in a job that demands so, much dexterity few men are skillful enough to handle it. 





A section of the Soldering Department. 
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ies Soldering — a delicate opergtion 
ot which nimble-fingered women excel. 
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WANK — nee. U.S. Pat. Of., Swank. Inc., Attleboro, Mass. 
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We-Fersuade em t0 buy ig 






Persuasion is the last thing you’ve needed to sell quality off again. And, by the way—how’s your selling technique? 
appliances—your big problem has been getting them. But Are you all set to demonstrate the famous Manning: 
now that they’re returning, personal salesmanship will pay Bowman Twin-O-Matic Waffle Baker, for example?... 





Tell customer: “It makes two big Rotate waffler. Explain: “Now pour Point to wide batter troughs that 


waffles—ends waiting! Dial regu- batter into reverse section, close catch overflow. Prove bakelite han- 
g lates both waffles. When indicator cover, return to original position. @ dles stay cool—and set off chrome 


> 


é 
says BAKE, pour batter in top half?’ When steam stops, baking’s done? finish that “shines with a wipe!” 





Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 
Makers of M-B quality Toasters, Percolators, Broilers, Irons, Automatic Grills, and Waffle Bakers. 


_ THE LINE THAT'S ALWAYS IN DEMAND 
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METRO JEWELRY CO. 


Manufacturing Jewelers 


21 WEST 46th STREET NEW YORK 19 
BRANCH OFFICES: goto. rms 20 


527 Canal Street, New Orleans, La. 
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no 
ring line 

is complete 
without 

the 

new 


HEMETINE™ 
Countersunk 


b. Another style of fraternol 
Hemetine—emblem fits in groove, 
flush with surface ... won’ 
catch, crack or tear off, 


oa. Hole and slot mounting provides quick, 
easy interchangeable attachment of 
initials or fraternal emblems. 


Fraternal emblems are set on standard 
size hammered or high-polished gold 
plaques to provide interchangeability. 
Plaque sets into countersunk panel 

. . « fits flush with surface. 





. SS f 


i 


GABRIEL WILLIAMS COMPANY, INC. 


17 West 60th Street New York 23, N. Y 
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“The most exquisite precious stone is 
‘lost’ as an article of personal adornment 
without a mounting which complements 
and displays it with equal taste and ~ 
richness.” 





No matter what your ring requirements are, call upon K & P for 
mountings that suit your needs. 


dspherh chdmaaive ®@ mountings 
hiishnver’ & Pines. Ine 


24. WES]. 4 Gtn ot Re &:1 
NEW YORK 31-9" NY. 





a 
: 

| 
| 
or a 





SMART SET...A Landau original for Spring... 
17 jewel gold filled lapel watch with earrings to 
match... rhodium finished movements, raised 
yellow gold dial, and 49 handset rhinestones. 
Priced to retail at $85.25 including Federal 
tax... 7 jewel model $69.50. 


STAR SET... Landau’s second exclusive, brilliant 
with 18 hand-set rhinestones... 17 jewel 
rhodium finished movements, raised yellow 

gold dial, lucite crystal... earrings and watch 

in attractive gift box... Priced to retail at $71.50 
including Federal tax...7 jewel model $62.50. 


SET FOR SPRING?... 


June grads and Christmas ...style swings and the four seasons... 
prices, profit, and promotion outline the fast-changing, complex 
pattern of today’s market for watches... require the constant 
consideration and adjustment of stocks and purchases by the jeweler 
endeavoring to satisfy old customers or attract new ones! 

To meet the most varied requirements, Landau maintains 
the most flexible purchase policy ...is not obligated by exclusive 
contract with a single manufacturer but selects movements from 
many fine Swiss sources... 

This policy assures good values available in every price range 
and models currently popular... permits the individual jeweler 
to meet customer demands and competitors’ attractions!... 
A Landau franchise insures the proper stock of dependable, accurate, 
and profitable watches at all times... Our prices range from 
$27.50 to $750 retail... Inquiries are invited... 


WATCHES 


fandau 


MAX LANDAU & COMPANY, INC. 
22 West 48th Street, New York City 


. «opposite Rockefeller Plaza 


5 N. Wabash Avenue, Chicago, Ill. 
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EXTRAVAGANCE... 


ime cannot dim the 
memory of her 
wedding day... nor 
the recollection of 
the jeweler who 
provided her matched 


set of Lady Crosby 


Diamond Rings... 








* Nationally Advertise 
* Exquisitely Package 
* Fully Guaranteed 


A. COMEN and SONS 
27 West 23rd Street, New York 10, N. 
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it’s clicking 
coast to coast! 


ALL across the country BouLEvarp’s 





‘‘Listen’”’ campaign is striking a brand, 
new note in watch advertising .. . 
bringing the BouLEvarD Watch to life 


with a unique human interest 


1 Ladies’ 17- jewel — appeal . . . telling the precision story as 
~ ee $55.00 tox inci. ate 
Men's 17-tewel = it’s never been told before. 


$35.00 tax incl. 
In the powerful Saturday Evening 


C 
So PRECISELY engineered. so finely Post and in Sunday roto sections 





balanced: is the movement of a BouLeyarp reaching additional millions in major 


Watch that you can scarcely hear its tiny retail markets, eye-stopping ads like 


ulse-beat. Yes, quality in a ‘watcl 048 
P : Pwr. ie this are building the BOULEVARD 





speaks for itself... but softly. , 
| ; name... creating nationwide demand 





See your jeweler’s selection of 





for these fine watches . . . opening up 





distinguished Bovtevarp Watches 





big-profit opportunities for you. 





_ superb timepieces of appealing RAS jee 
beauty and steadfast accuracy. 2 eee > . 
| 7 oe Proved in quality . . . styled and 


packaged for extra sales appeal .. . 


on 
a $ 


Gt ait E SEsr oivt BouLEVARD is America’s coming line 


) 






of watches. Priced to retail from 


: tard. BY MEAD $21.50 to $525. 


M. A. MEAD & COM P AX BR Geos Boor Soo ee 8 e Beeek & | 
































B Y M E A D 





M. A. MEAD & COMPANY . Since 1883 ° CHICAGO - NEW YORK 
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before July 1, 1947 








e@ If you want to know how you can 
win a handsome cash prize for 
trimming a Deltah window, con- 
sult your wholesaler or write... 
Deltah Window Contest Commit- 
tee, 411 Fifth Avenue, New York. 








We're offering generous cash prizes to 
CoD . 


AT BETTER JEWELERS 


De 


SIMULATED PEARLS 


encourage you to capitalize on the full sales-stimulating 

. potential od your windows. All you have me do | is trim a 

a h ! ‘Deltabh window, photograph i and send the phocograph : us, as 
soon as you can. You compete only with ‘ewdlecs in your section 
of the country, as identical Ist, 2nd, 3rd prizes and 


10 awards will be given in each of four zones. 





MELLER & SON, INC. . 411 FIFTH AVENUE, NEW YORK 16 








Bonbon Shades. 
of pink, blue 
_ and pearl 





An item destined to sky- . 


rocket sales for graduation 
and Mother's Day gifts. 


One strand with 

matching earrings © 

to retail at $12.50 
plus tax). 








MARVELLA PEARLS INC., 136 WEST 52ND STREET, NEW YORK 19, N. Y. 
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@ A SENSATION FOR BIG VALUE @ FOR FAST 
TURN-OVER @ FOR LIBERAL PROFITS FOR YOU! 


tyAdmira 


PAT.. PENDING 


AVE WATCH BAN 


In Yellow and Pink Gold* and White** 


Designed to enhance the beauty of any and all ladies’ watches. 
Precision workmanship used throughout. 


Can be easily adjusted by the jeweler to fit any wrist. Links are easily 
removed, shortened and replaced. 


Safety lock gives permanent protection. 


Width of band: 34”. 
UNCONDITIONALLY GUARANTEED FOR ONE YEAR 


This beautiful new Lady Admiral Diamond Weave Watch Band will sell on sight to 
your most discriminating customers, because it gives them a valwe that they simply 
cannot duplicate elsewhere. If you are looking for a number that will move out fast 
at a good profit for you... this ts it! 


NOW AVAILABLE...ORDER TODAY! | 
Sold Through Jobbers Only 


-F- G+ WATCH BAND COMPAN 
PS Ceasl Htxect, Naw Foxe Cie 



































, Mtliffes Miprtiree 


We’re aiming to make the entire country Victoria 
Pearl conscious with colorful magazine and radio 
promotions keyed to bring traffic to your store. Victoria 
complements this by offering retailers a dramatic series 
of dealer helps which consist of statement 
enclosures, counter cards, and 
consumer follow-up systems. 


tae ual 
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YY SIMULATED, 


QUEEN OF HAND-MADE PEARLS 









LOOK...2 colors 






COSMOPOLITAN ...2 colors 






AMERICAN WEEKLY...Black and White 





For pure shure, peu tails? 










epee o lnvekar ig fi tno Victoria 


PHOTOPLAY...2 colors 


Pasyecg" Pas? ne, cap, gad three strand 












netics ty ¢anited ior pertons moaighing, 


Fesp lust os: sshd berry Lock <9 ditnctively 


VY START-O-PEARL 


GENUINE ORIENTAL PEARL 


Chased har thtoslleén drama, whvtiys 


sgh Se Voi tinics Paes, the Panes in 


NECKLACES Every other month in: 


fe 2 


LADIES’ HOME JOURNAL me Die fi @ 
SATURDAY EVENING POST be | 

NEW YORK TIMES MAGAZINE 
THIS WEEK 
PARENTS’ MAGAZINE 
BABY TALK 


ON THE RADIO 26 TIMES WEEKLY 


The name ‘Victoria is featured to prize 
contest participants and millions of 
nation-wide listeners-in on seven 
popular programs. 







Available through leading distributors. 


A division of S. Nathan & Co., Inc., 610 Fifth Avenue « New York 20, N. Y. 






VICTORIA PEARL CO.,LTD. 
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Answering the demand for a post-war cigarette case that is MORE CONVENIENT 
ij and KEEPS CIGARETTES BETTER 3m... 




















Pa 


























the automatic cigarette case ll 


PATENT PENDING 







WK 


Presenting the Lido . . . a change in cigarette-case history. 
Lido opens in one smooth motion. Inside rack moves 

upward and forward, slowly and gracefully, and presents 
your cigarettes. Cigarettes remain firm and fully-packed, 
enjoyable to smoke because you handle them less. 
Lido provides the evening's quota. 
In beautiful modern designs, gold-lustre sii 
finish. Retail price $7.50. ' 
Usual discounts. 


THOREN 


LIGHTERS 


Setting the pace as always, are these | if coo 
Thorens Automatic Lighters, imported a ee oo 
from Switzerland, with their press-and- : - — 
slide-the-button actions. No difficulty Turned Chrome $6. 
opetebelemem oytel-m else Weleyd eke ..._ ._ #1601 Smooth Chrome $5.50. 
Available in gold plated finish, $12.50 i 


RS . rs a - mo . SL] DE THE 
PRESS THE SAS, (ee) Bee e-| BUTTON 

















REXON ine. GeNerAt visTRIBUTORS, 295 FIFTH AVE., N.Y. 16 


REXON INC., SERVICE DEPT. AND WAREHOUSE, 122 FIFTH AVE., N.Y. 11 
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OUR INDUSTRY'S GREATEST ASSET-“/he “/radction of Quality 
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Quality in jewelry and silverware starts with metals... with 





the gold and silver from which so many of the most popular 






articles are fashioned. . . . This vitally important subject now 













gets more attention from manufacturers than formerly. For, the 


quality you can put into designs depends so much on the quality 





of the metals you use. . . . That’s why so many now look to 
Handy & Harman for their Karat Golds and Sterling Silver. 
They find that scientifically balanced physical properties in 
| : every ounce or pennyweight of the many compositions we make 
| allows greater scope in design .. . gives full play to craftsman- 


ship and results in better merchandise for jewelers to offer. 


HANDY & HARMAN 


8? FULTON ST., NEW YORK 7, N. Y. 


Bridgeport, Conn. ¢ Chicago, Ill. « Los Angeles, Cal. Providence, R. 1. ¢ Toronto, Canada 
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Now Fiex-Let Watch Bands last longer than ever. Their 
need for repairs is now almost zero. For Flex-Let Bands 
are now completely non-corrosive. Nothing can harm 
them. Nothing can harm any part of them. Nothing — 
not even cyanide acid. 


Now you can assure patrons that when they buy Flex-Let 
Bands they get the greatest expansion band value. And 


you can be sure you'll almost never be bothered with 


the nuisance and expense of handling Flex-Let repairs. 


FLEX-LET 
EXPANSION PRODUCTS 
ARE SOLD EXCLUSIVELY 
THRU RETAIL JEWELERS 
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VIVIDLY HAND-PAINTED 
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GOLD PLATED FIGURES 
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: A ‘suggestion for Easter selling,— 
_ typical of the quality and value in 
the extensive Walter Lamp ring line. 


These outstanding rings are set 
with three blue zircons,—each stone 
weighing % carat... Well-made 
14 kt. mountings. 


Available for Delivery $19.75 
ie 


Mats furnished 


Ter ampl 


608 Fitth Avenue New York 20, NOY. 
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TO THE JEWELRY 


INDUSTRY 





x THE beginning—an idea! ... the 
. 
banding together of jewelry distributors in a 
WORKING association which pools accumu- 
lated knowledge and experience, in merchan- 
dise and methods, for the ultimate benefit of 
every jewelry dealer. 
In 1947—a smoothly operating association 
which is actively translating original idea 


into established fact! 





INC. 
681 





| I. ALBERTS’ SONS, INC. 
' Boston, Mass. 





BALDWIN-MILLER CO. 


Indianapolis, Ind. Baltimore, Md. 


S. H. CLAUSIN & CO., INC. 
Minneapolis, Minn. 
Spokane, Wash. 


Cincinnati, Ohio 





AMERICAN JEWELRY DIS 





J. ENGEL & CO., INC. 


THE GERWE-BROWN CO., INC, 


New Orleans, La. 




















As a result of our two years of association 
together, member distributors of A.J.D. are 
doing a better job, and will continue to in- 
crease services and advantages to dealers who 
are their customers, and to manufacturers 
who are their suppliers. 

American Jewelry Distributors respects the 
established traditions of our business . 


values the worth of modern business practice. 


TRIBUTORS 


FIFTH AVENUE A | D 
NEW YORK 22, N.Y. : 





ae 


EDWARDS & CO. 
Kansas City, Mo. 


A. C. POSSIN CO. 
Milwaukee, Wisc. 


E. W. REYNOLDS CO., INC. 
Los Angeles, Calif. 
San Francisco, Calif. 
Honolulu, Hawaii 
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and WOOD BUSINESS 
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14 K gold. Two or three initials: 
e, yellow, pink or green gold. As. 
orning. For women, too! 


$59 Keystone. 


WIV 
Ve 
ing 


Division Manne ¢> Son 
74 W. 46th St., New York 19 


IN CANADA: SCHWARTFELDT BLDG. 
177 King St. East + Toronto 2, Ont. 


Patented in the United States and Canado 
U. S. Pat. No. 2,394,794 
Canadian Pat. No. 432,365 
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distinguished NEET ‘‘*Padette”’ 
watch straps faster... 


A superlative window or counter display for the popular 
NEET *'Padette’'’—peer of all cushion watch straps— 
and today's biggest-selling watch strap classic. 


Strikingly designed, this display is immensely 





practical—not only encouraging ‘‘Padette’’ sales 
ARISTOCRAT OF 


WATCH STRAPS at the point of sale, but making it easier for 


you to handle sales quickly and efficiently. 


CONSULT YOUR WHOLESALER 


LASKO STRAP COMPANY 
200 Hudson Street * New York 13, N. Y. 
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of famous NEET watch straps 
with this striking “Silent Salesman’”’ 


Did someone say volume watch strap sales? ... Here's a 
whole bookful of assorted, fine quality, fast selling 
NEET straps—a complete and effective all-in-one 


sales unit by itself. Displayed prominently in 
ARISTOCRAT OF 


your window or on your showcase, this *‘book’’ 
WATCH STR ASS 


should step up your watch sales quickly. 


CONSULT YOUR WHOLESALER 





LASKO STRAP COMPANY 
200 Hudson Street * New York 13, N. Y. 
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FINE OUALITY JEWELRY 
stnite 1566 


FOR MEN: Evening Jewelry - Collar Holders - Tie Holders - Cuff Links 
FOR LADIES: Flexible Bracelets - Bangle Bracelets - Earrings « Brooches 


KREMENTZ & CO. » NEWARK 5, NEW JERSEY 




















Sensation of the Nation! 
Kimberly 


Now Available in 12K... 
gold-filled band . $7.50 ; fy. 


The tremendous preference all over the country for 
Pockette, the Sensation of the Nation, is bound to reach 
a new high in this beautiful model at the retail price of 
only $7.50. (Plus Federal Tax.) | , 

Pockette is more streamlined than ever—more efficient 
ithan ever—lighter than ever—a featherweight champion 
in the nation’s pen arena. 


More—Pockette now writes in choice of colored inks 
—pblue, red, green—a writing color to match the barrel, 


if desired. 


The Permanized* Point-In-Cartridge, being all one 
piece, enables you to replace the writing point for cus- 
tomers in just a few seconds, giving the user virtually a 
new Pockette for a nominal charge. 


ALSO! Pockette with silver finish band at the news- 
making low retail price of $5.95 ! No Federal tax. 


Featured in Big Circulation 
_ Magazine Advertising 


All of the unmatchable advantages of both these Pock- 
ette Pens will be spread before millions of pen customers 
—including your own—in national magazine and hard 
hitting newspaper advertising. The consumer demand for 
Pockette is terrific and growing daily. Be ready to cash 
in on this smashing campaign by stocking up now. 


Free Sales Tie-Ins for You 


To identify your store with the national advertising, and 
the new low prices, are free, traffic-stopping window strips 
and free newspaper mats in various sizes. 


Be sure to tie-in. Remember, too, that Pockette has all 
the writing features of any other pen at any price, plus its. 
convenient finger-length when carried, full-length when 
writing, colored ink cartridges, new streaming and new 
light weight. 


Write today for attractive sales plan and details of free 
dealer helps... . You’ll be glad you did. 









Sold and featured by leading stores throughout America, 
such as Macy’s, Marshall Field, Neiman-Marcus, 
Bullock’s, Meier & Frank, and hundreds of others. 


KIMBERLY PEN CORPORATION QML 


2450 SOUTH MAIN STREET 
LOS ANGELES 7, CALIFORNIA 


E 
OPEN 
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42,829,570 SALES TALKS! 


Ads like these will carry the KING 
King Edward EDWARD message 42,829,570* times 


i Exquisite 

4 Ts 
| j ba I lv erplate in leading mass magazines. Pre-selling 
| UNLIMITED SERVICE GUARANTEE 


silver customers from coast to coast 


Each of the most frequently- 


. + r c 
used spoons and forks 
> 


i iS extra plated al oe © eves * bed ° 
| point of greatest Wed, on the outstanding features of distin- 





guished, time-honored KING EDWARD 

Silverplate ...the exceptional beauty of King Edward patterns...the extra- 
plating at points of greatest wear...the unlimited service guarantee! 

For volume sales and lasting customer-satisfaction count on nationally- 


famous, popularly-priced KING EDWARD now as in the past! 


*Based on Audit Bureau of Circulation figures 


Nlttionil sve COMPANY 


Business Founded in 1890 





New York * Chicago * Detroit * Miami * Atlanta * Los Angeles * San Francisco * Portland (Oregon) 
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— popularly priced 


Make vour first 9 ler 


Wy yous 
| i lasting joy! 
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KING EDWARD 


A triumph of silver artistry! LONe 
its deticate beauty, 


beloved for 
and 


perfect \ines, subtle shading 


A wonderful, Thic 


highlighting ' 
mical King 


time “buy” in econo 


f dward Silverplate 
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A New Sensational 





GIVES FASTER SMOOTHER 
LONGER LASTING SHAVES 


-“AHIS: NEW ELECTRO- 'SHAV 
KEEPS HIM, HISSABLE .. 








No OTHER RAZOR HAS ALL THESE FEA TURES 


THE MorING BLADE yo} WHISKS THRU THE TOUGHEST WHISKERS emu — 

ee. pe and per 

WITH LATHER OR CREAM < NO PULLING ae NO SCRAPING | ance on thé 
plastic handle 

USES STANDARD BLADES (=) EASY TO CHANGE Agpeasy TOCLEAN JUST metal head. U 


BLA 






| | = no-pull, no- 
ae SEALED MOTOR AQMP N-O. SPRINGS ew ae 
a ee | | ; , oe | a gentle massage as 


~ 


NO WINDING NO DELICATE © MECHANISM. WEN AWAY FROM shaves clean and close. 
‘ -" now. See coupon below. 


USE AS A REGULAR SAFETY RAZOR is fully guaranteed. 







re 


te r 
_ | T ELECTRO-SHAV DIVISION, H. D. Campbell Compaty 


' Rochelle Ninois | 

44 'Please send me .... Electro-Shav Elecfric Safely 
QR? 'Razors at $5.97 each (Minimum order three) 
ow ! nationally advertised to retail at $9.95. Also send 
Ae ‘data on display material offered and schedule of 


i national advertising. 
| 
gaviy SNMETTEWD seseeoesseeeeeveeseaeeeaeeeeeeeeeeeeee @ 
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excitingly different tubu- > Perenie! en, | 
watch band. In yellow, a 


4 Esquire 








He’d like 


one too 


Tubeflex 
at $9.50 
Plus tax 





4 Seventeen 


They're ESTENMADE of course 


KESTENMAN BROS. MFG. CO., PROVIDENCE 3, R. 1. 
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FOM PLETE: DEPENDABLE 


WATCHES 


e, 


NOW IN THE PERFECT BOX FOR THE PERFECT WATCH 


The biggest National Advertising Campaign in 
Crawford's history — write for free mat service 


BEAUTY (orauyferd ACCURACY 
WATCH CORP. 


WACHE I mekone Rv meh New York 7, N. Y. 
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PRESENTS 


A SELF-WINDING, 100% WATERPROOF WATCH 


MULTIFORT -— 


140072 A4COMAK: 


* 


© 


or women 


Here's the perfect day-time watch women will want. It can be 

worn while washing dishes, bathing the baby, ironing, vacuum-cleaning. It’s also 
the perfect watch for rugged outdoor sports...Mido’s truly perfected 

self-winding, 100% waterproof watch for women. 


Ready a year ago, we took 12 extra months of careful testing 

to make absolutely certain you could offer your customers this first Mido 
automatic watch for women with pride and confidence. It is completely 
waterproof; dustproof; shock-resistant and anti-magnetic. 

And of course, it’s automatic...reminds itself to rewind itself. 


Quantities are limited. We wish we could immediately send every jeweler 

as many Lady Mido super-automatic watches as we know your 

customers will want. Unfortunately that’s not possible. But as quickly 

as we can, we'll distribute as many Lady Mido self-winding watches as are available. 





ring enlarged to show detail 


G lve your customers 


i these EXTRAS 
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by featuring 
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DIAMOND RINGS 


ll iracle Diamond Rings appear at least 25% larger! 


A iracke protects the diamond from chipping! 


eo 
ll iracle’s facet-like reflections enhance the 


brilliance and lustre of the diamond! 


all iracle Diamond Rings are featured 


coast-to-coast on 400 Radio Stations—by NBC on 

“The Teen-Timers” ... by the 

Mutual Network on “Queen For A Day”... 

and are nationally advertised to 60 million readers 

We have pledged in Life, Saturday Evening Post, Look, 
Glamour, Liberty, Esquire, Seventeen and 


other leading publications! 





Have you? 


None genuine unless stamped ‘*MIRACLE’’ 


SHIMAN BROS. & CO., Inc. 


MANUPACTURERS FOR OVER 50 YEARS 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 


No connection with any other firm 


234 WEST 39TH STREET - NEW YORK 18, N.Y. 
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Golden drama that spells box-office— 

that's FORTUNA, the magnificent new multi- 

facet link by Sparkes! Never before has jewelry at- 
tained the gleaming precision-perfection now 


FORTUNA 3-link Bracelet 
-- #910-911 FORTUNA brought to you through the exclusive “‘Sparkes-Lapp Process’. 


_ Bracelet-Waich Combination 


For shimmering radiance . . . . clear-cut in the beauty 


of its custom-finish . . . . look to FORTUNAT 
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¢ the exquisite new 


A brilliant new Rensie Display—featurin 
Ico IN 0 Sam C9 0 os ian 69 ON 29 2) 


Merchandising sensation of 1947/—Rensie pioneering genius 
in design brings you the Gift Globe, to shoe your customers the 


Rensie ceatch in the most desirable lit Dackave of all time. 


~ ~ 


RENSIE 
WATCHES 


“Exquisite as Americas Beauties’ ~ Engineered for Accuracy 





GIFT GLOBE “* GIFT GLOBE 
(OPEN) Rensie Watch Company, Inc. ch tp 580 Fifth Avenue, New York 19 (CLOSED) 











@ The Incaflex is a mechanism such as only a jeweler might 
contrive. It is ingeniousiy simple yet sturdy and gives in 
any direction—to make a watch really shockproof. 

Because of the spiral spokes of the incaflex balance 
wheel, shocks are absorbed from all directions—pre- 
venting breakage of the pivot. 

The Incaflex is an exclusive feature of the Wyler Watch 
—which is the only shockproof watch with a flexible 
balance wheel. 
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alewelers Language 


In good times or bad, a jeweler is foreed—by.the very 
nature of his business—to put major emphasis on quality. 
That is why jewelers who sell the Wyler Watch 
invariably discover it to be one timepiece that speaks 

a jeweler’s language. 

From the painstaking precision of its workmanship— 
recognizable at a glance—to the exquisite taste of its 
styling, the Wyler is, in every particular, primarily 

a ““jeweler’s watch.” 


When you sell Wyler, you do credit to your own reputation. 


Wyler 


-— Ge we oe ee 





Famous in 52 Countries 


THe WyLer Watcu AGENCY 
HOME OFFICE: 630 FirrH AVENUE, NEW York 20, N. Y. 


CHICAGO OFFICE: 29 Fast Mapison Street. Cuicaco 2. ILLInots 


15 
















Back of Ballou Jewelry 


A Seventv-Five Year Reputation 





signif ying the ultimate in men’s, 
women’s and babies’ jewelry 


B. A. BALLOU & CO0., INC. 


stablished in 1868 _ Direct to Retailers 
PROVIDENCE 2, RHODE ISLAND 
ew York Chicago an Francisco 
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Sell More Gold Jewelr \ 


DO IT WITH | Of NEWARK ~ 


The MERCHANDISE: 


Distinctive designs 


teh al cMeslaliataln 
finish 


Complete assortments 
Popular priced 
PNiigelaiha-m ekele. celel late 


The SERVICE: 


Newspaper Mats, free 
DTS ialelehicremialaeltle|s 


* series op [Yofe Harem yaatol(-tirel (ta: 
Od; 


Oiielaelstici-lomelelikiaelaiiols 


7) So eRe ne 


SHIMAN MANUFACTURING CO., INC., NEWARK 5,N. J. 113 MONROE STREET, NEWARK 5, N. J. 
NEW YORK SALES OFFICE: 15 MAIDEN LANE. 7 Please send folder illustrating Mother’s Day ads, 


available to us in Mat form. No obligation, of course. 
Name 


FE ee CD Se ELL TS AEE ST eee AGT 


City 
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Aye JEWELRY PIECE.... 
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rs and civic clubs, i shown here, with auth 
many of them are Ce tative hard-enameled 
right in your community! ‘g . 1&Remblems ona sturdy 
flat curb chain. Put them 
They’ll jump at the chance oo .. 
in stock now; display 
to buy their emblem on a them on your counter and 


Tie Chain. in your windows. 


© 


Order from your wholesaler TODAY! 


4) 


TRADE MAAR K 


[IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHuHECA CGO 
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*Fed. Tax Ine. 





A\nd now—shock-protected 


Lonville ee 


From the Langendorf factory in Switzerland, we are receiv- 
ing a limited number of men’s and women’s “‘shock- 
protected” watches. Naturally these command a somewhat 
larger retail price than the standard Lonville Watches. It is 


such a strong selling point that we believe that “‘shock-. 


protected” Lonville Watches will sell just as readily as 
standard models—with extra profit for you. 


Coming from the makers of Lonville, you know that the 
incorporation of the shock-protecting device is a real con- 
tribution to the reliability and consistency of the watches. 
It is not a “gadget” introduced as a talking point. 

These “‘shock-protected”’ Lonvilles will be advertised 
nationally as part of the Lonville Line. You should have a 
few representative numbers. Striking window and counter 
easels, emphasizing the “shock-protected”’ feature, will be 
given to any dealer displaying the watches. 


Ask your wholesaler about Lonville ““Shock-Protected” 
Watches. | 


0.0 000.00 002000 6e 6, 
eacatetetetoreratocesecerereres 
ocetanoreraerensreceeeneseeseee) 


HAR KR VY RO L)/ \\ AN N INC. see 


Rathaus (Town Hall) 
Langendorf, Soleure, Switzerland 


Lonville Watches are made in 
Langendorf, Soleure, Switzerland. 
The factory was started in 1878 
when Grant was President of the 
United States. 


The mechanisms are made under 
one roof—a rare accomplishment 
even in Switzerland where most 
watches are assembled from parts 
made by various factories. 


All the parts are standardized and 
interchangeable so that in any civil- 
ized country a Lonville Watch may 
be repaired at low cost and in quick 
time. 


Lonville Watches are noted for 
reliability and consistency. They 
are advertised nationally and you 
may sell- them with assurance that at 
the prices there are no better watches 
—and no finer service at any price. 


onville 


WATCHES 














580 FIFTH AVE. Sole Us S. Agent NEW YORK 19, N.Y. Through Your Wholesaler 
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On some items we are now able to get mod- 
erately better production. 












Send in your orders for those LeStage goods 
you most desire. We may still deliver a little 
short of your full needs, but we feel sure you'll 
see, in most cases, an improvement in the | 
quantities you receive. 





The knots that have restricted us are loosen- 
ing a bit. 


Se Stage "9 
NORTH ATTLEBORO, MASS., U. S. A. 
New York—9 Maiden Lane, A. H. Betz 


Chicago—29 E. Madison St., A. B. Pinero : 
Seattle—4014 Brooklyn Ave., J. F. Loveridge © 





Chains - Bracelets + Lockets + Knives + Baby Jewelry + Identification Bracelets 
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VULCAIN 


Grand: PAX. 


FAMED FOR UNERRING ACCURACY 
AND DIGNIFIED STYLE 


FOR ALMOST 90 YEARS UNDER ONE FAMILY MANAGEMENT 


VULCAIN WATCH FACTORY 
LA CHAUX-DE-FONDS 


U.S.A. AGENCY: 630, Fifth Avenue, NEW-YORK 
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a coro’s 1947 ADVERTISING THEME 
nxeD BY THE LARGEST NATIONAL 
-RTISING PROGRAM iN 
ue FASHION JEWELRY INDUSTRY 


Over 150 million Coro sales message in 


> the ‘nation’s top magazines will impress 


x 


- upon millions of consumers that 


| hm erica’s best dressed women wear Coro 


3? 


: jewelry es 


“Coro’s dramatic, fyll colot advertising 


pee aa 


WATCH 
FOR COR 
O’S CON 
IN Ce ee DISTINGUISHE 
FOREMOST be ek ae etme 
S 


will present 4 number of America s best 
dressed, socially prominent women weal 
ing Coro jewelry- This powerful, prestige” 
packed advertising will appe4* in the 


most important fashion and consumer 


publications. 


Plan now fot your biggest Coro year, by 
tieing 10 with Coro s great 1947 campaign 


_.. the tremendous advertising force that 


=< 


speaks for you in terms of peak consumer 


and sales appeal. 
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Order a sample selec- 
tion of these famous 
makes ... in stock for 
immediate delivery. 


e 


GEOCMOEEEREER 


annune 


IMPORTERS 
JOBBERS and 
DISTRIBUTORS of 
DIAMONDS 
and 
JEWELRY 








BRAN 
WHOLESALE JEWELRY CO. CH OFFICES 


1308-10 MAIN STREET FORT WORTH, TEXAS yv? 
: YORK e PRO 
‘eee vIiCE THAT EXCELS” 
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The Bigsest and Best News for 1947 
HADLEY 


MEN’S JEWELRY 


> A Complete Line 
gee the next w Every Item Entirely New 
op NE © ~ Beautiful Designs 
%~ Unmatched Packaging 
> PRICES that will delight your customers 

















ho h bid 
g b a 
‘ id \\ WwW a“ +4 Sol d ae packer pave isin 
Hadley  —— nation orem 
* 








We are picking this as 1947's outstanding Gift Line for Men 


PRACTICALLY 


EVERYTHING OVER FIFTY YEARS 
SOLD OR USED IN OF FAITHFUL SERVICE 
JEWELRY STORES 
214 E. anid St. 149 Penn Ave. 

SCRANTON, PA. 


SYRACUSE, N. Y. 
STRICTLY WHOLESALE 
AUTHORIZED HADLEY DISTRIBUTOR 
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OVER 250 DIFFERENT STYLES 


WRITE FOR CATALOGUE 


NEW YORK 7, N. Y. 


JEWELRY CO 
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Trifari, Krussman and Fishel, Inc., 377 Fifth Avenu 
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TURNOVER 


Same 


A Wise Move... 


In the strategy of retailing 


every jeweler should be careful 
to keep his stocks abreast of 
the times . . . It’s a wise move 
to enlist the aid of M&P 
merchandising experts who 
have the experience, knowledge 


and the vision to help you 


plan successful promotions. 


"4/4. "> iS 
YU feonixow 8 TRUL, INC. 


WHOLESALE JEWELERS 


UNION PLANTERS BANK BUILDING..:.MEMPHIS, TENNESSEE 
New York Office: 580 Fifth Avenue 
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NEW! 
Child’s 


Sterling Silver 
KNIFE, FORK & SPOON SET 


A new SALES BOOSTER—Beautiful 3 
piece set including Hollow Handle Knife 
with Stainless Steel mirror-finish blade. 


34-50 


Per Set, ATTRACTIVELY BOXED 










*K 
FORK & SPOON SET $ © .30 
ATTRACTIVELY BOXED Per Set 
SPOON, only _..... “39 
Each 
KNIFE, only ..... $ .00 
Each 


Other Sterling Silver 
Best Sellers for Children 


Hollow Dumbbell Rattles .. $83.50 & $4.50 each 


Oe $1.50 each 
Teething Rings .......... $1.50 & $2.00 each 
Sent Handle Spoons ............... $1.50 each 
Oval Napkin Rings ............... 82.00 each 


Immediate Delivery 


Sterling 


A.B. FRANK a, ae 


gold plated inside 


Silversmith 
§ 4.30 
9 MAIDEN LANE, NEW YORK 7, N. Y. Each 
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LATEST CREATIONS IN BRACELET-WATCH CASES 
14K PINK OR YELLOW — FOR 5 AND 5), LIGNE MOVEMENTS 


Beautifully illustrated 40 page catalog sent upon request 


R. PEARLMAN, INC. 


CREATORS OF FINE JEWELRY AND WATCH CASES 
WaAlker 5-0627-0628 * NEW YORK 2, N. Y. 





83 CANAL STREET * 
90 3 
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CONGRATULATIONS |. . trom 


one old-timer to another! We're 





proud of our long and pleasant 
association with this fine Amer- 
ican product. Today's splendid 
1847 Rogers Bros. patterns are 
an auspicious beginning for 
the second hundred years of 





America’s Finest Silverplate. 





. W. JOHNSON, Inc. 


Established 1869 
]. W. Johnson, Inc., Silversmiths Bldg., 15 Maiden Lane. New York City 


Wholesalers of Watches, Clocks, Jewelry, Giftware, Glassware, Silverware 
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Wedding Lings 


HAND-CARVED AND STYLED sy Shanholl, 


MADE TOOIN PLATINUM AND YELLOW GOLD 


. ae 


y Se 


| A variety of choice is offered by these 
o- wedding rings to suit a diversity of tastes. 
, The styling is right mm step with current 
trends and the carving is so exquisitely 
done and is so sharp and clear that full 
advantage is taken of the unchanging 
whiteness of the palladium to produce a 
brilliance and sparkle that closely resem- 
bles that of a stone-set ring. 





Sold through leading jobbers through- 
out the country. 


g Sragoiote Lait nn omen npiinticsnp tie ee OE Sore Ones 
e Sc 3 


a Of 
723 SANSOM ST., PHILADELPHIA 6. PA. 








MANUFACTURER OF PALLADIUM, PLATINUM AND YELLOW GOLD JEWELRY 
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Beats 


Because consumers have become acutely 
selective in their buying, these New 
Doric Watches are worthy of particular 
consideration. They offer distinction 
that attracts, dependability that endures, 
value that assures speedy sales and hand- 
some profits for jewelers. See these fine 
Doric Watches for men and women, as 
well as complete lines of smartly styled, 
popularly-priced jewelry at the Holtzman 
showrooms. ‘Come in and let us help 


you plan successful Spring promotions. 





Wiss selatioes carrying the new Holtzman 


lines are now visiting their territories. - 








580 FIFTH AVENUE NEW YORK 19,N VY. 
| WATCH IMPORTERS.... 





MANUFACTURERS & WHOLESALE JEWELERS 
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— , 
: ith Guildcrajt Silverplate! For 

ning @ real masterpiece can be yours wi , : 
ak icant all great works of art— there’s an enduring beauty that grow 
in Guildcrajt — 


“~ erto’ — rst of the 
P lier more precious, with every day of use! Already, ae wth om patterns 
b in ant Guildcraft patterns — has won a place of honor among ~ : “sur table that 
i " time. Let its perfect symmetry, its superb craftsmanship, 'en seid 
of all time. 


‘scriminating taste. 
air of distinction that bespeaks the most discriminating 


N 4 T l 0 N A L : I L Y . ‘ : ‘ “ : , ‘ " e ay OREG. v-8- PAT-OFFs 





First in th 
n the great 1947 Guildcraft campaign appearing in this outstanding list of national magazines: 





GOOD HOUSEKEEPING 


VOGUE : 
SILVER CO 
Nea MPANY BETTER HOMES & GARDENS 


BUSINESS FOUNDED IN 1890 HOUSE 
BEAUTIFUL 


MADEMOISELLE 


New York - Chicago « Detroit + — 
g0 + Detroit + Dallas + Miami+ Atlanta + Los Angeles + San Francisco « Portland (Ore.) BRIDE’S MAGAZINE 


t 
94 
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Anyone... anywhere... can get ANY part 
for the repair of ANY Pierce Watch! 


When you sell a Pierce Watch you can recommend it to 
your customer with complete assurance that, if at any time 
it should need repairing, spare parts are readily available. . 


Illustrated catalogues, containing tables of all Pierce 











Pierce spare parts also are featured in cat- 
alogues issued by such renowned Chicago 
houses and their branches as: 


THE NEWALL MFG. CO. «© SCHWARTCHILD & CO. 
C. & E. MARSHALL CO. ¢ HENRY PAULSON & CO. 





‘spare parts with numbers, names and calipers, are supplied 

_ free to jewelers for their convenience in ordering. We honestly 
believe that this is the simplest, and most comprehensive 
service of its kind offered by any watch company. 


Write for this Free catalog! 


PE 


PIERCE WATCH CO., INC. 
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22 W. 48TH ST., NEW YORK 19, N. Y. 


95 

















DIAMOND RINGS 





“Tul THERE'S NO FUTURE IN IT! 






THE retail jeweler who goes from one 
wholesaler to another—doing a bit of business 
with each—is surely weakening his chance 
for greater success. For with this kind of 
“pillar to post buying’’— you can’t become 
important enough to any one wholesaler to 
gain the benefits thata valued customer enjoys. 

This is the time to settle down—to estab- 
lish yourself solidly with a leading whole- 
saler—a source of supply that will be your 


Creators Of 
Pride-more 


U.S. 





JEWELRY C€0.1. 








strong ally. With this is mind, you'll do well 
to think of and turn to the U.S. Jewelry 
Company. For with the U. S. line behind you, 
you |] stay out in front of competition. You'll 
be backed by quality and value that brings in 
customers and brings you bigger profits. 
You'll get the friendly service and whole- 
hearted assistance—the benefits and advan- 
tages that leading retailers have enjoyed for 
over 30 years. We invite your inquiry. 


Importers Of 


cable. 


WATCHES 





H. E. BAUMOHL, Pres. 


WHOLESALERS 
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/ ability to design appealing boxes has never been 





more strikingly revealed than in the six distinc- 
tive boxes on the following pages. These boxes 
were especially created for the exclusive use of 
the individual companies indicated. 

Kach box was planned and produced by 
Arrow. Because of unusually complete manu- 
facturing facilities, the use of every conceivable 
material is possible. Arrow’s products represent 


the very ultimate in diversification using wood, 
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OF THE YEAR’ 





plastic, metal and cardboard; coverings of leath- 
er, leatherette and velvet; and linings of velvet 
and satin. All of these aid in making possible 
exciting display combinations. 

These six “winners” add charm and distinc- 
tion to the products they present. 

For twenty-five years, America’s leading busi- 
ness firms have consistently made use of Arrow’s 
ability to create and manufacture outstanding 
boxes and displays. To those manufacturers who 
seek new sales-stimulating box ideas, Arrow’s 


complete facilities will be of interest. 


SMeOt MANUFACTURING COMPANY, INC. 


FIFTEENTH AND HUDSON STREETS @©@ HOBOKEN, NEW JERSEY 











GoTHic 


An all-plastic box of unusual design presents Gothic 
Jarproof watches. This box, with two styles of open- 
ings, features the disappearing top which enables 
many boxes to be displayed in a minimum of space. 
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Bretton 


This unusually attractive package is used to feature the 


POLLEN ATOR PYRE TNS BO hl ae en 


new ‘Bretton Queen" bracelet. The lucite cover pro- 


vides clear visibility when open or closed. The hand- 
colored metal crown, symbolic of the “Bretton Queen”’ 
line, gives added charm to this graceful package. 


SUCOLY MANUFACTURING COMPANY, INC. 








GOTHAM 


Gotham watches, an Ollendorff product, are richly presented in 
a brand new box. The top is velvet covered metal, the base ivory 
plastic, combining the best features of both materials. Two boxes 
of similar design are used, one for ladies’ and men’s watches, 
and o smaller one for fob, pocket and expansion band watches. 





This is a striking all plastic box with unusual lines. Maroon 
velvet panels on ivory plastic lend themselves to an inter- 
esting contrast in color. Harman's ladies’ and men’s watches 
are both suitably displayed in only one size box. 


MANUFACTURING COMPANY, INC. 


Pittaese nel BD AND BVOC ON STR ERTS ©@ WOROK EN, NEW JF ORS EY 





NATIONALLY ADVERTISED 




















WITH 


P9775 
Platinum. 
30 diamonds. 
IT jewels, 


bO0¢6b00° 9192B— 14K 
el Gb Ge Go gold case and 
bracelet. I4 
diamonds on 
dial. 17 jewels. 


4 5 
Wella NMaleh Company 


48 W. 48th STREET NEW YORK 19, N.Y. 


Write in for your Free Copy of the Beautiful 
New Kingston Watch Catalogue in Four Colors 
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740 SANSOM STREET 
PHILADELPHIA, PA. 


51—45.00 
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ORDERS IN EXCESS OF $200.00—10% DISCOUNT—ALL PRICES ARE KEYSTONE 
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5 —62.00 
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PR comer mame 





©) NATIONAL ADVERTISING 


Look for the biggest, most 
brilliant, most ambitious 
national advertising 
campaign we ve ever run, 
designed to pre-sell 
Omega to your best 
customers. Look for Omega 
watch advertisements in 
such significant magazines 
as FORTUNE, ESQUIRE, 

LIFE, NEW YORKER, 

TOWN AND COUNTRY. 

Right through the year. 





1947 PROMOTIONAL 





PROGRAM WILL MAKE 
THE OMEGA FRANCHISE 
EVEN MORE VALUABLE 


C) NATIONAL PUBLICITY 


We are preparing an 
intensive publicity 
program smartly timed 
to coincide with your 
peak selling seasons. 





C) DEALER HELPS 
Included will be a full 


assortment of mat 
advertisements, some 
specially created to tie 
in with the national 
campaign, others with 
seasonal and gift dates 
traditional in the watch 
field. As well as 
attractive counter cards, 
display pieces and ga 
radio scripts. guys MORE 


PRESTIGE SALES FOR YOU WITH 





NORMAN M. MORRIS WATCH CORP., 608 FIFTH AVENUE, N. Y. 
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600,000 sex are looking 

















With the launching of a vigorous national advertising campaign in PIC, 
The Magazine for Young Men, ESKAY is getting at least 600,000 extra 
plugs for you, and for ESKAY'S fabulous new men's jewelry accessory line 

. . . designed and executed by KORFF jewelry craftsmen... . order now, 


EXCLUSIVELY THROUGH LEADING WHOLESALE-DISTRIBUTORS. 


Because of the unprecedented large number of entries, the winner of the KORFF 
$100-Bond Name Contest, will not be announced until April. Judges, now making final 
selections, are George Engelhard of National Jeweler, and P. M. Fahrendorf of Jewelers 


Circular-Keystone. 


_KOREE & SON 


Korff Building: 914 Walnut otreet, Phila 7, Pa. 
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the new 


mlicilelnes: 





presentation 
box 


SEES, 





aaa ae 


With a velvet and satin interior. 


Se one 


and a rich, colorful f 
plastic and velvet exterior, | S 
the new Helbros oe ~ Ke... / 
Presentation | ; 


Box will be 


the most beautiful 








and sales-appealing 


in your showcase or window. 


HELBROS WATCH COMPANY 
6 West 48th Street, New York 19, N. Y. 


front view—closed 


side view 
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HYDE PARK WATCHES 
In the Front Rank of Fine Timekeepers for 1947 


Plan now to build bigger and better watch sales in 1947 
with distinctive HYDE PARK watches. This great line offers 
you many outstanding advantages plus variety as to styles and 
case qualities (embracing 14kt. gold, gold filled and rolled gold 


plate). All are equipped with accurate 17-jewel movements. 


SOLD THROUGH YOUR WHOLESALER 


Emil Leichter Watch Company, Inc. | 


55:1 EIFTH AVENUE . ©. NEW “YORK 17, Ni Y. 
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We know a winner when we see tt. 


That's why we have picked 


HADLEY 
MEN’S JEWELRY 


| | as a top gift line 
| 








for men during 194/ 





E LIKE the completely new designs... 


ir the new packaging which is clicking with everyone 


. . the prices which are surprisingly low for the 





quality of merchandise. 


We like the idea of consistent National Advertising 
to make this a year ’round best seller. 

We like — and you will, too — Hadley’s policy of 
selling this new line through JEWELERS only. 





Our salesmen are showing the line 


i JOS. B. BECHTEL & CO., INC. 
| 729 Sansom Street 
Philadelphia 
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Nationally Advertised 





FORTUNE + ESQUIRE - VOGUE 














-FAITHFUL TO ITS TRADITIONS 
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ag See I he dragon who symbolically stands guard 
Bete over the Cathedral of Geneva 
Soke and its priceless clocks. 


S.) 
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DRIVA maintains the high + 
quality and style of its- 
watches, the pride of Geneva 23% 
workmansbip. _ ee 
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Product of DRIVA WATCH FAC, ORY, GENEVA (Switzerland) and NEW YORK 
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TOWN & COUNTRY * HARPER’S BAZAAR 


580 FIFTH AVENUE Z NEW YORK 






































es - veer eee ne eT a a Se ee — 
ee eh ee LE A RS RE Eee een 


wn laledie aretenmalilitts Aint ta ee 











There’s no substitute for experience, 
whether in the art of the silversmith 
or in the knowledge of 
values which your 
Wholesaler must have 
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AMERICAS FINEST 
SILVERPLATE 














100% Chanivews 


1847— 1947 


With congratulations, etc. ... Identi- 
cal with copy in their group of sug- 
gested ads, of which we assume you 


have a copy. 


THE NON-RETAILING COMPANY 


1880-1947 


LANCASTER PENNA. 


WHOLESALERS ONLY TO RETAIL JEWELERS ONLY 





THE JEWELERS’ CIRCULAR-KEYSTONE: 


Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking — sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in I4 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 
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MODEL 
NO. 280 
YOUR $@).98 
WORKS on COST 
AC or DC RETAILS FOR $15.98 
a _ better «igs 
IMMEDIATE piflerer! Generous or. rolls 
| —_ pread: on’ cloth wie 
DELIVERY! Easy ed ee brill no crumbs 
(Limit 6 to foot cord HOS CY on inst 
gum i ' ° S 
A Customer) Regulate = a , mn 
vd e iden brow™ 
wn 
‘alt out! 








Wholesale peweler to the Nation c e 


710 SANSOM STREET, 
PRICE FEATURES THE WORLD’S 


Philadelphia 
108 


7, 


Penna. 
LEADING LINES. 





AT THE RIGHT PRICE ALWAYS 
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‘Feature 





Featured 


SATURDAY EVE. POS 
COLLIER’S 
SQUIRE 
OLIDAY 
VOGUE 


FORTUNE 
HARPER'S BAZAAR 
TIMES SUN. MAGAZINE 
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Every part in every DOXA 
represents the essence of 
refinement. It is this uni- 


form, high quality in EVERY 


detail of each DOXA which 


accounts for the fact that, 
year after year, demand 
exceeds production. 

























SIOOODR IODINE NDE II 


OO NO 


SRO OSI IOG OP ™ 


Round case illustrated for any 10 or 11Y_. 
ligne movement, plain or sweep, thin or 
high. 1 OK yellow gold, stainless steel back. 


rolied ool elate cases “ta : 
also the famous Elite ‘Waterseald 
Watch Case. 


» ~ 
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ELITE CASES ARE ane THROUGH WHOLESALERS 
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» DIAMONDS 
« WATCHES 


Silverware 


> COMMUNITY 

* TUDOR PLATE 
- 1847 ROGERS BROS. 
> WM. ROGERS & SON 


Clocks 
- WESTCLOX 
> NEW HAVEN 
e WATERBURY: G. E. 
ma inicia @1@lme 
e McCLINTOCK 
a) oll Os ee LON ne 


ewelry 
* RONSON + FORSTNER 
© SIMMONS -J/B 
- SPEIDEL + ISKIN 
* KESTENMADE 
> CARL-ART 
* LAGUNA ~- LUSTERN 
- BRIGGS +» BRETTON 
e KIDDIE-KRAFT 
e HELLER-DELTAH 
* MARVELLA 


Appliances 
* GENERAL ELECTRIC 
OASTSWELL 


Sunglasses 


* AMERICAN OPTICAL 


g SON. INC. 


ane ae 2E6™" 


and Jewelry 


NEW YORK 20, ™ 


8 
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; ae value knows no season, no ups and downs of business. There 
are always patrons for creations of enduring charm. @ Recognizing 
this truism leading jewelers rely upon Seidman & Company for 
always salable JORDAN Diamond Watches, Diamond Attach- 
ments, Rings and Mountings. @ A visit to our offices and plant, 

a call of our representative, or a few exhibits on memoran- 

& dum will readily prove the profit possibilities of Seidman 
oe & Company offerings. @ Your correspondence is invited. 


SEIDMAN & COMPANY 


31 WEST 47 STREET 
NEW YORK 19, N.Y. 
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SOLE AGENT IN U.S. A. FOR HENRY SANDOZ AND FILS, CHAUX DE FONDS, SWITZERLAND 


“isl oP meetiy 16 EAST 52nd St.. N.Y. 22 
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GOOD NEWS! 


Mir. Max SCHECHNER has assumed full charge of his Watch 














Repair Shop, the Marudo Watch Company. For the past two years 
Mr. Schechner, who is a well-known expert in his field, has been 
an Inspector of Watches for the United States Army and Navy. 


O UR SHOP is equipped with the 
latest types of machines, including 


two Western Electric Recording 
Machines. 


All watches received for repairs 
are insured against possible loss. 


W E GUARANTEE return within 
ten days on all watch repairs. A 
special Service for New York City 


firms — We call for and deliver 


watches twice daily. 


Ix ADDITION to our Watch Re- 
pairing Department, we have a 
complete Watch Casing Service. 


All watches cased by us are timed 
for 48 hours before they are re- 
turned to you. Minor adjustments 
made without additional charge. 
We will also attach all types of 
Watch Attachments. 


cAll work fully guaranteed 
MARUDO WATCH COMPANY 


48 WEST 48TH STREET 


NEW YORK 19, N. Y. 
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Give Grana and you give a master- © 


piece of fine watchmaking ... fashioned 
by Kurth Fréres craftsmen for beauty 
and accuracy that endure. Pictured: Twe 
Grana Masterpieces in Stainless Steel 
Also...14kt. Gold... Gold-Filled . 
N}i-1-3 er bale ma Grol fe 


GRANA WATCH CORPORATION OF AMERICA - 521 FIFTH AVENUE - NEW YORK 


GRANA WATCH CORPORATION OF AMERICA * 521 FIFTH AVENUE © NEW YORK. 
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You can offer Rhodi-Gem rings at prices that invite 





easier diamond sales at greater profits. Rhodi-Gem 





rings give the impression of being gem set . . . 


they're carved in an exclusive manner to simulate diamonds 
,..in RHODI-GOLD that whiter-than-white precious 


metal. We invite correspondence. 


THOSE RINGS OF A FLASHING BEAUTY 


THAT NEVER DUELS... 


GOODMAN & COMPANY 
MAKERS OF FINE JEWELRY e« SINCE: 1903 
42 WASHINGTON ST. 
INDIANAPOLIS, IND. 
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Perennial Best Sellers 
In Leading Jewelry Stores! 
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0) production is hard put to keep pace with the sweeping 
akeliteyale] MRel-Jetlelslo Mh ce) min isl-t1-m ole) ol¥](o] am olaloh ions lolol <i mu alalel Mmm allay 
are made only by us. Hence we urge you to place your orders now 


to be sure to have them on hand when you want them. Expertly E 





Tava -ce Mol -s tie lal-feMolsle Mi iilolol- Fam iel-ti-Mealaletwola-meh Zell lele)(-Mlamul-a 
and women's designs with plain, diamond-set or initial-set 
Onyx tops... with raised initials, with or without diamonds 
... also, with TRU-STAR genuine mined quartz stones, 
nature's only rivals to Star Sapphires. Above all — 
don't miss out on PHOTO-LOCKET ring sales: 





a | *K 
SOM CONUS UII CE * NG COMPANY, Inc. 
|] WEST 47TH STREET © NEW YORK oo. NY 


“REG. U.S. PAT. OFF. 
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ERA DYNOMATIC . . . features the ORA BALANCE. 
a new technique for utmost watch accuracy. 
Exceptional performance recorded in tests by 
the U. $. NATIONAL BUREAU OF STANDARDS. 


ARTHUR BAUER COMPANY 
12 eee ee eo e 48 West 48th Street, New York 19, N. Y. 
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BIG YEAR AHEAD 


ee ror ELREX JEWELERS! 
6. 


The word is getting around—jewelers who feature 
ELREX watches can”expect big things in 1947: 
For ELREX watches are styled and designed not 
only to sell with the least amount of resistance, 
but to sell profitably. Unexcelled in beauty anid 
appeal, ELREX watches are also second to none 


for dependable timekeeping performance. 


ELREX WATCH COMPANY, Inc. 
551 Fifth Avenue, New York V7, NM. ¥: 


also, Heyworth Bidg., 29 East Madison St., Chicago, Hil. 
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BONCORT rings and the new BONCORT 
creations of FOREMOST'ring mountings 
rank high on the preferred list of discriminating 
jewelers. The unsurpassed values, varieties 
and styles in these leading lines are 


proven by their prompt consumer-preference. 


Buy through your wholesaler 


I. B. GOODMAN MANUFACTURING CO. 
CINCINNATI, OHIO 








AYTCH EASES 


A quarter century devoted to the principle: 


“Chere is no substitute for Craftsmanship” 


ACME WATCH CASE COMPANY 
270 Lafayette Street, New York 12,N. 
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RINGS 


SINCE 1880 




















lLiadies’ Fine 14K Rings, set with 








Precious and Semi-Precious Stones, 











ornamented with Diamonds. Star 
Sapphires, Star Rubies, Catseyes, 
Oriental Sapphires, Rubies, Emer- 


alds, Tourmalines, Aquamarines, 





Topaz-Quartz, Amethyst, Garnet. 








_<4FFFD 


Reg. Trade Mark 


IF. & F. FELGER, INC. 


Manufacturing Jewelers 


480 Washington Street - Newark 2, N. J. 
New York Office: 608 Fifth Avenue 


Correspondence should be addressed to Newark, New Jersey 
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Beauty .. the necessity for 
exacting precision...are 
inherent qualities of every 


WAKMANN Timepiece. 


IN one a er oe 
National advertising 
Komme]e)e\-10| amma e401 31-1011) Ae 
in leading magazines. 3 


° - 
eee eee eee Bee Bee Bee Bee Bee Bee Be 


¥4 Off ,14F 
j MIU 7 Mf VE Company 


452 FIFTH AVENUE * NEW YORK 18, N. Y. 


ALSO SOLE DISTRIBUTOR OF Breitling” CHRONOGRAPHS AND “ELECTION” GRAND PRIX WATCHES 
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New and original! Now, extra sales with these stunning creations by R & S 
... for him... for her. Carefully-selected genuine and synthetic stones 
attractively mounted in gold settings. Six different sets now available. Beau- 


tiful display unit and advertising mats free. 


Sold only through wholesalers 


Stdlbman ¢ De 


WAWUEOEL ORL EES LEW ELERS 
> WtS1 tT Site Ee TURE LS. ALY. 
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SUPPLIES rou WITH a POWER SALES APPEAL! 


y 








Increasingly, volume-conscious jewelers everywhere 
are recognizing the validity of the LB policy of “High- 
est Quality at Lowest Prices!” 
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MATCHED BRIDAL SETS 


Illustration is typical of | 
smart styling. These rings 








‘ sold in group _ lots. 


\ 





Also outstanding in the LB line are fraternal 
rings, emblems and lapel pins, distinguished 
watch bracelets, and quality rings origina- 
tions for men and women. 
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No. 1777 — Synthetic ruby or blue spinel, genuine No. $348 — Eastern Star cluster ring, 14k gold set 


onyx. Choice of encrusted fraternal order. 10k and with synthetic rubies, sapphires or genuine garnets, 
14k gold mountings. enameled emblem. 

No. 1830 — 10k or 14k gold Fraternal Ring, enam- No. $311 — 14k ladies’ cluster ring, choice of gen- 
eled emblem. vine and synthetic stones. 

No. 1914 — Shrine ring, 14k gold with diamond No. 1832 — 10k or 14k gold man’s ring, with syn- 


set platinum emblem. thetic stones. 





SS 


Established Over A Quarter Century 








Ns 
* OF quauit® 
MANUFACTURERS AND ORIGINATORS OF QUALITY RINGS 


2 WEST 47 STREET © NEW YORK 19, N. Y. 
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Columbia Offers You 







“COLUMBIA IMPERIAL “300” 
COMPLETE DISPLAY SYSTEM 
COMPELLING WINDOW UNIT 

UNIQUE PACKAGING 


EXPANDED NATIONAL 
ADVERTISING PROGRAM 


cae iti, peel “ 





COMPLETE BRIDAL SERVICE 
RE-MOUNTING SERVICE - ? 


! 4 Mi a 

//, BILLBOARDS, CAR CARDS ’ 
, : , VA EXTENSIVE MAT SERVICE 4 
Wi? ALLE \ UNIQUE MERCHANDISING - 
AIDS 4 


Another Feature of Columbia THOROUGH-BRED All Phis—And an 
SERVICE Providing FASTER TURNOVER .. . per eeeaten araneere 
GREATER PROFIT for a Minimum Investment. of Quality and Value 














not selling advertising 
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ouove™ "8 On 


DIAMOND RINGS 






“ei ? 
A DIVISION OF AXEL BROS.. INC... 21-10 49th AVENUE, LONG ISLAND CITY I. N.Y. 
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Watchmaking 
is a’ amily Tradition 


With Homis! 


More than half a century of skilled craftsmanship, 
more than an uninterrupted heritage passed down 
Rete father to son, the making of Homis watches is a 
proud family tradition that tolerates no deviation trom 
the innate quality standard so faithfully maintained 


i 


year after year. 


This dramatic story of perpetuated genius and skill con- 
tinues to be read month after month in Homis adver- 


tising in these ten outstanding national magazines... 


ESQUIRE «© MADEMOISELLE « CHARM e LIBERTY 
HARPER’S. BAZAAR e« OUTDOOR LIFE « VOGUE 
TRUE e HOUSE AND GARDEN « AVIATION NEWS 


For your immediate increased sales and added 





prestige, Homis offers a franchise backed by a name 
known the world over for quality timepieces, as well 
as by national advertising and sales-building coopera- 
tion. Write today for the interesting Homis story that 


continues to make new watch-sales history. 


All over the world... the watchword is 


HOM 


HOMIS WATCH COMPANY. Manufacturers of fine timepieces since 1898. 315 W. Fifth St., Los Angeles 13, California 
Branch of Homis ‘Vatch Factory, Switzerland 
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integral part of every Colomby 
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laden CF a OSS, INC. presents 


hand-made ungs...set uslh 





No. 20C1 t NO. «vou No. 2019 


These rings available in synthetic Ruby or Sapphire and genuine Onyx. 


ORDER TODAY FOR IMMEDIATE DELIVERY 


The Magicarve Gems —_ and truly fine craftsmanship have 


HOW MAGICARVE’S | ae 
MASONIC STONE IS MADE that have taken the —_ gone into these outstanding rings 





jewelry world by 





for the nation’s leading fraternal 


storm are now available (in gen- et 
orders—with gold emblems 
vine onyx, synthetic ruby, or syn- 


; ; wr 
thetic sapphire) set in beautifully enameled in official colors and 


finished, hand-made rings by _ inlaid level with the surface of 


Baden & Foss. Inspired designs __ the stone. 


You'll find a steady, profitable market for these ring masterpieces. 
Available in 14 K. at a slight additional cost. 


SOMETHING NEW IN RINGS in one quick, simple operation, 
you inlay a gold initial in a Magicarve Gem of genuine onyx. 








Initials are immediately interchangeable. 


[aden oF C Foss, INC. 


INITIAL STONE IS MADE Manufacturing Jewelers 
151 West’46th Sfreet. New York 19, N. Y. 
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Milber 


PRESENTS 
1947 STYLES 












| The Lenore 























THE GUARANTEED WATCH 


Milber 


GIVES YOU 







| _Milber watches em- 
body all the skill acquired ‘in 
years of patient research for 
the truly dependable watch. 
Skilled craftsmen in addition 
to exquisite design make the 
Milber truly the watch of 
Beauty to Perfection. 


A large selection of 
styles for ladies and gentle- 
men are available. Style plus 
accuracy are within the popu- 
lar price range. 












ALL MILBER PARTS ARE STANDARDIZED 
AND INTERCHANGEABLE 


Be Om 


: MILBER WATCH CO. 
____31 WEST 47th STREET NEW YORK 19, N.Y. 


134 THE JEWELERS’ CIRCULAR-KEYSTONE 





























The Tired Duplay 


For Higher Wedding Ring Profits 
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THROUGHOUT THE COUNTRY 


looters robot mewusod 
bales of bol when displayed | 


IN THIS 


ings- O- fo | 


TRAY 
























Out of this world! .. . fantastic . . . “tripled our matched Investigate the possibilities of this winning combination 
wedding ring set sales.” Everywhere dealers are reporting today. Complete details and prices sent upon request. 
increased sales with the revolutionary Rings-O-Bliss Tray 

... and the 24 hour engraving and sizing service. REPRESENTATIVES WANTED 

It’s a combination that just naturally clicks. The Rings. A few select territories are still available to qualified men 
O-Bliss tray given FREE with your initial etiler. endiilies for exclusive representation. Send full details in first letter. 


you to have a complete inventory of matched sets at all 
times ... without the usual high inventory cost. 


The 24 hour Bliss Engraving Service is a new service for 
your trade. Within 24 hours after your order for a BLISS e Dept. K-14 
ring is received, it is on its way to you... engraved as 


Per your instructions. 29 EAST MADISON ST. CHICAGO 2, ILLINOIS 
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SMB GUARANTEE EVERY PURCHASE 
FROM 


“THE HOUSE of JEWELS” 


...THE NAME OF A NATIONALLY 
KNOWN MANUFACTURER AND 


witha: Mtclal, TO 


“THE HOUSE of JEWELS” 
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| VALDOSTA, GEORGIA 
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tone or silver- 
about $3. 


Dazzling is the word f yy the $e 


In gold 
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Fifth Avenue + New ° 





Rex Products Corporation +» 302 





Dramatic 
display 


settings 




































CREATORS AND 
MANUFACTURERS 
OF DISTINCTIVE 
DISPLAY UNITS 
FOR. T. He 
PROGRESSIVE 
| JEWELER 








THE No. 103-BS BRIDAL SETTING 


WITH 9 RING PAD ORGAN PIPE DISPLAYERS 





@ BRIDAL DOLL. 24" full figure, made of unbreakable rubber 
composition. Fine quality White Satin Gown with 12" train, 


t easily removed from Doll for cleaning. Calla Lily Bridal Bou- IMMEDIATE 
quet, 

@ SETTING. 30" high, 20" wide, 8'' deep. Gold lacquered Can- DELIVERY 

delabras made of fancy molding with Orange Blossom Vines. This unit available 


Wood base lacquered white and gold. 2 piece Gothic Panel 
covered with White Moire and Velvet to match ring pads. 


‘@ RING PAD UNITS. 9 Gothic Ring Pads, mounted on Organ 
Pipe Displayers. Made of wood and lacquered in white and 
gold. Choice of colors for pads: Maroon, Black, Aqua. 


ONLY ...$124° 


ken displays 


to one jeweler per 
city. Order now! 





@ 1109 MAIN STREET 
CINCINNATI 10, OHIO § 
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Our STARRY DREAM 
wedding set is an ideal promotion for June 
weddings. The matched unit of engagement ring and bride 


and bridegroom's wedding rings has these outstanding features: 


e Heavy 14K yellow gold rings with white gold plates 
e 10-point diamond of exceptional quality 
e Beautifully packaged as shown 


e Additional diamonds can be set in the white plates, an 
excellent suggestion for future profits on birthdays 
and anniversaries 


Wedding rings can also be ordered set with $8 90 
diamonds. Specify size and quality. Price as shown . 


Keystone 


B 


All memorandum requests 
promptly filled for rated jewelers BA U Ky q 
* 


10th Floor Plymouth Bldg. 


a4 newspaper DIVISION OF Minneapolis 2, Minn. 
\ mats on request AMSTERDAM 
‘ DIAMOND CUTTERS 


AND IMPORTERS, INC 
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REG, U.S. PAT. OFF 


PRESENTS A FULL LINE OF FRATERNAL ORDER STONES IN 
i Synthetic Ruby, Synthetic Spinel, Genuine Onyx 





Through an amazing new process, the most intricate. 


design may now be inlaid. . ; giving the stone a smart, 
single-level surface that attracts the eye . .. builds 
volume sales. Magicarve Gems Inc. offers immediate 
delivery on these unusual stones. Place your order 


today! 


(ans. 


The Ring Maker's Yo source of supply 


7 West 45th Street New York 19, N. Y. 


COMING ATTRACTIONS: Additional Magicarve Marvels 
to complete your line. Watch for them! 


Exclusive manufacturer of carved and -+nlaid stones. 






PF S65 | ORDER OF ELKS 










7 FRATERNAL ORDER - 
OF EAGLES 





MBENEVOLENT AND PROTECTIVE _ 
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“@ ED FREED'S Impressive 
Store Fixtures 










— 
“THE GEM" 
40° high, 20° deep, 
70” long, $85 


“THE 6 FOOTER” : ed There’s magic ‘Know How" in each Ed 
Be: “9h 20” o: oe a i Freed fixture, the kind of fixture wisdom that high- 

| SS i lights your entire store! They're out to merchandise 

7 7 and do a real selling job. That's because experience- 
— ; ripened men designed them, men who “‘Know How!” 
Our fixtures are custom made to your own specifica- 
tions. Full value, amazingly low prices, eye-charming 
beauty—in your choice of Rich Walnut, Modern Lus- 
trous Maple, or Gorgeous White Oak. In ANY. size 
you like, ANY shape, ANY design. Estimates given. 


F.O.B. my office, N. Y. (all fixtures shipped 
in wood crating at slight extra charge) 





« 





Be 


"THE ALL-PURPOSE" 
40" high, 20” deep, 
70” long, $85 









“THE SIT-DOWNER" 
35" high, 20° deep, | js : 
48 long, isis a < : — a. , ; Everything 
: 8 f . ae For Your 
Store! 





\ 


"THE DOUBLET" \ ———_ 
40 high, 20” deep, 
70 long, $85 





LAPLELLEOT LIES A ALIA LA} PEAY AERP RE oss 


“THE 16 FOOTER" | x 
- 7 ft. high, 20° deep, | 
N16 ft. long $795 


\ 


j S sapusesi KOO 
j 
$ 


“THE SHOW OFF" 
7 ft. high,20 deep, 
— 72° long, $275 


L ee 


1233 Avenue of the Americas 
at 49th Street, N. Y.C. 19.N. Y. 
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7 Wiggest and West T hows for 1947 


HADLEY 
MEN’S JEWELRY 








See the new 


SKYLINE BOXES: A Complete Line 
You'll Wonder How Every Item Entirely New 


Hadley Did It! 











Beautiful Designs 
' °°ld through 


Jew 


sae Unmatched Packaging 
—Selers only! : 


Prices that will 


delight your customers 





| big 

/ Backed by 

NATIONAL ADVERTISING 
Program 


We are picking this as 1947's outstanding GIFT LINE for Men 


B. KLEITZ & BRO. CO. 


Wholesale Jewelers 








SIXTH and MARKET STS. WILMINGTON, DELAWARE 
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ATTACHMENTS 
NECKLACE 
BRACELETS 

/o 2 Kt. Gold 
lat Bie 
Nickel Base 

RINGS 14 Kt. Gold 
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Sold Thru 
Your 
Wholesaler 
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All day and every day, your wholesale dis- 


tributor has just one thing on his mind— 





one job to do—and that is to keep YOU 





supplied with the kind of merchandise that 





will move out fast. 





To this end, he keeps constantly in touch 





with sources of supply. He knows hundreds 





of manufacturers. Owes special allegiance 





to none. He is realistic, critical, discriminat- 
ing—on YOUR behalf. He serves YOUR 


interests loyally and efficiently . . . because 







be’s got nothing else on his mind. 





ACME RING MFG. CO., INC. 


OF NEWARK, N. J. 


MANUFACTURERS OF 10 AND 14 KARAT GOLD RINGS 
Sold Through Wholsale Distributors 
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¥ Oversize band and buckle 
fig’ tyle sensation of 1947. 


orn ° 


& ¢ 

he - " 
A “eves oe? 
Bik, fest ail Reseed a : 


DESIGNED TO SELL! 


tere, NEW 





BEAUTY 


gy Finesse 


° 
The new ROPETTE was carefully created to 
head your list of best sellers. Its sensational 


oN 7-10) 4-08 oleate Mo lato Ml ol¥la di-MlalohZ-Ms laeh. MID AL- 
The 


Famous 


ed bese pnd pieces noe any araten case E-X-P-A-N-S-O 
Write, wire, phone for information TODAY. SLIDE 


hinesse Wristlet 


JEWELRY CRAFTSMEN SINCE 1903 


36 East 20th Street? New Yorke3°N.Y. 


Oe Bag ete pore, fk oe et VS GY T O Ww MOA €-SA SE RD A N D 


appeal. Now available assembled and card- 
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every 
design, 
shape, 
curve, 


and 


ornamental 








“ie 
great 
plus 
selling 
feature 
of 
bridal 
ring’s 
matched 
wedding i 
band 
sets 


of 


unmatched 








There is more value 
hand carved into 
every matched wedding 
ring set by Bridal 

Ring than you 

will find in merchandise 
at twice the price. 

And your customers 
know it! When 

you stock and display 
these fast-moving 

profit makers—watch 
your sales curve 

go up! You will be 
delighted and amazed 
at the speed they 

sell! Sold direct 

from manufacturer to 
you, Bridal Rings : 
will prove your 

best repeat business 
getter. 24 hour 

service on all special 
orders — another 

great plus service 

for you by the 

Bridal Ring Company. 
Write or wire for 


complete infomation today. 


from 
exclusive 


designs 


by 


Dred Bare 


Lividil King Ov. Bue. 87 NASSAU STREET, NEW YORK, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONS 




















































something new... 


/vings of Cndeatment 
Seats 


oooim exquisitely 





matehed sets 


of six. 





Men's Ladies 
Heavy Broad Top 
with Mill Grain 16.00 8.50 


Hearts of Endearment 10.00 6.00 
Spiral Pattern 15.00 7.50 
Knife Edge 9.75 5.75 
Round, Mill Grain Edge 8.95 4.50 


Round, with simple 
repeat pattern 10.00 6.00 





All above prices are Keystone 


DEPENDABLE IN QUALITY, WORKMANSHIP AND VALUE 


Beauty and originality... plus quality and craftsmanship... make these Rings 
of Endearment outstanding values... buying in sets means better assort- 


ments...a better buy... and time and trouble saved... any rings sold out 





of the set immediately replaceable. Available in 14kt. yellow 
or white. Build better patronage . .. more loyal customers. ( ° 


Trade Mark 


MORRIS ROSENBLOOM COL. ING. cocuester «n'y 





ESTABLISHED 1886 
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lhe TURNOVER 


is lettitie / 


te The only expansion watch bracelet “turned-over" to con- 
tinue the smooth satin-finish of the front across the back to 
eliminate tarnishing or catching the skin. 


ae The only bracelet that will "snap-on" without removing 
the pin of the watch. Links can also be quickly removed or 
added yet they are so constructed they will not come apart. 


co A high quality watch bracelet throughout, made on new 
dies and equipment with more springs than the average expan- 
sion band. It will not warp, keeps the watch firmly in place 
against the wrist, and will give long-time, comfortable wear. 


Beautifully designed and finished, it is available in sev- 
eral new styles for both men and women in sterling silver and 
1/20 12 kt gold-filled, front and back, in yellow and pink. 
Write now for information about the new designs and new 
prices. 


ALSO AVAILABLE: Miracu Ous 
n sterling silver and engraved, a 
cloisonne enamel. Gold-filled and sterti 


chains, 


IN PREPARATION: A new line 


military old Eal-k Mehalo Ml ofohell- Sta ield 4 


Non-tarnishable 
Saale mmo fol ol :Nel de lalel ae 


sured for years. 


AMERICAN METAL CRAFTS COMPANY. Iwe 


FACTORY, ATTLEBORO, MASS 
REPRESENTED BY 


FREDERICK B. PLATT 


366 FIFTH AVENUE, NEW YORK 1. WY. 
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JEWELRY CO., Inc. 


PST 47TH STREET NEW YORK 19, N. Y. 
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J he K.S.K. line embraces a wide variety —in diamond ; 
rings, stone rings, emblem rings — in fact, quality 
rings of every description. And K.S.K. rings are all — - 


< 


artistically styled, finely made. For K.S.K. rings are 
right —right from their inception. Through all stages 








of completion ...from original sketch to finished product _ : 

...our skilled craftsmen are guided by the inflexible 
standards of superior ringcraft. Seeing is believing — : 

which is why the trend in rings is to K.S.K. : 
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to FASHION PROFITS 








. Night 

and day, 

little white lies 
are winked at. 
Provocative as 


the real 


thing, 





rer em 
Ser 
Ps 





they lend importance 





to afternoon suits 
...a touch here 
...a@ touch 


there. 


(Vhite fin The 
by Gnugt Sterner 


ot LEADING JEWELRY, 389 Fifth Ave., New York 16, N. Y. 


*Reg. U. S. Pat. Of. 
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HELPS YOU SELL MORE SILVERWARE! 


Actually prevents tarnish 


ILVER on display makes a better impression on 
S your customers and sells more easily when it is 
kept bright and sparkling in chests lined with Pacific 
Silver Cloth. 

Even in an open chest, where the tarnishing elements 
in the air can reach it, silver retains its quality ap- 
pearance much longer in Pacific Silver Cloth than in 
an ordinary lining. You also save polishing time 
and labor and preserve the original lustre of the silver, 
which would otherwise be quickly lost from polishing. 

Don’t be fooled by ‘‘anti-tarnish”’ or “‘tarnish-proof”’ 


labels. Only Pacific Silver Cloth actually prevents tar- 


nish with lifetime effectiveness. (See photos below for 
results of impartial test.) Pacific Silver Cloth contains 
millions of particles of a special silver compound which 
attract the tarnishing elements in the air away from 
the silverware to the cloth. 

Pacific Silver Cloth draws traffic to your store, too. 
It is nationally advertised to thirty-four million fam- 
ilies. It is available in silver chests, flatware wraps, 
place-setting rolls, and hollow ware bags. Ask your 
supplier for chests lined with Pacific Silver Cloth or 
send us the coupon below. PACIFIC MILLS, 214 
Church Street, New York 13. 


PACIFIC SILVER CLOTH IS BEST BY TEST 





oF 


This is what happened to five gleam- A f B 
ing new spoons in a tarnish test* 
recently conducted by the United 
States Testing Co., Inc. Only Spoon 
A, protected by Pacific Silver Cloth, 
retained its original sparkle! The 
other four spoons, though wrapped in 
various “‘anti-tarnish”’ and ‘“‘tarnish- 
proof’’ cloths, did tarnish as shown. 


*Test #70448, Mar. 6,'46 (photos absolutely unretouched) 















ce 


* PACIFIC MILLS, Silver Cloth Department - 
< ~m > s 214 Church Street, New York 13, N. Y. a 
&S Guaranteed by Wy : Gentlemen: I am interested in [] wraps, [] chests,[ hollow ware bags, [Fj place-setting rolls - 
Good Housgkeeping s made with Pacific Silver Cloth. Please send me names of sources of supply and descriptive literature. 

ie x , 
2745 anyegnistn THES : MAME cccccccvanccesssscdiscscesses occ cccenececeseveesesseostcoses rbabecs can deumnanens 
g POSITION......-. swseseeaevevéest¥en 9 00 0.606660646566 006s Oekuee oSebecdodene cbecietecee ‘ 
Pacific Silver Cloth is guar- SD GTOME ccccccccccecccssecccossccesac Socecceen Sse wed cd bens dawts ececccsccceccccosocece s 
anteed by Good Housekeeping ‘ : 
as advertised therein, and it GB GERBER ADOGMMEBs 0 vc cc oS CSCOSOSEESESESSSEHSHEESESSE SSS ODHSOEESEOCSOEES ode obese sesacetesocee - 
is recommended by leading - CITY. wc eccccccccccccescccncees oo eZONB ec cvcccccccceces STATE....00- Serer : 
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Synthetic stone point Eastern Star 
pins and rings, 10 and 14 Karat Gold. 
Superior quality . . . exquisite design 
... skilled craftsmanship all combine to 


help increase your emblem sales volume. 


Send for our '47 catalog 
showing complete emblem line. 
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ANOTHER WAY 


BRINGS THE CUSTOMER 
NTO YOUR STORE 


, L__ D> 


FE xrensive national advertising reaching 
millions of style-conscious women results 
in a history-making campaign to help 
sell more and more jewelry by Nancy 
Lee. At no cost to you, ads appearing in 
Charm, Glamour, Seventeen, and Vogue 
are carrying and will continue to carry 
the Nancy Lee story to your jewelry- 
minded customers throughout 1947. 
Make your store headquarters for crea- 


tions by Nancy Lee. 


{SL AND 


ocK igen tor over & 


gHoet 
| panct BH 
provipenct ST et 


a cantuTy ° 


1/20 12 karat M4 | ( i a: c ate) 4-34 
' ' ° ’ 
chatelaines afr nas \molete 


PROVIDENCE STOCK COMPANY ee PROVIDENCE «¢ RHODE ISLAND 
New York Office — 21 Maiden Lane; Chicago Office — 29 East Madison Street: San Francisco Office — 57 Post 
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IT TOOK A CENTURY OF EXPERIENCE | 
TO PRODUCE 
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De a's - COD D:@ 


18¢7 ROGERS BROS. 


AMERICAS FINEST SILVERPLATE 


name ee Co PSEA, 


The famous year-mark “1847” means more than the usual standards 
of manufacturing and finishing. To achieve the remarkable 
height and depth of ornament and the superb finish of 1847 Rogers 
Bros. requires not less than 22 additional quality operations. No 
wonder 1847 Rogers Bros. appears on more American 


dinner tables than any other silverware! 


1947 


ADMIRATION PRODUCTS CORP. 


WHOLESALE DISTRIBUTORS 
SILV ERW ARE — CLOCKS — GIFTW ARE — ELECTRICAL APPLIANCES 


tenon rane 23 WEST 23 ST. NEW YORK 10, N. Y.) 
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CIGARETTE CASES 
COMPACTS 
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id In the Light of Tomorrow . .. 


: While few of Superb’s personal accessories have as yet been released, 


re 


they have already become associated with the drama of good taste, 


the spice of imagination, the authority of fine craftsmans np. 





SUPERB CASE MFG. CO., PROVIDENCE, R. I. 


oo 


A COMPREHENSIVE NATIONAL ADVERTISING CAMPAIGN IN MANY 


OF THE LEADING MAGAZINES STANDS BEHIND THE SUPERB NAME 








Pm 
i. 
2 
a, eda 
fey. 


AMERICA’S FINEST SUNGLASSES 
FOR ONLY $5 °° RETAIL witit So 


And SIX POPULAR MODELS to Choose From 


MANUFACTURED TO FINEST OPTICAL STANDARDS 












**MISS AMERICA’ No. 104 **STARDUST’’ No. 220 


14K Gold Plated Ladies’ Upsweep Model. Club Ladies’ Rhinestone Studded Upsweep Style, 
Temples illustrated. (Cable Temples Optional.) Assorted Black, Red and Tortoise Shel! Frames, 


Dr aoa 









APRS 


**FLIGHT LEADER’’ No. 102-S **FLIGHT LEADER’’ SMALL No. 102-SW 


14K Gold Plated. Large Aviation Size. A popu- 14K Gold Plated. Ladies’ Aviation Size. Club 
lar style leader, Cable Temples illustrated. Temples illustrated. (Cable Temples Optional.) 


(Club Temples Optional.) 

















Bae? 


**EXECUTIVE’’ No. 200 No. 216 


For Men and Women. Smartly styled, dark and For Men and Women. Distinctive, rugged, as- 
light Tortoise Shell Frame. sorted flesh, dark and light Tortoise Shell 
Fromes. 












COMPARE! Match these brilliant new ‘“‘“GLARE-BAR” Models 
oe against sunglasses selling at twice the price. Never before 
have high-quality, beautifully styled sunglasses been avail- 
able at such exceptional values. ‘‘GLARE-BAR” efficient meth- 
ods of manufacturing and high-volume output permit a big 


profit margin to the retailer. Each sunglass packed in a beautiful transpar. 


Write for complete catalog of sunglasses retailing from $1.95 to $10.95 ent plastic re-use box, complete with carrying 


APEX 


case, lens cleaning cloth and descriptive 
leaflet. 


Ba 


SUNGLASSES 


Sa &<4 
at 4 . 
«x Nise Prmerca 2 
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BEAUTY 
‘, PAGEANT |! 
oe, tee 


2 INES 


OFFICIAL SUNGLASS 
**Miss America®’ Beauty Pageont. 
Featured in National Publicity and . 
Advertising. 


ORDER FROM YOUR WHOLESALER OR WRITE DEPT. 14 


/\ APEX SPECIALTIES COMPANY 








Manufacturers of “Glare-Bar’ Sunglasses and Fine Optical Products 


Glauger Executive and Sales Offices: 38 West 33rd Street * New York 1,N. Y. 
Lo pen NEW YORK » CHICAGO + LOS ANGELES 
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| MANUFACTURERS of CHAINS and JEWELRY 


PROVIDENCE - RHODE ISLAND 
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NORMA... 


the Pencil of Tomorrow 


It is with great pride that we announce our 
removal into our own home — the NORMA 
BUILDING, 137 West 14th Street, New York 11, 
New York, Chelsea 3-9038. 


Due to the constant growing demand for the 
NORMA we have moved into larger quarters in 
order to increase our production. We sincerely 
hope we will now be able to meet the ever 
increasing need for our product. 


The NORMA has become an essential writing 
instrument for the business or professional man 
and woman. 


It is available in three and four colors in various 
metals—chrome, monel, rolled gold plate, ster- 
ling silver, 14kt gold filled, ranging in price from 
$4.00 to $15.00; also in 14kt solid gold at $100.00. 
To cooperate with our dealers and distributors 
the price of each model of the NORMA is pro- 
tected under the Fair Trade Act. 


Your patience and cooperation during the 
removal into our new quarters is appreciated. 
Our extensive facilities will enable us to work 
with the jewelry trade on a larger scale. 





NORMA PENCIL CORPORATION 


Norma Building 
137 WEST 4th STREET NEW YORK Il, NEW YORK 





x 
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Extra large 4-way Full-vue 
ironing surface speeds ironing 











TAPERED, ROUNDED BACK means fast- 


er, easier ironing because either end 
of the iron reaches easily, surely, into 
tricky pleats, ruffles and gathers with- 
out twisting or turning the iron around. 





BUTTON SAVER EDGE means easier 
ironing under buttons. It’s slanted all 
around so every part of it slips easily 
under buttons without prying them 
loose or weakening the threads. 








TRU-HEAT CONTROL means faster 
ironing, greater safety for delicate fab- 
rics because it’s the fastest-acting, most EXTRA LENGTH, EXTRA AREA MEANS LESS longer than the average of five other lead- 
accurate known type of iron heat con- WORK, more ironing at every stroke, fewer ing irons—as shown in the actual scale 
trol. (The soleplate itself is actually a motions, speedier ironing. The 4-Way, diagram above. Its new shape lets the iron 
part of this new, more accurate ironing Full-Vue Ironing Surface of the General glide smoothly in any direction without 
temperature regulator.) Mills Tru-Heat Iron is 15.7% larger, 28% bunching up material. 









THE NEW 


General Mills Tru-Heat Iron 


SPONSORED BY 


NOW BEING DISTRIBUTED IN: Minnesota, ie — te 
Nebraska, the Dakotas, Wisconsin, Iowa, Michi- ’ —~ ee 

gan, Indiana, Ohio, the New England States, 
New York, Montana, Wyoming, Utah, Colorado, 
New Mexico, New Jersey, Delaware, Maryland, — 
Virginia, North Carolina, District of Columbia, a 
Pennsylvania, and parts of Idaho, Illinois, Ken- 


tucky and West Virginia. 


‘a 


GENERAL MILLS, INC., HOME APPLIANCE DEPT., 1620 CENTRAL AVE., MINNEAPOLIS 13, MINNESOTA 
Copyright 1947, General Mills, Inc., Minneapolis, Minn. 


Betty Crocker 
isa 
trade name of 
General Mills 
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Quality pliss Value at the Sign of the Unicon = 


UNICORN PRODUCTS C0.4@ 


Sales Representative: Arthur J. Michaels 
ROOMS: 366 FIFTH AVENUE, NEW YORK 1, N. Y. WISCONSIN 7-6476 
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WANTED! 


3 TOP-FLIGHT SALESMEN 


@ for Pacific Coast territory, 
up to Denver 


@ for The New England States 
e for The Middle West 


DIAMOND BUNCH RINGS 
BRIDAL SETS 
SEMI-MOUNTED 
GOLD AND PLATINUM MOUNTINGS 
MEN'S MOUNTINGS 
PLATINUM AND GOLD WEDDING RINGS 
PLATINUM DIAMOND WATCHES 
PLATINUM DIAMOND WATCH ATTACHMENTS 


MANUFACTURER of fast-selling line . . . with a strong dealer accep- 
tance ... offers exceptional opportunity to men who can deliver . . . with 


INCOME POTENTIALITIES IN THE TOP BRACKET! 


If you can qualify, write 


WILBERG JEWELRY CORP. 


31 WEST 47TH STREET, NEW YORK 19, N. Y. 


@ ALL REPLIES HELD IN STRICT CONFIDENCE e 









Streamlined, feminine, distinctive and 
















modern, Lady Enel is made with the 
XoTaal-meL lolitas molaleMilal-mucela quilelsliall i iatel ; 
brought high praise to ‘‘the King by 7 


Enel’’ from jewelers and consumers alike. q 


Be first in your city to feature the Lady 





Enel expansion, backed by compelling, 


tt aol asl 
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Cg WS Consult your wholesaler 
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Cable address: “Enelmanuf” 
Ace et CR ATS | oN Wee Tt oe oe ASS HO TS 4 
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The world’s finest sun glasses in this most beautiful 


| LOWRES ‘2% Luxe} DISPLAY 











DEPARTMENT 


in itself | ar 


DCM ci, fe | 

















Lowres ‘‘De Luxe’’ display. i ee 
| Beautiful wood cabinet with ; a ae 
glass showcase; lighted, with i = —s 
self contained lamps. Mirror top | a ef ee 
and enclosed back storage cabi- se rat : 
net. Compact yet complete. cof 2 fs = : 


Oa a 


6 Popular style sun glasses. 1/10- 
12K gold filled frames with 
pearl sweat bars, finest quality Some ~ oe 
lenses and genuine leather : 
cases. 





6 ‘‘Resisto”’ white metal frames 
with pearl sweat bars, highest 
quality lenses and genuine 
leather cases. 


3 Heavy weight plastic frames in 
3 popular colors: honey amber, 
flesh, blue. Set with optica! 7 
barrel hinges. Three different 
styles. Genuine leather cases. 


| Lowrescope with unbreakable 
light weight plastic lens, highest 
quality optical temples, highly 
polished and electro-gold 
plated, compiete with case. 


YOUR INVESTMENT IS SMALL 


You are only required to purchase 
the 16 glasses shown in the display. 


RRR A 
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LOWRES opTICAL MANUFACTURING CO. 
11 EAST RUNYON STREET, NEWARK 5, N. J. 





AMERICA’S MOST COMPLETE LINE 
OF FINE LEATHER STRAPS 


KARLTON 1-PC. STRAP 


America’s most famous 
novelty Western leath- 
er strap, made of ar- 
tistically tooled Steer- 
hide . . . will fit any 
watch. 


SOLD TO AND THRU 
WHOLESALERS ONLY—WRITE FOR SAMPLES! 


DAVID GUSS & COMPANY 


MAKERS OF FINE WATCH STRAPS SINCE 1922 


121-5 No. EIGHTH STREET, PHILADELPHIA 6, PENNA. 


WATER pepellLAn? 
C72 bx. ¢< Watch Sfians- ws ia 


“y 


WATER-REPELLENT CLOTH STRAp 


Made of durable Zelan Cloth in 
assorted colors: Navy, Tan, 
White and O. D. with both white 
and yellow buckles. 


CALIFORNIA OFFICE: LOEW’S STATE BLDG. 
707 S. Broadway, Los Angeles 14, Cal. 
PHONE: VANDIKE 6695 
SALES REPRESENTATIVE: GEORGE DOLIN 
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c | Ql/ WANT MERCHANDISE }% 
" W1/TH REAL SALES APPEAL... 








COMPLETE 
CAMEO SET 


Expansion Bracelet 


1/20-12 K Gold Filled 


Pendant EE i A cea ia 
1/20-12 K Gold Filled ‘ili 


Ring 10 K Gold 


“ARSE cee 
: Bice ee ee — : 
me ORR ron. — 


CHECK “ THESE SALES BUILDING FEATURES 


ALL PIECES | 
Set with genuine VV Hich Relief Carving 


Cornelian Shell Cameos 
Beautiful New Design 0 Boxed 


WV Famous Acco Expansion Links 


AGCGCO MFG CO, bo 


CENTRAL FALLS - RHODE ISLAND 
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THE "KNOW-HOW" OF 


METALTEX, INC. 
ONE OF AMERICA'S LEADING CREATORS OF 
DRESSER SETS 


PLUS 


THE RESOURCES OF 
THE WM. STEINEN MFG. CO. 
ONE OF THE LARGEST METAL PARTS MANUFACTURERS 
COMBINE TO FORM 


CAROUSEL, INC. 






A NEW COMPANY 
DEVOTED EXCLUSIVELY 
TO THE MANUFACTURE OF 
METAL DRESSER SETS OF DISTINCTION 


AN EXTENSIVE LINE OF 
ATTRACTIVE DESIGNS 
IN BEAUTIFUL PRESENTATION CASES 


WRITE FOR LITERATURE 


CAROUSEL, INC. 
385 FIFTH AVE., NEW YORK 


* 
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@ Alert, quality-minded stores are making profits NOW 
filling pent-up demand for the Stahly. Consistent nation- 
al advertising in THE SATURDAY EVENING POST, 
ESQUIRE, HOLIDAY, NEW YORKER and many otber 
magazines is creating continuous demand, building to a 


CHROMIUM-PLATED (illustrated) . . $19.95 TAX FREE 


GOLD-PLATED AND BLACK. .. . . 22.50 PLUS TAX Spring peak for Fathers’ Day business. 
GOLD-PLATED ........ °* 2425 PLUS TAX 


Each in a Handsome Box, with Warranty Card STAH LY, INC., DEPT. 301, SOUTH BEND, IND. 


READ WHAT A FEW OF THE FINE STORES HAVE TO SAY: 


GIMBELS— New York JOSEPH HORNE ALSO: 
‘“‘Gimbels is mother and father to a — Pittsburgh MARSHALL FIELD . . Chicago 
brood of razors... The Stahly LIVE- ‘1s ‘ectentiin shostcet te the pee ons heen or 
BLA ‘ Razor is the apple of our fect shave...in fact, it’s almost like CAR OTT . Chicago 
parental eye. shaving with a feather.” LAMBERT BROS. . New York 
_ PAUL E. MORRISON : uivens. .: ce Detroit 
— Kalamazoo rings Gallon danas S. JOSEPH & SONS . Des Moi 
“I personally endorse this razor.”’ — Pittsburgh : : — 
: : ‘enable you to be his ‘first love’ BULLOCK’S. . . « Los Angeles 
BASCH’S—Toledo 365 days a year by giving him a HALTOM’S Ft. Worth 
“A <_s ond fi Stahly LIVE-BLADE Razor.”’ ewe 8 t. Wor 
. precision gear-wind system fine WILLIAM CROW D 
as in any watch. STRAWBRIDGE & ie enver 
HESS CULBERTSON ° . SAGE-ALLEN - « « « Hartford 
& CLOTHIER — Philadelphia 
—St. Louis = “Already popular is the easy-to-use ...and Scores of Other Fine Jewelry 
oa built-in motor.”’ Stores and Jewelry Departments 


“Nothing like it forshaving pleasure.” Stahly wit 












O 3,000 vibrant, whisker-cutting 3] Shave wet, clean, with preferred 5) Just ONE head—and 97% 
strokes per minute for ‘The World's soap or cream...as satisfying in of the men who get it use it and 


Smoothest Shave.’ summer as in winter! keep on using it! - 
ty Automatic, yet non-electric... € Uses any standard double-edge 

shaves any time, anywhere ...No blade —and blades last “3—4 

wires — no batteries. times longer,” users say. 


Be et ate 





STAHLY, INC., Dept. 301, South Bend 4, Indiana 


| 

| Gentlemen: 

| Please send information about semi-exclusive dealership plan. 
ALSO, if checked here (1) ship one sample Stahly Razor for 

my personal use; bill at maximum quantity retail discount. 

| 

| 


FIRM NAME_ Jaticteceicn 





INDIVIDUAL REE Pes ee Is FY es Te CEI 





ADDRESS_____ F. » a ieaaeledaca ated altos teaieaaal 
CITY | ae 








FOR MaRcH, 1947 | 171 





Chatelaine with hinged locket, 
in sunburst motif set in pearls 
and cut rhinestones. 1/20 10kt. 
gold filled. Complete set with 
earrings $10 




















Lovers Knot Earrings with 


cut stones in assorted col- Replica of two-tone solid gold link 
ors 1/20 10 kt. gold fill- bracelet in 1/20 10 kt. gold filled. 
ed 072-21 $36 Dozen 085-11 $48 Dozen 


Other gold filled novelty items available. 


ca > 











H. WEINREICH CO., Inc. 


1321 Arch Street - Philadelphia 7 - Penna. 


MIAMI, FLA. + 347 FIFTH AVENUE, NEW YORK «+ DALLAS, TEX. 
TRADE MARK 
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See cere ADVERTISERS NGRAVING CO. 
Joe 126 DORRANCE STREET * PROVIDENCE, R. I. 


“yp copeagespen COURTESY CAMPUS JEWELRY PRODUCTS, INC., 137 SOUTH ST., PROVIDENCE, R. l. 
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9 sie Ks stage for Laster 


JV aud Wotkers Vay Gift $ 


JE: The nation’s top magazines* 
AUDIENCE: ‘ More than 38,692,000 readers 
STARS: The stunning new manicure implements 
and scissor sets by JOY 
FEATURES: The nation’s best implements in a 
: The finest leather cases at 
The market's best prices _ 
BOX OFFICE: Test sales in leading department 
JOY’S exceptional by 
to strong sales in ¥ 


fi . Combination sewing - #020 
8d manicure case, with nine imple- Smartly tailored set with five essential 
| ments including the famous JOY box-lock. - implements, including the famous JOY 
anicure and pedicure nippers, and popular ‘box-lock cuticle nipper. Pigskin, green 
light trimmer. Pigskin, wine-red cowhide. morocco, wine-red cowhide. 


Nickel-chrome finish Nickel-chrome finish 
$25.50 $12.50 
Gold plated $29.50 Gold plated $14.00 


Fed, tox on cose $1.00 Fed. tax on case $70 


plements. Features 
box-lock manicure 


Highest grade JOY sewing and 
embroidery scissors of © surgical 
steel in a compact, leother case 





goods and mer 
fine department stores, if 
haberdashery, luggage, je 
and gift stores. 
All JOY sets ore made of the saree genuine, top-grain feather and contain | y the 
highest qualify JOY implements. Prices are regulated by the number of implements 
and size of cases. if you have difficulty in obtaining JOY products, please write us 
| for your nearest dealer. ; 


* 


“LIFE, SATURDAY EVENING POST, LADIES’ HOME JOURNAL, VOGUE, ESQUIRE, HOLIDAY, HOUSE BEAUTIFUL, 
GOOD HOUSEKEEPING — Two-color, full page ads, and one-color, part page ads in March, April and May issues. 
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PINK AND WHITE-GOLD FILLED 


ALL 


ye yee # 
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‘ a i +e Sheer 
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~ terling Ss ilver... 


brilliant with hand-set rhinestones 


Here’s our famous line of stone-set, wing-end 
WrehiadsMrohiiololalil-laitemmelelollaminim olgerelUlailelammmaate lah] 
striking new numbers have been added; you 


are invited to write for a complete selection. 


SAMMARTINO BROTHERS COMPANY 
FINE JEWELRY CRAFTSMEN SINCE 1917 


PROVIDENCE 3, RHODE ISLAND 


Order by name 
or number 
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“AS DURABLE AS THE NAME” 


Announces the CN VEAY Selling Features 
Ever to Back G. F. EXPANSIONS 


at no additional cost to you...but greater retail markup 


The NEW all plastic GIFT BOX... 


ion | colors. 
beautiful two-tone creation in Cream and Maroon 


G-1-GFSP 1/20 
12 Kt. Gold Filled, 
and Stainless. 
$12.00 retail. 
Fed. Tax Inc. 








Why STONEWALL Expansions 
L-1 GFSC Ladies’ 1/2010 Kt. gold - are Top Profit-! akers _. 


filled expansion, stainless ae : ‘ | en oe - . 
back: cdeded:.: ao wk |. Smartly boxed for consumer appeal. - 
Sa ditional cost, $9.00 es : 2 ee 
L-1 GFSP Same 2) hod” Seu tux 2. Exquisite craftsmanship. Beautifullystyled. =~ 


in beautiful plastic “OQ5, “Velvet Grip" for wrist comfort. Thinner — ae 


> 





gift box with quarantee 
.slight additional cost 


Sel bAlile me co) molololiilolilel Mmulela au oD “Oe 2 ‘ oie | ; 
es eae a a 3. Every STONEWALL Expansion comes with 
eas 4 guarantee of quality and durability. 


construction, 


4. Distributed through wholesalers‘only. 


_ 7” 
“WALL P 0) 0) OL Ou Nome @ O. Inc. 
~ a () NE we" ae at 15th Street, New York 11,-N.Y. 

accent WAtkins Q9-4874 M. DIAMOND 


DAA OT (4 5th St., Los Angeles 


ess 
5 ; 
eet Be 
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P “Dp 
3. GELLER 
M lison St., Chicago 
h ac iS ~ 








Sales appeal in every excit- 

ing line. Matching Pieces 
Designed exclusively — Well-and- Tree Plat- 
for ARMOR by ter, #700; Double Vege- 
Thomas Swain. ; 

table Dish, #710; Gravy 

Boat and Tray, #720. 





A R LL 0 & BRONZE ons SILVER (0_1NC. 


TAUNTON, MASS 


> MERIT” - BY MASTER CRAFTSMEN 


4 
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To Open: just press down and 
slide ...no broken nails with 
this new improved ratchet catch! 


...@ NEW ladies’ 
watch band with a 


ratchet safety catch! 


Three fine models in 
1/20-12K Gold Filled 
(yellow, pink and white) 


. 
\ 
4 AN 
. = 
> 


curled links for extra 
strength and flexibility. 


‘Se 


) 


1))) 


*AVAILABLE THRU 
Whotesate 
DPhistitibtitors 


Duchess Pewelrp HAfg. Co. 87 MAIDEN LANE © NEW YORK 7, N.Y. 


oo >) on™ *™ on™ a (fi Ao 
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«KKK € €or EKG 
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- AMERICA'S FINEST SILVERPLATE 
ts 


,  «~;, 


LESTER JEWELRY COMPANY 


AUTHORIZED WHOLESALE DISTRIBUTORS 


606-611 COMMERCE BLDG. 
ROCHESTER 4, NEW YORK 
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Part 1. 


A HEAD FOR BUSINESS... he looks ahead, 
sells ahead . . . uses local Never-Lift 
advertising and promotion to tie in 
with Proctor’s million dollar adver- 
tising program. 


Part 2. 


A HEART IN THE RIGHT PLACE... proves 
it by recommending his customers 
wait for the iron that eliminates tire- 
some lift-work, the Proctor Never-Lift, 
and takes orders for future delivery. 


Part 3. 


— AN EXPERIENCED HAND...at demon- 

i, strating the amazing “no-lift, no-tilt, 
no-twist’’ action of the Proctor 
Never-Lift . . . the iron that lifts itself. 


Part 4. 


» A PROCTOR NEVER-LIFT... on display 
at all times. . . in windows, on count- 


ers ... the most distinctive, most dis- 
tinguished iron ever made. 


PROCTOR 


NEWSMIAK ER IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PENNSYLVANIA 
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"VE GOT TO HAND IT TO US 


O R oe ee ae Sar 


NANAS LUMP Aas ENG. 


O2-te meee OUN  SIREET.. WES (NEW “TORR. REW. JERSEY 
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One 
Cigarette Case 


Une Compact 


Same Size 
Sume Shape 








The latest in Trueart Creations, a matching compact with a 
Hale li=M Loles-1-ml eke) Ze 1-1 O1@1@) Mi col is\--07-1 am ole) ole] (ome: a Weel Gllelel aia l- 
Case. The compact with various-design patterns to match cigar- 


ette case will be known as #176. These can be had either in 


sets or individually ... all boxed. 


THRU YOUR 
WHOLESALER ONLY 


Ask for uceary- — 
A Mark of Quality. 


“The Finest — today and tomorrow” 


MANUFACTURERS OF COMPACTS AND CIGARETTE CASES 
ESTABLISHED FOR OVER A QUARTER OF A CENTURY 
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RETTE CASE 


Here is a 20th Century Aladdin . . . the genie 

that obliges . . . lights up as you snap the case a” 

closed. That's all there is to it! It’s automatic! Rich, 

modern lines, designed in several styles to suit the dis- me 
criminating smoker . . . the Aladdin is precision built by mas- . 


ter craftsmen and fully guaranteed to render long-time service. 








INCORPORATED 
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Each heart locket opens to 


hold two photographs... . 


MATCHING ROSE BUDS FOR HER EARS 


New crealtond Yt 1/20 12K. GOLD FILLED frou Le GYLOowUuUY colleclion of 


ASK YOUR WHOLESALER 
TO SHOW YOU THE 


COMPLETE NEW LINE 


of PROVIDENCE 


Manufacturing Jewelers 
of PROVIDENCE AY 


) 
85 SPRAGUE STREET 


HALCO .. . Trade Mark Reg. in Canada 





5 ae 


Ask your wholesaler about psig 7 - 


Complete Line of Superb Men's and Ladies’ Guaranteed 


\ eG Ge ec ee oy na Ge Se Oe oe B.: 
with every quality feature of Strength and Beauty 
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Boxes, boxes ... there are all kinds of boxes. Some hold cereal, others 
contain jewelry. Most of our boxes hold jewelry and similar items made 
by prominent manufacturers. Why? Because those manufacturers know 


that C&M Boxes sell their products. May we sell yours — too? 


“BETTER BOXES FOR BETTER SALES” 


MANUFACTURING CO., INC. 











> - 


JEWELRY DIS PLAYS 
9° PROVIDENCE, RHODE ISLAND 


. . ed 
x 





| $600 


less 40% 





| Sal prethitedling ads in big cire cu a 
_ lation magazines are helping to make 
_DURALITE one of America’s fastest-selling 
lighters. 


: io matic, > core ighter is ; recounized 1 today « ds one 
of the world's finest lighters. . 





-DURALITE opens and lights instantly, in one. action 
__...at the touch of a finger. Handsome as fine jewelry, 
with no protruding parts, DURALITE is. a delight to 
behold, as well as to hold. And it's a champion ‘for 
fuel capacity, — precision engineering makes it prac- 
tically evaporation-proof. 


TO a PE oe AR OR, I ae 


8 wee 





Here is everything customers could ask for in a 
truly fine lighter. And more and more they're asking — 
for DURALITE! Send for Aamples or, better att, omer: 


EquipPe ions 
a ‘tou a supply at once. 
12% ' jess 40 550 EXCLUSIVE DISTRIBUTORS: 


- RAYNO co. 
1065 Atlantic Avenue 
Brooklyn 16, N. Y. 


Stasi ak Coat ec sk etc oeneamc 





Pierre : way 
i aN te ao eee 
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WE of the Curtman Company are taking advan- 


tage of this opportunity to extend our sympathy to 
the family of Mr. Max Cohn who died suddenly 
in January. 

During the years of his association with us as our 
Chicago representative, we all came to know Max as 
a good friend, a fine salesman and a generous, warm- 
hearted person. 


His loss is felt most by those who knew and loved 


him best. We all miss him. 


THE 


162 CLIFFORD ST. Kl H] M AN PROVIDENCE, R. I. 
LUMPANY 


INC. 
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The Choice of Moderns 























Model “100° FITS 
S, RIGHT 
Ft Ae IN 
MMOLE WITH 
YOUR 
PERFU FUME DISPENSER JEWELRY 
(LEAK-PROOF) LINE 
Attractively 
Priced... sory 
—— waa releases 4 
2.95 — * a breath : entle “tp- 
romance j a with a ud | nger. 
No Luxury Tax favorite perfu Be tet magical p at £ 
» pressure 0 when notin ve 
* Shiny Gold Plated p, guromatica’ ng ‘leakage | al 
ly prey s fragre™ 
¢ Rhodium Plated rownsta dome CaP keep 
S 
intact. ; ing 
- . 4ts gleam 5 
lv modem --° a ‘creation that 
SALESPEOPLE: nonstate a truly lovers me dispens 
A flattering accessory for oer a pores in a one dram. 
Milady and every modern Miss | : g convenience. Ho 
in 1a 
Oe stim coe See 
New outlets invited. A tru y 
Sales promotional helps 
furnished. 


occasions 


GRAND PRODUCTS C0.,.57 WEST GRAND AVENUE, CHICAGO 10, ILL 
EASTERN OFFICE: 26 East 38th Street, New York 16, N. Y 
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MARVEL JEWELRY MANUFACTURING CO., PROVIDENCE 


Exclusive Export Agents: THE BORSALETT] COMPANY, 6 E. 45th Street. New York. N.Y 
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1a, -102- 103-14 ae Hand made 
paby bracelet $7.25 each in as- 
sorted sizes of Pe ee i ee 


201 : 202. 
Mi 
" rea acelets i) ae: 


S of 
6, 61, 


101-14 Kt. Narrow Ladies watch 
case bracelet stock size 6%4 for 5 
or 5'2 ligne movement. Movement 
not included. $62.00 





102-14 Kt. Narrow Ladies Engine 
turned Ladies watch case bracelet 
same size as above. $79.00 


2 
UT . 02 


Mad 
Dy dwt 


$03 


Hand 
sold 


~JU4-~44 
e Ladies’ bra, 
VU 


Kt. 
elets 
“5 a dwt. 


16 'NCh~12 t¢ 
< to 


j02~9G 


13 dwt. 


nD DRA 
ORO NOAY 


KARO DOSEN I 
OO LITO es 
4 3 


On 15 te te a 

UZ— yy 16 A 
inch~jg t 

019 dw 

we +3 16 inch— 


2] to 22 dwt 


691-14 Kt. Ladies Dome top brace- 

sO1- 

let $75.00 Z 
692—14 Kt. Ladies Dome sd i 
let with case for 5 oF are et 
aaa Movement not inciude 
movement. 

$95.00 
603-14 ae 
let it aa 


Ladies Dome top brace- 
ned. $95.00 


a 
Utting °: 3!0.00 
hy . ng in yo 


tra Ch 


; ar 
h mel ge 


adies’ 


sanniliny 


MANUFACTURING JEWELER a 
207 Canal Street, New York 13, N.Y. CAnal 6-8715 
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so | ~~ “qppeal . . . another Truli-Fine art-creation. 1/2012 K 











(PS DIFFERENT . . . IT’S FASHION-WISE . . . IT'S TRULLFINE 


Aa _._ SOLD ONLY THROUGH WHOLESALERS | 


| Ble’ ON Company Inc. 






ne nt ee = = re a 








————————————___===== 





: Manufacturers of Truli-Fine Jewelry Creations | 
86 WEST EXCHANGE STREET ¢ PROVIDENCE 3, R. I. 
| | ‘REPRESENTATIVES 2 


WEST COAST MIDDLE WEST 
AVE ABRAMS, 220 W. FIFTH ST., LOS ANGELES, CAL. GEORGE SIMMONS, 29 E. MADISON ST., CHICAGO, ILL. 
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1847 ROGERS BROS. america's FINEST SILVERPLATE 














GH 


100 YEARS OF QUALITY AND BEAUTY 






We congratulate the makers of 
1847 Rogers Bros. 
as they begin their second century. 





100: 


1UIVEISALY 


1647-1947 


YOUR HEADQUARTERS FOR 1847 BROS. THIS SUPERB SILVERPLATE 





Lipset & Hill, Ine. 


Wholesale Jewelers 
Franklin at Mohawk St. Buffalo 2, N. Y. 
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* This unique pencil-tie-clasp 
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and carefully designed lines have a 


by CAMPUS. Its more distinctive 
gold finish . . 











. a novelty, moderately 


priced within the consumer’s reach. Sold 


exclusively through wholesalers. 
CAMPUS JEWELRY PRODUCTS, INC. 
137 SOUTH ST., PROVIDENCE 3, R. I. 








197 


FOR MARCH, 1947 









What is 





(| 


NCABLOG: 


Every watch equipped with Incabloc is 


1000 TIMES STRONGER 
than the watch without 


The Incabloc can be adjusted to all watches, giving absolute 
protection to the pivots of the balance. The latter are 1000 times 
weaker than any other part of the movement. The Incabloc device 
confers to the balance a resistance equal fo that of the other 
parts. This device ensures greater solidity to all watches, increasing 
their working capacity as well as their value. A watch without 
the Incabloc is old-fashioned; lacking an admiscable technical 
improvement due to modern horological science. 


















































How it works 





The function of the Incabloc can be compared to the movements of 
an athlete at the moment of jumping. An inexperienced man jumps 
stiffly and will be subjected to a most violent shock. The athlete 
executes a flexible movement and suffers no prejudice. The principte 
of the Incabloc is greatly similar to the movements of the athlete. 


Now look how it works in the movement 





The Incabloc maintains the two pivots of the balance in their 
centered position but allow them to shift around, under the 
influence of a shock coming from any direction, until the most 
resistant parts of the balance rest against the banking-pins. Imme- 
a GN diately after, thanks to the pressure of the Incabloc spring, the 
SS halance staff balance automatically resumes its original centrical position. These 
tls 7 minimum movements represent 5 fo 7/100 mm. but are sufficient 

| fo eliminate the danger of rupturing. 


its: PePrULcaA ai te 


All parts are made with a maximum tolerance of aboul one theu- 
sandth of a millimeter. Special apparatus is used, enlarging all 
parts 50 times, allowing most careful checking. 

Of course all paris are interchangeable — a great advantage to 
watchmakers. : 

It is the most widely spread system, used in over 10million watches, 
giving proof of ifs efficacy. Its numerous imitations — another 
proof of its quality — have never come up fo the real incabloc. 


The block 


Because of the block-bed, the Inca- 
bloc shock protector is complete in 
itself, containing all the elements 
shown here, held together by the 


NS ad 





Oe /ncabloc spring 





A remarkable discovery in itself 
Exercises an evenly and carefully 
calculated pressure. Does not react 
under minimum shocks, but a fall 
of about 7 inches sets the Inca- 
bloc mechanism in motion. 


\ 


= 


\ 


i 


\ 


\ 
\ 


\\ 





YI 11, 
WI LLL 





AMERICAN INCABLOC CO., 580 FIFTH AVE... NEW YORK 
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No. 20/5 


No. 120/2 





very Dominant Band features quick 

















length-adjustability, super-safety 
buckle, high gold content and extreme flexibility. 


And Dominant is the only line with flexible bands yam 
Ww 
for men’s, women’s and nurses’ watches in both 


basket weave and diamond weave. 


For maximum band-volume with minimum 
sales-effort feature Dominant .. . the line that is 
Dominant not only in name, but in quality, 


style and construction. 


Dominant Bands in 1/20 14Kt. gold filled 
{yellow, pink or white). Patents Pending. 


Sold thru Wholesalers Only 







al UT TLZLAMT Tos e Attleboro e Massachusetts 
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manufacturers 
ro} mm ital 
watch 


cases 


& 
Grmand Jj- lemieux Corporation 
36-38 west 25th street * new york 10, n. 
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Little Miss Muffet sat on a tuffet, 

A center of great admiration, , 
All stopped to adore the bracelet she wore - : 
A LITTLE FOLKS famous creation! 


Yes, buyers of childrens’ jewelry know 
that LITTLE FOLKS creations are the 
center of admiration everywhere. Ex- 
pert designing and attractive styling 
in gold and gold filled bracelets, 
lockets, crosses and pendants assure 
volume of sales and repeat sales. Buy 
through your wholesaler. 


Little Solhs sewerry 


ie eek en -wacheon Seek, Biomeok yu. mm 4 


100 STEWART STREET 41 OR'4| 9) 3) |G a i (@) D) | 


MANUFACTURERS OF A Vaadée CHILDRENS’ JEWELRY IN GOLD AND GOLD FILLED 
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It Opens Eyes and Closes Sales 


Gold Filled Jewelry certainly has the right combination of “eye-appeal” 

and “buy-appeal.” Smart, exciting, brilliant . . . jewelry that reflects quality in 
every way ... Gold Filled merchandise gives an added, pleasant surprise 
when customers look at the price. 


Manufacturing jewelers bring their smart styles down within reach of the 
mass-buying public by using Gold Filled ... for long-wearing Gold Filled, layers 
of karat gold on an alloy supporting 
base, keeps the value and beauty up and 
the costs well down in line. 





HARD COMPACT 
LAYERS OF 


KARAT GOLD So to open eyes and close sales... stock, 


show and sell Gold Filled Jewelry. 








GOLD FILLED & ROLLED GOLD PLATE MFRS. 
PROVIDENCE 1, RHODE ISLAND 
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e The finest 

SPORT JEWELRY made 

...styled by DISNEE 

Gold Plated in flattering two- 
tone for the pleasure 
of the sporting junior miss. 
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Wholesalers: Wire for Samples 
Retailers. Send for name of nearest wholesale: 


DISNEE & COMPANY 
Costume Jewelry WWHanufacturers 


262 BROAD STREET 
NORTH ATTLEBORO, MASSACHUSETTS 
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EVERY WATCHMAKER AND JEWELER 
2 ABE pine MICRUMETER | 





YE 
SR 


WMR 
VNITH RATCHE’ 
oad : 
*1].00 


1OW MRI 
ie aah 


’ 


CENTRAL « 





FOR HALF 
A CENTURY 
SPECIALISTS 

IN FINE 

MICROMETERS 
































Se iS 


ing and Jewelry Trade © “QQ SS SS PPYTFY SOND UN ON 
This fine measuring instrument has anvil and f ‘THE CENTRAL ere MICROMETER _/: t 
spindle with a diameter of 3/32” for a length of ) S6UARAATEE 
3/8" and is further cut away from the faces to 1/16” Mawgastdnae 4 
diameter @ This design allows close and accurate THE CENTRAL TOOL COMPANY 
measurement of small, delicate parts @ Gradua- ee ae a ki 
tions are in Metric @ The anvil and spindle are ERO TRI ANE MOR SMT EN 
made of the finest grade of tool steel with faces SEVEN GVéval FEATURES 
lapped square @ Available for immediate delivery 
with a specially designed stand which holds the . SUPER-SENSITIVE VELVET TOUCH 
tool rigidly and permits the use of both hands while eee 
measuring small pieces @ This tool is guaranteed FINEST FORGED STEEL FRAMES OF BALANCED DESIGN 
to give the same super-sensitive accuracy provided alain ce stot ing scr ensuneinns 
by all Central Certified Accuracy Micrometers. 


THE CENTRAL TOULCUMPANY 


A Micrometer especially Ea 











SE8 





nt 


. CERTIFIED ACCURATE MEASUREMENT 


WN 


NO ws 


MICROMETERS OF C32 the te Oo ACCURACY 


LRANSTOUN 10. RHODE ISLAND 
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The ancient art of creating fine; intricate filigree 
jewelry has come to America. Filigree, the skill of 
spinning precious metals into delicate hair-like 
threads and then twisting these endless tender 
strands into beautiful designs. Wrought solely by 
hand, it has been up to now, a monopoly of 
“Old World” master craftsmen. Enzell Manu- 
facturing Company has brought this exquisite 
filigree craftsmanship to America. They are now 
turning out a modest amount of hand-made filigree 


jewelry. 


Filigree was once termed ‘‘jewelry without jewels.” 
However, Enzell now fashions hair-like threads of 
silver into airy filigree patterns to serve as a perfect 
background for simulated moonstones. You'll be 
proud to be one of the first to show and sell this 
new American jewelry. Ask your wholesaler 


about Enzell's hand made filigree NOW! 


SOLD ONLY THROUGH YOUR WHOLESALER 
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revived in America 





MIWie(sitm vewelry Art 


Lage aadly 
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To the “Charm-Minded” Readers of 
VOGUE, CHARM, GLAMOUR and MADEMOISELLE 


No magazine readers in the country are 
more style-conscious, more ready to spend 
their money for the accessories that will give 
them added charm and glamour. And who 
make better models of “what’s what” than 
the gorgeous movie stars who grace Velva 
ads with their “Lovely Lady” presence. 
Yes, indeed, these magazines plus Holly- 
wood glamour, sell Velva Pearls for you! 


VELVA 
PEARLS 
ON THE AIR! 


Velva goes on six great network shows, 
eleven local programs, for a total of sixty- 
seven broadcasts monthly over 529 stations. 
This vast coverage means more Velva sales 


for you. 


Keep Velva Pearls displayed. No style- 


minded woman can resist them! 


AMERICAN PEARL COMPANY 


78 FOUNTAIN STREET, PROVIDENCE 3, R. I. 
NEW YORK CHICAGO 
489 Fifth Avenue 29 East Madison St. 


PHILADELPHIA FF LOS ANGELES 
1225 Drexel Hill § 220 West Fifth St. 
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Jewelers from coast to coast have learned that they can go 
all out in recommending L’Aiglon ond El-Be watch bracelets. 
The quality is there to give the lasting beauty and the lasting 


wear your customer has a right to expect. 


L’Aiglon for men, Lady L’Aiglon for women and the El-Be 
bracelets for both men and women are now available with 
1/20 12 Karat yellow and pink gold filled tops and stainless 
steel backs . . . also stainless steel front and back. The links 
are newly styled, fittings scientifically designed, and the 
springs are non-corrosive stainless steel. 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET *© PROVIDENCE, RHODE ISLAND 


REPRESENTATIVES IN NEW YORK * CHICAGO * LOS ANGELES 
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\f. And the secret 


Of course you would .. - and one look will tell you Camfield is in 


of its perform ace (excelling its beauty) is “Equa -Therm, which 
Other expertly designed features are Finger-Tnip Release, Cu 


Tray and “heat-right™ Oven-Type Construction. 


Also, we re carrying your sales message into the homes of ov 
the well-read pages of the Saturday Evening, Post, Collier's, Ladies 


Housekeeping- You sell rich beauty 
and sound engineering fortified by 
strong national advertising when you 


sell Camfield. 


Fair traded in all fair trade states. 


CAMFIELD MANUFACTURING COMPA 
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MASTERS OF CRAFTSMANSHIP 


REGAL CREATIONS possess a subtle distinction which sets 
them apart as style leaders . . . a colorful beauty which 
marks them as the work of outstanding artists. These 
sparkling, tashion-setting designs come to life under the 
hands of workers who are masters of jewelry craltsman- 


ship . . . real masterpieces of costume jewelry design. 


A complete line in 1OK Gold and 1/20 12K Gold Filled. 


Atlantic Jewelry Company 
387 CHARLES ST., PROVIDENCE 4, R. IL. 


NEW YORK CHICAGO ° LOS: ANGELES 
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An ideal personalized gift for men — most appropriate for Father's 
Day, Graduations, Birthdays, Anniversaries, the Best Man and Ushers 


at Weddings. 


Hand set, genuine Marcasites, in Sterling Silver Mountings — Rhodium 
Plated. 


We also make a distinctive line of Marcasite Earrings, Bracelets, 
Brooches, Rings, Pendants and Cuff Links. 


All goods will be shipped the same day that. the order is received at our 
factory in Newark. 


FRIGERIO DIAMOND TOOL CO. 
Hionufacturers my gt Marcasite Jewelry 


93. LAPArerte STREET NEWARK 5, N. J. 
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iw’ GOLD PLATE AT S15" 


This is the Dunhill masterpiece, the most famous mechanism 


of its kind. It sells for over $200 in the gold model. 


Remarkably efficient and distinguished in design, there is i | | 
no cigarette lighter like it in the world. Buy a Rollalite | any fe 
today—you'll always treasure 't. At fine stores everywhere. N 
The flint refill is all but 


automatic. Push a leWer 
and a tiny door opens. 
Alfred Dunhill of London, Inc. * 660 Fifth Ave., New York 19 Drop the Rint in, shen am 


door shut—that’s a!! 


> . ‘ 
Prices subject to Federal! tox 
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For the man ida recognizes quality a set by — The precision-made tie-slide, the accurately 
Hayward is a personal possession that brings constructed collar holder, and the hand- 
real pride of ownership. For nearlyacentury |§ some key chain . . . these and the distinc- 
the name Hayward heggigeen known in the tive Hayward finish make this set by 
jewelry trade as a name that appears only |= Hayward something to appreciate at first 


on merchandise that men are proud to own. _ sight and to own with pride as the years go by. 


SOLD THROUGH WHOLESALE DISTRIBUTORS 


* Luaklty peutcly fr neatly MW Yow. 
WALTER E. HAYWARD ©CO. Inc. 


Established 1851 





ATTLEBORO ° MASSACHUSETTS 
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L. 5. PETERGUN UU. 


NORTH ATTLEBORO MASSACHUSETTS 
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Most Compact 
Automatic Lighter 
in the World 





ee 








Success Story! 





AUTOMATIC ee Gentle finger pressure The Colby Automatic Lighter has clicked! . . . The response to the initial 
produces sure operation. =—s_—s Colby ads has been spontaneous and in great volume! . . . Jewelers who 
e LIFETIME WICK... Asbestos wi fis pér- have bought these lighters have indicated marked retail success for it. 
gs manently set at factory for the life of the Everywhere dealers report that consumers favor Colby's precise, auto- 
ee lighter. Needs no trimming, adjustment or matic operation, its “wafer-thin’” construction, its smart styling. Distin- 
cereus guished models in sterling silver now available, handsomely gift- 
COMPACT .. . HANDY for oll... eo ot packaged, Ask your {obber for details, newspoper mats, dealer aids etc. 





. and graceful the Colby is distinctly mascu- 
te line in sturdiness, yet dainty for any i : | a ee 
pe lady's purse.- a, : ; oe, | 

_, FULLY GUARANTEED: Each Colby lighter sa WAS, q LIGHTER CORP. 


is emt! for enduring salisfoction. 













- os (1 HARTFORD AVENUE - MOUNT VERNON, NW. Y. 
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COLORFULLY CALIFORNIAN 


A VY 9! 
) -<cssSSSSS SSA 7 
+> MI rcs (A) Style 7B Gold plated buckle, hand carved leather. 


3 
sy 





















ZY $1.00 individually boxed. 
SF Style 17B Same band as above, in 2-tone leather. 
$1.25 individually boxed. 

atchbands with the sales (B) Style 10B Sterling Silver buckle, hand engraved. 





$2.50 individually boxed, 
Style8B Same band as above, in 2-tone leather, 
$2.75 individually boxed. 
The above watchbands also available for women. 


magic of the “Old West”, designed and made in 


the California manner. All are individually hand 


Seek 


carved in the finest of leathers, featuring both hand Me 







carved buckles and plain semi-precious buckles. 


AVAILABLE FOR IMMEDIATE DELIVERY A complete line of PACIFIC WATCH 


watch bands in pigskin, calfskin, cordovan, alligator, lizard, 
and sharkskin, with the following choice of buckles: gold plated, ATTACHMENTS COMPANY 
gold filled, sterling silver, and sterling silver with gold overlaid. 


We have representatives in all sections of the country. On 
request they will be happy to show you our complete line. 253 SOUTH sipicsceeds . LOS ANGELES, CALIF. 
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YOUR MODERN PROFIT 
AND BUSINESS BUILDER 


Par Excellence 


WEBSTER: Highest degree of superiority 


PROVE IT YOURSELF! MOST EFFICIENT! 
EASIEST TO OPERATE! WE PROVE IT! 











Watch companies, both Swiss and American, use the Paulson type to 
test their higher grade of watches. 


The Paulson Time-O-Graf 
* 





THE GUIDING STAR 
TO SUCCESS 


THE PAULSON TIME- 
O-GRAF HAS EVERY- 
THING AND MUCH 
MORE 











The PAULSON TIME- 
O-GRAF costs less! 


Proved by every man 


who owns a PAULSON. 


Superior at every Point 
STRONGEST GUAR- 
ANTEE. Backed by 45 
years of integrity. 





less 2°/, for cash 


THE CENTER OF HOROLOGICAL ACTIVITIES 


HENRY PAULSON & CO. 


37 S. WABASH AVE., CHICAGO 3, ILLINOIS 
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\ADEMOISELLE 


tips the scales 


woman's choice of earring 












in your favor. MADEM re L ells. 


Why? Because we concentrate on one 





group of readers and one only— . 
smart young women aged 18 to 30-— 
their interests, their fashions 

and theirs only. 


Our concentrated purpose is 


reflected in their undivided loyalty 


to the merchandise in our pages. - | 2 =. 
Smart jewelers know that every . . 
MADEMOISELLE. customer brings others. oe 


What she chooses, other women want. 


Sell the smart. 


oung women who sell other women — sell the readers of 


y 
ie 7 € : 


| The magazine for smart young women ° A Street & Smith Publication “122. East 42 Street, N. Y. 
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OFFERING 
TREMENDOUS SAVINGS TO QUANTITY USERS 


in original unopened packages at 107 above the landing cost; prices based on 


original consular invoices. 


Our Zircons are polished in a modern, well-equipped cutting factory. Each 
and every stone is individually wrapped and therefore without scratches. They 


are first-quality merchandise classified in straight sizes. 


COMPARE INVOICE PRICES. EXAMINE QUALITIES. 
CHECK TREMENDOUS SAVINGS BEFORE PURCHASE. 


PAPAZIAN BROTHERS 


DIRECT IMPORTERS 
580 Fifth Ave. New York 19, N. Y.; 
RIO DE JANEIRO — COLOMBO — JAIPUR — SINGAPORE — BANGKOK — HONGKONG | 
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Manufacturers of 
JEWELERS FINDINGS AND SOLDERS 
PRESENTATION BOXES 
TROPHIES » MEDALS + BALL CHARMS 


F. H. NOBLE & COMPANY 559 West 59th Street Chicago 21, Illinois 
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TO YOUR 
RIGHT... 
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is the newest 
lull page 
idvertisement 
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rings Dy 
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J. it. Wood is Industry’s 





Outstanding Ring Maker 


Widespread Demand for Art-Carved 


Rings Proves Public Preferences 


for First-Quality Product 


ewelers and customers alike bene- 
fit from the advantages which are 
theirs when they buy Art-Carved en- 
gagement and wedding rings, made by 
the oldest and largest ring maker and 
importer of diamonds in the United 
States, 





This assurance of unexcelled qual- 
ity has won the support of customers 
wherever Art-Carved Rings are offered 
for sale. And jewelers from coast to 
coast are finding that they can save 
time and trouble by stocking and sell- 
ing Art-Carved Rings of uniform, 
known, and guaranteed excellence. 

Every Art-Carved Ring is made en- 
tirely by skilled workmen in the New 
York plant of J. R. Wood. Every step 
in the complicated process of fine ring 
making, from mixing the gold alloy to 
hand-carving the original Art-Carved 
design, is taken by Wood craftsmen 
who know only the top standard of 
jewelry workmanship. 

Every diamond mounted in an Art- 
Carved Ring is of uniform high qual- 
ity, purchased abroad by Wood ex- 
perts, cut by Wood diamond-cutters, 
and brought direct to the ring plant 
in New York with the maximum of 
speed and economy. 


wg LOOKING IN YOUR WINDOW — 








Sentiment and the Irish seem to go 
together, so why don’t you wear a 
bit of green in your window the week 
before St. Patrick's Day? 

Trace a shamrock about 10” high 
on green cardboard, and tack it be- 
hind the window display for Art- 
Carved Rings by Wood as sketched. 

And perhaps you'll letter this on a 
green and white streamer, “With the 
luck of the Irish, you'll soon be wearing 
an Art-Carved Ring by Wood.” 











Another advantage to the retailer of 
Art-Carved Rings is the unprecedented 
advertising campaign which is helping 
to sell more of these fine rings than 
ever before in history. No other rings 
are advertised by FULL PAGES exclu. 
sively in Life, Look, Esquire, Charm, 
Junior Bazaar, Seventeen, Screen 
Guide, Mademoiselle, and Glamour, 


Start Merchandising 
Service for LIFE ads 


e 
eek 


ART-CARVED RINGS 





The reprint from 
folder (above) 
mounted for display 





The latest feature cf J. R. Wood's 
nationwide campaign for Art-Carved 
Rings is the regular mailing of ad re- 
prints “as advertised in LIFE.” 

Take advantage of the tremendous 
sales influence of LIFE by displaying 
the reprint in window or on counter. 
Tear along the perforations and tack 
or paste the reprint to an easel card. 


+ % % 


oS. R. WoobnbD & SONS, Inc. 
216 East 45th Street, New York 17, N. Y. 


Member of Gemological Institute of America. 


Cooperate with the Jewelry Industry Council. 
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CARAT WHGHT clone does not determine 
the valve of a diamond, for the beauty ond 
worth of an expertly cut diamond of good 
color and clarity may for exceed that of a 
larger, imperfect stone. Write for the fosci- 
nating free booklet, “Choosing Your Dic- 
mond Ring,” before you “go looking™ for 
your engagement ring. J. R. Wood and Sons, 
inc., Dept. 1-2, 216 East 45 Street, New 
York City 17, N. Y. 
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ON HER FINGER, 
AS ON HER WRIST...A ee ee 





There’s a tradition behind every GARLAND 
Diamond and Watch .. . a tradition of fine crafts- 
manship and quality that goes back to 1865, when 
The Ball Company was founded. Today, more than ever, 
GarLAND Diamonds and Watches measure up to our 
3-generation-old reputation for fine jewelry. 
On her finger, as on her wrist—a GaRLAND, 
the symbol of elegance and taste. 


the BALL company 


Originators of GARLAND® Diamonds and Watches 


WHOLESALE JEWELERS * DIAMOND IMPORTERS 
THE GARLAND BUILDING 
58 EAST WASHINGTON STREET * CHICAGO 2 


“GARLAND” is the registered trademark of The Ball Company, Reg. U. S. Pat. Off. 
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genuine oriental pearls. Along 


with the christening, we’re inaugurating a new merchandising set-up that will enable 


you to operate profitably on a small investment. START-O-PEARL not only 
makes the original sale; it brings the same customers back to your store on every 


sift-giving occasion. To be nationally advertised consistently in: 


LADIES’ HOME JOURNAL © SATURDAY EVENING POST © PARENTS’ © BABY TALK 


NEW YORK TIMES MAGAZINE © NEW YORK HERALD TRIBUNE “THIS WEEK” MAGAZINE 


Write us if your wholesaler can’t supply you. 
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KEEPSAKE'S // CWA paper 
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GIVES CONCENTRATED 


GENUINE REGISTERED 
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DIAMOND RINGS 


Trade Mark Registered 





INFLUENTIAL 


COVERAGE IN 1,783 


SRR A ROOM 
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Braun-Crystal Mfg. Co. 
69-01 Metropolitan Avenue 
Middle Village, New York 


HAvemeyer 8-1276 





sApnidstp pup sexoq Ajpiseds euy jO sisubisep pup sieinjopjnuppy 











LLL ALT LR A a eel a ~~. 





COLOR PHOTO, CATALIN CORP 


Plastics with velvets . 
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Objections to plastics as too stark or too modern for re-use jewelry 
packages have been overcome by box makers who combine plastics with 
traditional fabrics used for such packaging. These polystyrene con- 


tainers have inside pads of _ satin, covers cushioned with velvet. 


Open construction or supporting cross pieces for lids saves plastic 


material, Pads are removable for re-use of boxes as jewel cases 














wild acceptance for jewelry packages 


ewelry is very adaptable to luxury package presen- 
J tation, but the jewelry trade has lagged behind the 
makers of pen and pencil sets, perfumes and cosmetics 
in bringing its products to the consumer in package 
settings matching the elegance of the product or bearing 
the trademark of the maker. 

Up until the first World War, the finest watches were 
packed in tissue paper for sale from the jewelers 
drawer upon the traditional purple or black velvet 
counter pad. Usually he had his own store boxes, card- 
board or leatherette covered and lined with satin or vel- 
vet and imprinted with his store name, which he sup- 
plied with a purchase. Such boxes were sold quite gen- 
erally throughout the jewelry trade to retailers who 
bought boxes in which their products “fit.” These 
boxes, however, did not carry the name of the maker of 
the watches or other jewelry and, oftentimes, there was 
no way to know the name of the jewelry maker. 

It was through the foresight of the Bulova Watch Co. 
that specially designed boxes were first used on a wide 
scale as trademarked packages supplied by the maker. 
Bulova’s experiment with a fancy box was an outstand- 
ing success and showed excellent sales results. Com- 
petitors were compelled to provide similar packages and 
many companies began adventuring into luxury pack- 
ages of cardboard, metal, wood and, more recently, of 
plastics. Today, some sources say not a single watch is 
sold for re-sale without a package. 

Success in the watch field led makers of simulated 
pearls, rings, bracelets and costume jewelry to adopt 
packaging practice slowly. There is still much oppor- 
tunity for expansion of packaging in this field, but even 
so there is not a single product in the jewelry field which 
has not been packaged in a trademarked box of one type 
or another by some manufacturer. The fact that excise 
tax figures for the year ending June, 1946, show that 
Americans spent more than one billion dollars for 
jewelry in that year gives some idea of the possibilities 
for packaging materials in the jewelry field. 

Manufacturers of plastic boxes have had a wide in- 
fluence in the development of jewelry packaging during 
the past year, since such containers now can be manu- 
factured in large quantities. 

Plastics were not embraced immediately, however, by 
the jewelry industry. Seasoned jewelry men objected 
to it first as too stark and too modern. They were ac- 
customed to velvets and satins as the traditional setting 
but it was not until a smart box manufacturer began 
eliminating these objections by combining plastics with 
lush fabrics that resistance was broken down. In addi- 
tion, the makers of these plastic boxes are planning 

jewelry packages to meet merchandising and sales needs 
of the product and are supplying the supplementary 
packaging, such as outer paper cartons, display fea- 




















































tures, etc., as a complete package service to the jeweler. 

Conspicuous examples are shown in the illustrations 
with this article. For the current holiday season, sev- 
eral important jewelry manufacturers each will be 
using from a half million to a million of such boxes. 

One of these important users is the Speidel Corp. of 
Providence, R. I., for a line of children’s jewelry. The 
plastic, velvet and satin box is a feature of this com- 
pany’s national and trade advertising and, it is said, has 
gained display on a wider scale than any previous chil- 
dren's jewelry line. The box is a two-in-one jewel box 


Spiral arrangement in the pad provides an interesting 


display idea for pearls. The box has polystyrene cover. 
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A modern red and black box is used for Crawford watches. 


When pads are removed, box becomes useful cigarette box. 
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for little girls, known as ““Miss Mignon.” It will hold 
either a bracelet or child’s necklace. It is made in two 
pieces of a polystyrene material in ivory color molded 
in a six-cavity mold—three tops and three bottoms. 
On the first boxes the legs were not reinforced, but to 
insure sturdier wear on the present boxes they are re- 
inforced with a tiny triangular piece which was added 
to the mold. The early boxes were made with a pin 
hinge, but the hole through the styrene was difficult to 
make. The company now uses a patented spring hinge, 
snapped on from the back and opening far enough to 
give a good view of the jewelry. The box parts come 
finished from a polished mold ready for assembly. The 
top pad outside the box is pink velvet; the top one in- 
side, pink satin with the trademark stamped in gold. 
A velvet platform inside with collar holds the necklace 
or bracelet in place. The plastic container is supplied to 
the jewelry firm in a paper set-up box covered with a 
‘bubble’ designed paper—pink and blue against a blue 
background. After the little girl receives the package, 
she can re-use the plastic box as a jewel case. 

L. Heller & Son has adopted a larger ivory poly- 
styrene box of similar construction for Deltah simu- 
lated pearls. This box is also made in two pieces. The 
base is produced in a 2-cavity mold; the top in a 4- 
cavity mold. Separate molds are used because the bot- 
tom is much thicker than the top. The cover was 
designed with an open top and was supported by two 
cross pieces. The entire center section composed of 
a !/, in. rim running around the inside of the cover and 
the two cross pieces were depresssed below the level of 
the upper portion of the box so that the velvet padding, 
when placed in position in the cover, would be level 
with the top of the box. Small diameter holes are 


Acrylic racks bolted to satin-covered oval bases form 
packages and display pieces for Jacques Kreisler jewelry. 
Defender Watch Co. adopts similar idea for watches. 


Gold printed set-up boxes complete these new packages. 
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molded in each triangular shaped leg, thereby reducing 
the thick section of the leg and helping to eliminate 
sink marks. The bottom of the box has three com- 
partments so that when the pad is removed, it may be 
used on the dressing table to hold other jewelry, 

Another variation of the jewelry box with plastic lid 
is used for Marvella pearls. An interesting spiral dis. 
play arrangement in the pad for the pearls provides an 
intriguing idea, not only for window display, but for 
the shopper and recipient of the package. 

Modern lines were chosen for the box developed for 
Crawford watches. This box has a top of red styrene 
and bottom of the same material in black. Full ad- 
vantage is taken of the luster of the plastic and a gold 
seal is stamped on the red lid. The inside protective 
pad may be removed from this box to convert it into a 
cigarette box. The cut-out sides enable the jeweler to 
display the watches more effectively and also make 
reaching for the cigarettes easier. Each of the two parts 
of this box is made in a 6-cavity mold. Another unv- 
sual feature is the slot molded at the right in front for a 
price tag. The company has designed die-cut gold- 
stamped transparent acetate price tags for this purpose. 

The collar to hold the watch is adjustable so that it 
will accommodate any size watch which may be tilted 
in the box for better display. 

Quite another problem of packaging was required 
for a new line of basket-weave and dangle jewelry dis- 
tributed by Jacques Kreisler, an early user of decora- 
tive jewelry packaging. This package had to be one 
suitable for use as a display stand. This was accom- 
plished by producing a satin-covered oval base, trimmed 
with silk cord. Transparent acrylic sheet is then fabri- 
cated into a tiny stand and bolted to the base so that 
the clips, earrings and bracelet can be secured to the 
transparent stand for display of the jewelry. The satin 
base is stamped in gold with the Jacques Kreisler 
name, and: set-up paper boxes complete the packages. 

A variation of this type of package has been made for 
Defender Watch Co. Here the display stand is an 
acrylic base over which is placed a two-step platform 
covered with velvet. An acrylic rack to hold a watch 
is bolted through the base. This display unit also 
serves as the base of a gift box. The lid is paperboard, 
covered with an all-over embossed printed paper. 

All these packages are designed from blueprint stage 
to align them with the requirements of the product and 
the manufacturer’s merchandising objectives. Sketches 
are made to give general proportions and design. Ac- 
tual samples of the plastic boxes are made of acetate 
material, carved, assembled and polished to simulate 
the finished piece. A model of the outer paper boxes is 
also made to show the client exactly how the finished 
package will look. Polystyrene material has been found 
most satisfactory for these boxes because of its relative 
stability to heat in window displays. 


Crepits: Bozes, Braun-Crystal Mfg. Co., Middle Village, New 
York. Material for plastic boxes, Loalin, made by Catalin Corp., 
New York. Velvets, A. Wimpfheimer § Bro., Inc., New York. 


Satins, Celanese Corporation of America, New York. 





















HAVE YOU READ THESE BOOKS? 





These authoritative and interestingly 
written books on a wide range of subjects 
about your business will be a great help 


to you. 


Just put a circle around the books you want 
on the coupon below, write in your name 


For the Gem Expert, Connoisseur and Student 
ef Gemology 
1.GEMS AND GEM MATERIALS 








Drs. Kraus & Slawson $3.50 
1A. KEY TO PRECIOUS STONES 
L. J. Spencer $3.25 


2. GETTING ACQUAINTED WITH MINERALS 
George L. English $2.5 


3. REVISED LAPIDARY HANDBOOK 











FOR MARCH, 1947 


and address, attach your check, and send 
it to us. We will send them postage pre- 
paid anywhere in the United States. Re 
mittance must accompany all orders. No 
books sent on approval. Prices subject to 
change without notice. 


15. CURIOUS HISTORY OF MUSIC BOXES $5.08 


Roy Mesoriak 
16. SIX QUAKER CLOCKMAKERS 
Edward E. Chandlee $10.00 
17. TIME AND TIMEKEEPERS VW. I. Milhkam $1.98 
18. MODERN METHODS IN HOROLOGY 
Grant Hood $2.50 
19. PRACTICAL BALANCE AND HAIRSPRING 
WORK BP. J. Kleinlein $3.50 
20. RULES & PRACTICE FOR ADJUSTING 
WATCHES W. J. Kleinlein $3.50 











J. H. Howard ; $3.00 21. PRACTICAL BENCHWORK FOR HOROLOGISTS 
4. STORY OF THE GEMS #4. P. Whitlech $4.00 Louis and Samuel Levin $5 
5. STORY OF DIAMONDS $1.85 22. IT’S ABOUT TIME Pasi M. Chamberlain $10.00 
5A. FAMOUS DIAMONDS OF THE WORLD $1.25 23, KEYSTONE WATCH REPAIR RECORD BOOK $2.50 
sB. INTRODUCTORY GEMOLOGY ! 24. WITH THE WATCHMAKER AT THE BENCH oe 
Robert Webster $3.50 Donald De Carle . 
; 24A. PRACTICAL WATCH REPAIRING | 
is - De Carle $5.00 
On Silver for the Jeweler, Collector and Anti- : , 
quarian | For the Jewelry Repairer, Engraver, Designer and 
6. THE STERLING FLATWARE PATTERN INDEX Seossster 
Without Binder $10.00 25. JEWELRY REPAIRERS’ HANDBOOK 
7, ENGLISH SILVER (1675-1825) J. G. Keplinger $1.25 
Stephen G. C. Enske and Edward Wenham $2.50 26. JEWELRY DESIGN AND APPLIED DESIGN 
8. OLD SILVER, ENGLISH, AMERICAN AND C. A. Jakobb $25.00 
S. B. Wyler $4.00 27. JEWELRY AND ENAMELING 
9. NAVAJO AND PUEBLO SILVERSMITHS G. Pack $3.50 
John Adair $4.00 28. REFINING PRECIOUS METAL WASTES 
+ — GC. Be Hoke $6.00 
For the Skilled Watch and Clock Maker, the 29. ART MONOGRAMS AND LETTERING 
Apprentice and Student 30, METALCRAFT ‘AND JEWELRY its 
10. PRA Emil F. Kronqauist $3.00 
: mea cll, Berle cerita $509 31: A B.C OF MODERN ENGRAVING at 
ae $273 32 TESTING PRECIOUS METALS 
12 WATCH AND CLOCKMAKERS’ HANDBOOK. _ S$ THROU — 
DICTIONARY AND GUIDE ” ee ies a $2.50 
F. J. Britten , ; 
— $6.00 34. TRADEMARKS OF JEWELRY AND 
; “ THE ESCAPEMENT (New Edition) KINDRED TRADES $7.50 
14M aortas Watehmahers : $5.00 35. THE JEWELERS BUYERS DIRECTORY, 
. MODERN WATCH REPAIRING & ADJUSTING 1946-47 Edition $2.08 
Bowman & Borer 36.-3.033 RETAILING IDEAS Emanuel Lyons $3.50 
14A. MODERN CLOCKS 37. JEWELRY MAKING AND DESIGN : 
T. R. Robinson $2.50 Rose & Cirino $8.95 
aateicenesmsesenenenenes | 
f SSS 2S SSS SSBB eee E2222 Se Ge Se SS SS SSS See eee 
: | 5 
1 THE JEWELERS' CIRCULAR-KEYSTONE ° 100 E. 42ND ST., NEW YORK 17,N.Y. 3; 
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Please send the following books: 
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Special Notices 


Payable invariably in advanee. 

Rates under all headings except “Situations 
Wanted” $1.50 for first 25 words. Additional 
words, Sc. a word. 

SITUATION WANTED 75e. for frst 35 
werds. Additional words, Se. a werd. 

Heavy type, $3.00 for first 25 werds. Ad- 
ditional words, 10c. a word. 

Name, address, initials and abbreviations 
count as words, and are charged fer as part 
ef the advertisement. 

If answers are to be forwarded, enelese 15c. 
extra to cover postage. 

Ali answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of re dations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 


onremacnemanmimade cn eat Bartha 
Situations Wanted 


75c. for first 25 words, Se. for each addi- 
tional word; minimum charge 75e. 








LADY, bookkeeper, typist; full charge; 


many years jewelry experience. 
Address “E., 5747,” care J C-K. 





RING filer; also good cuttlebone modeler 
and caster. Harry Bashover, 81 Sum- 
ee "a Newark, N. J. Tel. Wa 


SALESMAN, retail, extensive knowledge 
jewelry, watches; best references; 34 
years old; married. Address “L., 
5684,” care J C-K. 


POLISHER, lapper, on hand made or 
production, gold and platinum watch- 
cases, bracelets, etc.; can take complete 
charge. Address “F., 5727,” care J C-K. 


RETAIL jewelry manager, nine years’ 
experience, married, 29 years old, pre- 
fers position in city of 30,000 or more; 
references furnished. Address “G., 
5511,” care J C-K. 


SALESMAN; 15 years’ experience, age 
35, married, one child, wishes re- 
sponsible position with future; Gentile; 
prefer Western State. Address “T., 
5694,” care J C-K. 


YOUNG man, single, ambitious, capable, 
six years’ experience in wholesale line, 
seeks position as salesman in retail 
store, located in New York; finest ref- 
erences. Address “C., 5651,” care J C-K. 


WATCHMAKER, 16 years’ experience on 
all types of watches, also chrono- 
graphs; can submit A-1_ references. 
Charles Kirschner, 2239 Creston Ave., 
Bronx 53, N. Y. 


YOUNG man, four years’ experience in 
jewelry wholesale line and [familiar 
with all details of the business, desires 
promising position with future. Ad- 
dress “S., 5532,” care J C-K. 

DIAMOND setting apprenticeship wanted : 
world war II veteran, age 21, single; 
am willing to leave the State: please 
contact, Mr. C. F. Pudney, 406 Row- 
land St., Syracuse, N. Y. 


SALESLADY, experienced, wishes perma- 
nent position in jewelry, watches, dia- 
monds, estimating light repairing, etc. ; 
— Address “C., 5615,” care 


YOUNG LADY, bookkeeper and office 
supervisor, thoroughly experienced in 
every phase of jewelry manufacturing, 
wishes responsible position. Address 
“K., 5602,” care J C-K. 


SALESMAN, retail, now employed, cx- 
pert on watches and diamonds, spe- 
cial order work and repairs; long 
experience; highest references. Ad- 
dress “B., 5699.’ care J C-K. 



































JEWELER on platinum, ladies’ rings, 
cast and pressed, also waxing, rubber 
mold making and platinum casting; 
references. Call, J. Sachs, Olinville 
2-7782, New York. 





DIAMOND setter; stone setter; 12 years’ 
and six years’ experience respectively ; 
references; Southern States preferred ; 
both working in Canada at present. 
Address “L., 5641,” care J CK. 





SALESMAN, retail jewelry, experienced, 
capable, employed at present’ store 
eight years, wishes to make change; 
will go anywhere; highest references. 
Address “V., 5695,” care J C-K. 





WATCHMAKER, salesman, chrono- 
graphs, Swiss expert; Bowman grad- 
uate; best of references; 25 years’ ex- 
perience; desires to make _ change. 
Address “H., 5674,” care J C-K. 





CLOCKMAKER, with 21 years’ experi- 
ence, desires a permanent position in 
Southern part of Gulf States, prefer- 
ably Florida. Address “R., 5712,” care 


J C-K. 





JEWELRY manager, salesman, 20 years’ 
retail experience, thorough knowledge 
buying and trading, etc.; excellent 
references; 40; fine appearance. S. 
Stone, 1916 Grand Concourse, New 
York City. 





YOUNG lady; long, diversified experience 
in jewelry line; experienced in gold 
bookkeeping, bookkeeping, secretarial 
and all phases of office detail; New 
York City only. Address “C., 5700,” 
care J C-K. 





WATCHMAKER, accurate workman, age 
45, experienced over 30 years; excel- 
lent references; capable of taking 
charge of a department; American 
born; state hours and salary. Address 
“Y., 5182,” care J C-K. 





WATCHMAKER, very capable, desires 
position with high grade concern where 
fine workmanship is desired; 31 years’ 
experience; age 45, born in U. S. A.; 
state particulars, including hours and 
salary. Address “V., 5181,” care J C-K. 





NO outstanding claims, just a good, hon- 
est, reliable man wanting a position 
with a future; age 35; three years’ re- 
tail selling; 10 years’ buyer, sales with 
catalog house; at present employed. 
Address “S., 5693,” care J C-K. 





PEARL stringer, 20 years’ experience in 
running shop; expert in pearls; thor- 
oughly familiar with repairs and com- 
mercial work; would like position with 
first class firm. Address “M., 5685,” 
eare J C-K. 





A-1 diamond setter and jewelry repair 
man, 30 years’ experience, would like 
position in small shop or store, with 
privilege of becoming partner if suit- 
able to both parties. Address “K., 
5660,” care J C-K. 





JEWELRY or pawnshop position, as 
manager; State of Florida or Cali- 
fornia preferred: merchandiser with 
excellent references; fine record of 
ee Address “R., 5689,” care 








AVAILABLE, competent jewelry execu- 
tive, with sound experience and thor- 
oughly familiar with large volume 
cash-credit operation and handling of 
personnel problems; profit sharing 
plan. Address “Y., 5612,” care J C-K. 


SALESMAN traveling, live wire, own 
car, retail following, wants line of gold, 
platinum rings and mountings; only 
well known reputable manufacturer; 
ee. Address “N., 5644,” care 






















DIAMOND man, truly exceptiona) 
background, completely experienced 
buyjng, selling, mounting, merchan. 
dising, loose diamonds and jewelry ; 
finest references. Address “p 


5589,” care J C-K. 


tlt Le. 

MANAGER, salesman, age 32, 15 years’ 
experience, married, excellent ‘hack. 
ground and appearance; prefer West. 
Bernard Mack, 17 Rhodes Ave., Apt. j 
Akron 3, Ohio. Bid 











WATCHMAKER, first class, with over 
25 years’ experience on all types of 
complicated work; full set of tools in 
possession; will go any place on a 
50-50 basis. Address “E., 5540,” care 
J CK. 

| 

EX-SERVICEMAN desires apprenticeship 
in jewelry, diamond field; has artistic 
ability, also interested in designing: 
fine character; industrious; good ref- 
erences ; eligible for training under G.I, 
Bill. Address “H., 5544,” care J C-K 


MANAGER, salesman, top flight pro. . 
ducer, thoroughly familiar al} 
phases, cash or credit business; now 
employed; salary $150, plus; give 
full information. Address “A, 
5698,” care J C-K. 


SALESMAN, age 33, well versed in gems 
and watches; 10 years’ experience, in. 
cludes all retail phases from office to 
shopwork, buying and selling; looking 
for future with reputable jeweler in 
Rocky Mountain or West Coast; finest 
a Address “K., 5514,” care 


WATCH and clockmaker, 40 years’ 
experience, would like position as 
manager and front bench watch. 
maker, in established jewelry store, 
located in small city or town in New 
i Address **M., 5662,” care 

C- * 


YOUNG man, with excellent back- 
ground in jewelry industry, desires 
make connection where ability to 
assume responsibilities will be rec: 
ognized; highest references as to 
character, integrity and ability, Ad- 
dress “L., 5676,”? care J C-K. 


BUYER, merchandiser, supervisor, 20 
years’ jewelry, diamond, watch experi- 
ence, now occupying key position with 
Eastern credit chain, desires similar 
connection in Southern California, with 
progressive concern; salary $10,000. 
Address “W., 5611,” care J C-K. 





























MANAGER, now employed, intends to 
make change immediately; graduate 
member American Gem Society; ex- 
cellent diamond salesman; can take 
complete charge of your store and 
do a real merchandising job. Ad- 
dress “G., 5620,” care J C-K. 


PAWNBROKER’S manager; 18 years’ 
experience, age 36; expert appraiser, 
salesman, diamonds, jewelry, cameras, 
lenses, etc.;: can make tremendous in- 
vestment of knowledge, ability and in- 
tegrity: open to proposition; location 
immaterial. Address “L., 5683,” care 
J 











SALESMAN for retail or wholesale 
eoncern, in New York area; 18 
years’ selling experience for several 
of America’s leading jewelers; | 
years in own business; fine diamond 
and other precious stone jewelry 
preferred; age 41. Address “D., 
5594.” care J C-K. 


YOUNG man, 38, over ten years retail 
jewelry experience, salesman, manager, 
buyer, gemology student; understands 
thoroughly all phases of the business; 
seeks permanent position with reliable 
organization, wholesale or retail; New 
York or vicinity. Address “D., 5724, 
care J C-K. 
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‘§ITUATIONS WANTED—continued 
ATCHMAKER, executive, presently 

© ah contemplates change; in- 
terested California, Florida; 25 
years’ experience, building new de- 
partments, supervising units; open 
for proposition; all replies in striet 
confidence. Address “Ce 5236,” 
care J C-K. 

















PRECISION caster of jewelry, available 
after March 1; if you are using, or 
intend to use, precision casting, I can 
organize, manage, train personnel for 
and take complete charge of your cast- 
ing department; West Coast or Middle 
West preferred. Address “G., 5657, 
care J C-K. 








WATCHMAKER, manager, desires 
position in California; 12 years’ 
experience watchmaking; six years 
manager of successful store; age 
29, sober, reliant and energetic; 
will consider managing repair de- 
partment; best of references. Ad- 


dress “J., 5513,” care J C-K. 


a 


CAPABLE, experienced, progressive 
minded, credit jewelry store manager; 
buying, selling, jewelry and watch re- 
pair estimator, window trimmer, ad- 
vertising, promotion ideas, employed at 
present, desires connection with pro- 
gressive firm; willing to purchase part 
interest at present or near future; loca- 
tion within 100 miles from New York 
City. Address “H., 5583,’ care J C-K. 


ed 


MANAGER, salesman, age 39, married, 
20 years’ experience and thoroughly 
familiar with every phase of cash and 
credit jewelry business, such as man- 
aging, selling, buying, merchandising, 
credits, etc.; expert on diamonds; ex- 
cellent salesman; nice personality and 
appearance; dependable and _  trust- 
worthy; references; prefer West Coast. 
— Office Box 1002, Kansas City 10, 

oO. 


MANAGER, thoroughly experienced in 
every phase of cash or credit 











jewelry business; merchandising, 
credits, collections, window trim- 
ming and advertising; minimum 


salary $125 weekly; best of refer- 
ences furnished; want association 

. With a firm that is quick to recog- 
nize an excellent manager, and 
that can give good future. Address 
“K., 5375,” care J C-K. 


WATCHMAKER, 38 years of age, 20 
years at bench, wishes position in 
Florida or Southern California; would 
consider any offer; will work for sal- 
ary or commission; considered a fast 
watchmaker, capable of taking full 
charge of repair department: have 
owned and managed my own store: 
have some hand tools; wishes only 
permanent position. Address “The 
Jeweler,” General Delivery, Lyerly, Ga. 








MANAGER or salesman, desires position 
with high class retail store: 47 vears 
young; Protestant; 20 years’ retail ex- 
perience with New York’s finest Fifth 
Avenue jewelers and one leading de- 
partment store; thorough knowledge of 
diamonds, fine jewelry, watches and 
special order work; excellent salesman, 
neat appearance, conscientious: highest 
of references as to ability and char- 
acter; desired salary $125 per week. 
Address “T., 5669,” care J C-K. 

EXPERIENCE, 18 years, as manager 
and salesman; efficient, aggressive and 
capable, understands all phases of 
jewelry store operation, cash or credit: 
interested in West Coast position; age 
39, Gentile, good appearance and per- 
sonality; held only two positions in 
past 18 years; will furnish excellent 
references; presently employed as gen- 
eral manager of two stores: available 
after March 15. Address “M., 5642,” 
care J C-K. 











RETAIL. jewelry manager, over 25 
years’ experience as manager of 
cash and credit jewelry stores, in 
Pennsylvania, Florida and Georgia, 
with annual volumes of $200,000 
to $625,000; good appearance, suc- 
cessful executive, thoroughly ex- 
perienced in every phase, wants 
permanent position with possibility 
of earning $9,000 to $12,000 or 
more yearly, Address “J., 5639,” 
care J C-K. 





EXECUTIVE, managerial, or purchas- 
ing; over 25 years’ exceptional ex- 
perience in the jewelry business; 
American buyer in European dia- 
mond markets, highly successful 
manager retail stores, fullest knowl- 
edge cash and credit retailing, buy- 
ing, merchandising, credit, display, 
personnel; impressive record in 
present position as executive with 
important retail jewelry firm, finest 
references; seeks immediate con- 
nection with responsible concern 
in Metropolitan area. Address “T., 
5690,” care J C-K. 


Lines Wanted 


Minimum eharge (235 words) $1.50 
Additional werds, 5 eents a word 





EXPERIENCED jewelry salesman, with 


extensive following, desires z<ood 
bare line. Address “S., 5713,” care 
C-K. 





ARE you looking for excellent repre- 
sentation in Ohio, Michigan, Illinois, 
Indiana, Kentucky; representative open 
for quality manufacturer’s lines only. 
Address “C., 5745,” care J C-K. 


WATCH SALESMAN, Pacific Coast ter- 
ritory over 20 years, desires good line 
of watches in 14K and gold filled; 
commission basis. Address “E., 1449,” 
care J C-K. 


HAWAIIAN wholesaler, with govern- 
ment and civilian outlets, will rep- 
resent watch importer, flat silver 
and hollowware, jewelry manufac- 
turers; also gift items, glass, china, 


ete. Address “E., 5726,” care J C-K. 


EXPERIENCED manufacturer’s repre- 
sentative; excellent following among 
wholesale jewelers and jobbers in the 
metropolitan area; interested only in 
xd line. Address “N., 5521,” care 


HOLLOWWARE, sterling or silver 
plate, or kindred article from repu- 
table manufacturer, wanted; travcl- 
ing; California resident office and 
showroom; references; commission. 


Address “G., 5463.” care J C-K. 
ATTENTION watch importers, manu- 


facturers; representative desires 
good line of watches to sell, Pacific 
Coast States; 14k and gold filled; 
bank’ references. Address “H., 


5636.” care J C-K. 


JOBBER in California, interested in gold 
and platinum ring mountings, antique 
style jewelry, watches and other at- 
tractive items suitable for better retail 
jewelers and department stores. Ad- 
dress “‘H., 5658,” care J C-K. 























NATIONALLY advertised manufacturer’s 
line wanted by top flight traveling sales 
organization, selling best rated volume 
wholesalers; offices located in New 
York, Chicago and Los Angeles; com- 
mission. Address “P., 1324,” care J C-K. 





PACIFIC COAST salesman who calls on 
the better trade; desires a line of 
platinum, gold chains, lockets, crosses, 
watch cases and specialties; best of 
Se ae Address “C., 1448," care 
J C- 





EXPERIENCED salesman, with office 


in Montreal, Canada, large follow- 
ing with Canadian jewelry jobbers, 
wants manufacturer’s line; excelleni 
references. Address, 900 Bleury St., 
Montreal, Canada. 





MANUFACTURER’S agent, with excel- 
lent following among jewelry and drug 
jobbers, in Southern states, interested 
in additional line; credit report and 
references on request. Address C. Shel- 
ton, 1844 Euclid St., Dallas 6, Tex. 





SALESMAN, with extensive following 
among jewelry wholesalers in New 
York City, Philadelphia, Baltimore, 
Washington and Boston, desires to 
represent reliable manufacturer. 


Address “C., 5555,”? care J C-K. 





SAN FRANCISCO representative, open 
for manufacturers’ merchandise, for 
domestic and export; 250 potential 
buyers; sold trade for the past 20 
years. Chas. Grellmann, 704 Market 
St., Mutual Bldg., Room 814, San Fran- 
cisco, Cal. 





MANUFACTURERS’ representative, 
headquarters Chicago, covering Mid- 
west jobbers, wants good gold filled 
line; also plated stone line; excellent 
following; references. Address “Circu- 
lar 1499” Room 1415, Heyworth Blidg., 
Chicago 2. 


COMPLETE line of wedding rings and 
ensembles, mounted and un- 
mounted, also companien line, not 
conflicting, for Midwest jobbers; 14 
years successful selling in territory. 
Address “Circular 1496,” Room 
1415, Heyworth Bldg., Chicago 2. 


WILLIAM HOFFMANN & CO., with 
offices in downtown Chicago, seek- 
ing competitive line of ladies’ and 
men’s watches to the retail trade ‘nu 
the Middle West; large following. 
Address, William Hoffmann & Co., 
5S N. Wabash Ave., Chicago 2, Ill. 


IF you are manufacturing a high grade 
line of jewelry and desire it shown to 
the highest type of retail jewelers in 
New England, by one who has the 
finest clientele in this territory and can 
obtain results, contact, Box “L., 5707,” 
care J C-K. 


AGGRESSIVE young man, with home 
in Atlanta, Ga., well experienced in 
the jewelry field, wants to represent 
nationally advertised line in South- 
ern territory; best references fur- 
nished. Address “A., 5613,” care 
J C-K. 


MANUFACTURERS’ __ representative, 
favorably known in the trade, open 
for a good specialty line to sell jew- 
elry in Chicago, Minneapolis, St. 
Paul, Omaha, Kansas City and St. 
Louis; good references. Address 
“Circular 1497” Room 1415, Hey 
worth Bldg., Chicago 2. 




















WATCH salesman, experienced; office 
and showroom San Francisco, Calif., 
traveling West Coast States, desires 
good line of watches, 14k and gold 
filled; commission, or will buy 
watches outright; good character 
and bank references. Address “G.. 


5635.” eare J C-K. 


(Continued on page 446) 
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LINES WANTED—Continzed 





WILL sell the pants off a strong line 
of merchandise, on the Pacific 
coast; 10 years of experience with 
a thorough knowledge of the job- 
ber and retail trade to back me up; 
references galore; full details in 
first letter, please; ready to go right 
now. Address “K., 5704,” care J C-K. 





REPUTABLE manufacturer’s representa- 
tive, calling on wholesalers in Middle 
West, with Chicago office, seeks reput- 
able manufacturer’s line of _ staple 
jewelry, preferably mountings, watch 
attachments and cases, chain and 
men’s jewelry; have excellent follow- 
ing and references. Write, Irving J. 
Seltz, 29 E. Madison St., Chicago 2, II. 





NEWLY organized wholesaler desires 

. submitted samples of medium and low 
priced costume jewelry, cigarette cases, 
compacts, leather billfolds, novelties and 
inexpensive watches and clocks; if you 
are willing to submit samples after pre- 
liminary correspondence, send complete 
details and prices of what you have. 
Address “F., 5619,’ care J C-K. 





MANUFACTURERS’ representative in- 
terested making connection with 
reputable manufacturer of gold en- 
graved wedding ring sets, men’s 
and ladies’, who can handle volume 
sales from leading jobbers, on com- 
mission basis; Chicago office, cov- 
ering all key cities, far as the West 
Coast; highest references. Address 


“W., 5390,” care J C-K. 





HIGHEST type salesman, with Chi- 
cago office, interested making con- 
nection with reputable manufac- 
turer who caters to the wholesale 
trade, making gold and gold filled 
or silver items; chains, watch bands 
and jewelry; covering all key cities 
far as the West Coast; commission 
basis and highest references; 25 
years established clientelle. Address 
“V., 5389,” care J C-K. 


COMPETENT, seasoned salesman can 
produce sales with quality merchan- 
dise: have sold the best dealers in 
Western Pennsylvania, Eastern Ohio, 
Northern Maryland and the State of 
West Virginia; compacts, lighters, 
cigarette cases, dresser sets, sterling 
and silver plated table and hollow- 
ware, clocks. C. P. Conway, 211 Ed- 
ay Ave., Pittsburgh 16, Pa. LO 





Side Lines 
Minimum eharge (25 words) $1.50 
Additional words, 5 cents a word 








—_——— 


WANTED, salesmen who need fast sell- 
ing side line; product already dis- 
tributed nationally. Address “H., 5512,” 
care J C-K. 


EXCLUSIVE, stone set, costume jewelry 
line, designed by leading movie star, 
now available to salesmen with follow- 
ing. Address “F., 5656,” care J C-K. 


SALESMAN wanted to carry side line of 
leather watch straps; better line; sold 
to jobbers only; West, Middle West; 
give references. Address “E., 5618,” 
care J C-K. 


SALESMAN, with established following, 
to call on Midwest retailers, with fine 
14K gold line; commission basis; give 
full particulars. Address “H., 5599,” 
care J C-K. 

















SOUVENIR line available for man 
carrying non conflicting line; choice 
territory; good price range; com- 
mission basis. J. O. Pollack & Co., 
337 W. Madison St., Chicago, IIl. 





ESTABLISHED manufacturer of 14k 
gent’s mountings and other speciality 
rings, wants salesman with following, 
on Pacific Coast. Address “F., 5671,” 
care J C- 





SALESMAN wanted to carry side line of 
good quality leather watch straps, sold 
to jobbers only; Southern territory; 
give references. Address “R., 5692,” 
care J C-K. 





JEWELRY salesman wanted, by ring 
finding manufacturer, to carry addi- 
tional line to wholesalers; all territories 
open; commission. Address “J., 5675,” 
care J C-K. 





WANTED, salesmen to carry side line 
precious and semi-precious stone 14K 
gold and platinum rings; two terri- 
tories open; one Chicago and Midwest; 
other Texas and South. Address “C., 
5728,” care J C-K. 





SALESMEN wanted to carry side line in 
popular priced inlaid mother-of-pearl 
compacts and matching cigarette Cases ; 
must have allied line; liberal commis- 
—— Address “F., 5510,” care 





PACIFIC Coast representative, experi- 
enced, to sell fine line of platinum and 
diamond watches, attachments and 
rings; only those calling on finest trade 
need apply; commission basis. Address 
*“V., 5527,” care J C-K. 





SALESMAN to carry manufacturer’s line 
of handmade, exclusively designed, cos- 
tume jewelry; commission; state terri- 
tory. Jewelry Manufacturers, Box 190, 
Oak Harbor, Ohio. Makers and de- 
signers of hand wrought jewelry. 





EXPERIENCED salesman, caling on re- 
tailers in Metropolitan and adjoining 
areas, for manufacturer of 14K gold 
jewelry; straight commission basgis; 
give full details. Address “L., 5600,” 
care J C-K. 





SALESMAN with jobbing trade follow- 
ing in Eastern territory for men’s and 
ladies’ stone rings and diamond mount- 
ings; old established manufacturer ; 
commission basis. Address “E., °5557,” 
care J C-K, 





MANUFACTURER of distinctive 14K 
gold line, seeks Pacific Coast salesman, 
calling on retail trade; commission; 
established accounts; reply giving com- 
plete details and references. Address 
“F’., 5598,” care J C-K. 





VERY successful manufacturer’s line of 
ladies’ and gent’s gold stone rings, 
signets, mountings, is open to capable 
salesman who has good contacts with 
retail stores in South or West Coast; 
commission basis. Address “CR., 
5561,” care J C-K, 





SALESMAN, for entire Southern terri- 
tory, to represent well established and 
nationally advertised line of pearls to 
jobbers; prefer one with following and 
capable of handling our present ac- 
yk a Address “N., 5687,” care 


SIDE line salesman, with following, to 
carry line of gold and filled jewelry 
to retail jewelry stores; good oppor- 
tunity; state age, references and lines 
now carried, also territory covered; 
strict confidence. Address “N., 5649,” 
care J C-K. 


SALESMAN, to carry side line of jewelry 
and novelties, for sale to department 
stores, jewelers and novelty shops; give 
full particulars and area of following: 
good opportunity; all information will 
be kept in strict confidence. P. O. Box 
1095, Church St. Annex, 90 Church St., 

New York 8, N. Y. 











MANUFACTURER, long established, ge. 
sires salesman for a line of ladies’ 14k 
gold mountings, including sets an 
friendship rings, with a following amon 
wholesalers and jobbers, to cover Deer 

ver West to the Pacific Coast; we have 


the right line for the right man. Ad- 
dress “C., 5578,” care J C-K. 








WELL known manufacturer of ladies 
and men’s 10K and 14K gold, stone 
set rings, wants salesmen with fol. 
lowing, calling on retail jewelry 
stores on commission basis; good 
opportunity for the right men. Ad. 
dress “W., 5572,” care J C-K, 








MANUFACTURER, long established, de. 
sires salesman with a permanent of. 
fice on West Coast, to carry as a side 
line, to the better retail trade, 14x 
solid gold men’s jewelry, also 10kt ang 
14kt ladies’ and men’s chains and 
ee Address “K., 5646,” care 





ee | 


SALESMAN with large following 
among retail jewelers on Pacific 
Coast, to represent well known 
manufacturer of platinum rings, 
watch cases and attachments; also 
gold rings; commission basis only; 
give references. Address “‘F., 5627,” 
care J C-K. 








SIDE line salesman wanted for general 
line of gold and filled jewelry, with 
retail store following in New York, 
New Jersey and Connecticut; good op- 
portunity; state age, references and 
lines you carried; strictly confidential. 
Address “L., 5648,” care J C-K 








REPRESENTATIVES wanted for sev- 
eral open territories, by old estab- 
lished manufacturer of finest line 
of book ends and lamps in country; 
appreciative company; good com- 
mission basis. Address “R., 5518,” 
eare J C-K. 





ESTABLISHED territories in New York 
State, Chicago, Middle West and 
Pacific Coast, now open for men to 
carry a side line of fine sterling silver 
jewelry, calling only on the _ better 
jewelers and department stores; write 
details and references. Address “A.,, 
5743,’’ care J C-K. 





SALESMEN wanted, calling on retail 
jewelers in the Northwest, Middle 
West and Southwest States, by long, 
established manufacturer of ladies’ 
outstanding 10K and 14K popular 
priced fancy rings; liberal commis- 
sion; state experience. Address “R., 
5606,” care J C-K. 


——_) 


SIDE LINE: territories open for high 
grade line of sterling hollowware; ex- 
cellent opportunity for right man ac- 
quainted with the finer jewelry and 
department stores; at present time line 
is incomplete; substantial earning 
potentialities. Address “P., 5711,’ care 
J ; 











SALESMAN wanted, calling on retail 
jewelers, on the Pacific Coast and 
adjoining States, by long established 
manufacturer of ladies’ outstand- 
ing, 10K popular priced fancy 
rings; liberal commission; state eX- 
perience. Address “P., 5605,” care 
JC-K. 








SIDE line salesmen wanted to represent 
‘up and coming” ring line; several 
territories open; prefer men with car 
covering both large and small towns, 
our line consists of popular priced stone 
and signet rings; please give all de- 
tails in first letter; all correspondence 
will be confidential. Address “F., 5541, 
care J C-K. 
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SIDE LINES—Continued 














(Continued from page 389) 
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MEN, for exquisite, hand-dipped, 
De stieely priced, beautifully boxed 
simulated pearl line; necklaces, brace- 
lets, earrings; choice territories open ; 
highest commissions; if you have fol- 
lowing with gift, jewelry, specialty and 
department stores, write at once; state 
full particulars; no better opportunity 
for ambitious men, for 1947; quick re- 
ply assured. Address “H., 5349,” care 


J C-K. 


SALESMEN wanted; calling on retail 
trade in Mid-western and West 
Coast territories, to carry side line 
of fine ladies’ platinum and dia- 
mond single stone and wedding 
rings, semi mounted ; excellent op- 
portunity for experienced man; 
state references and experience. Ad- 


dress “P., 5567,” care J C-K. 


SIDE LINE, salesman calling on jewelry 
and department stores and pawnshops ; 
one of country’s largest lines of gold 
filled and silver rings, by long estab- 
lished distributor; available territory 
Ohio, Indiana, Kentucky and Tennes- 
see; contains many of our old active 
accounts; excellent opportunity for one 
covering territory with non-conflicting 
lines; reply giving complete details and 
references: strictest confidence. Ad- 
dress “G., 5672,” care J C-K. 














SALESMAN, calling on jewelry stores, 
pawnshops, department stores; coun- 
try’s largest lines of gold filled and 
sterling rings; write territory now 
covering; excellent opportunity as side 
line for someone covering territory con- 
sistently with non-conflicting line; re- 
ply giving complete details and refer- 
ences: strictest confidence. Harry 
Mahren Ring Co., 116 W. 34th St., 
Room 257, Herald Square Hotel Bldg., 
New York 1, N. Y. 


JEWELRY salesman; manufacturer of 
a superior line of exclusive, non-com- 
petitive sterling items and nationally 
known “Floating Opal’ requires ex- 
perienced sales representatives for a 
number of new and choice territories 
throughout the United States: liberal 
commissions, territorial protection and 
full cooperation will be’ extended to 
producers with an established following 
in the retail trade; give us full details 
of your background, territories covered ; 
all replies will be held strictly confi- 
dential. Address “P., 5738,’ care J C-K. 











Help Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WATCHMAKER, who can size _ rings. 
Write “J., 5546,” care J C-K. 

POLISHER, experienced, to do all types 
of jewelry. John A. Marshall, 350 
Spitzer Building, Toledo. Ohio. 


JEWELRY manager for department 
store, fine jewelry department. Ad- 
dress “N, Y. 5588,” care JC-K. 


ENGRAVER for trade shop and manu- 
facturer: no die cutting required. Ad- 
dress “T.. 5609,” care J C-K. 

WANTED, orst ciass watenmaker. com- 
mission or salary. A. R. Brandenburg. 
Tndenendence, Towa. 


STOREMAN who can do light jewelry, 
optical and assist with watches: 
Greater New York district. Address 
“L., 5549,” care J C-K. 


WANTED; salesman, full knowledge of 
operating jewelry store and window 
trimmer; good salary. Address “C., 
5536,” care J C-K. 


JEWELRY engraver and carver: first 
Class old established retail house, 
Philadelphia: permanent. Address “‘J., 
5592,” care J C-K. 









































SALESMEN wanted for wholesale trade; 
all territories open; new creations, gold 
filled and silver line. Address “G., 
5559,” eare J C-K. 


WANTED; first class manufacturing 
jeweler and engraver; send references 
and salary first letter. Cohenour Jewel- 
ers, 209 N. Third St., Muskogee, Okla. 


WATCHMAKER, experienced, to take 
complete charge of watch repair de- 
partment; salary or commission. Rogers 
Jewelry Co., Fairmont, W. Va. 


WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions;- state age and experience. Ad- 
dress “H., 2040,” care J C-K. 


WANTED, watchmaker-engraver; perma- 
nent position; $5,000 per year; fine old 
Southern jewelry store. Address “XYZ, 
4280,” care J C-K. 


WATCHMAKER, first class, for per- 
manent position; excellent salary; 
pleasant working conditions. Good- 
man’s, 220 State St., Madison, Wis. 


WATCHMAKER, experienced and de- 
pendable; excellent working  condi- 
tions; highest salary; send references. 
a Jewelry store, Fairmont, 

- wa 


SALESMEN wanted to sell world’s finest 
watch timing machine, the Paulson 
Time-O-Graf. Address, Henry Paulson 
& Co., 37 S. Wabash Ave., Chicago 3, 


EXPERIENCED salesmen wanted for 
medium priced Swiss watch line; 
all territories open; good oppor- 
tunity for right men. Address “T.. 
5716,” care J C-K. 


SALESMEN to carry an outstanding line 
of elaborate gold and platinum wedding 
rings; South and West Coast terri- 
tories; state full particulars. Address 
“Y., 5719,” care J C-K. 


JEWELRY repair man for retail shop: 
must be reliable and experienced in all 
kinds of repair work; state salary and 
experience in first letter. Address ‘‘A., 
5720,’’ care J C-K. 


WANTED, jeweler and diamond setter; 
good opportunity and permanent posi- 
tion for a good man; also can use ex- 
pert engraver. Reply, P. O. Box 114, 
Jacksonville, Fla. 


SALESMEN, with following, wanted in 
different territories for complete line 
in men’s gold rings; state references 
and experience. Address “P., 5664,’ 
care J C-K. 


JEWELRY salesman; Indianapolis manu- 
facturer wants man well acquainted 
with retail jewelers in Southeastern 
States; commission basis. Address “M., 
5565,” care J C-K. 


JEWELRY salesman; Indianapolis manu- 
facturer wants man well acquainted 
with retail jewelers in New York and 
New England; commission basis. Ad- 
dress “L., 5564,’’ care J C-K. 


SALESMEN, to carry jewelry box line 
of leading house to the retail and 
wholesale trade; territories open; no 
objection to non-conflicting side line. 
Address “D., 5556,” care J C-K. 


JEWELER, setter, salary $1.85 per hour; 
time and one half for all over 40 hours: 
weekly salary $96.20: steady work. 
Lowell G. Hays, 701 Farnsworth Bldg., 
Memphis, Tenn. 


WANTED, we have a fine position for a 
good watchmaker; very good wages 
and ideal conditions to work under: 
write or wire us collect. Dewey & 
Bandt, Janesville, Wis. 

SALESMEN with following in Midwest, 
South ana Pacific Coast, retail trade; 
yellow gold ring line on commission 
basis; long established house. Address 
“D., 5538,” care J C-K. 

SALESMEN for better priced line cos- 
tume jewelry, to be carried as side 
line; choice territories open; commis- 
sion; give experience and references. 
Address ‘‘M., 5515,” care J C-K. 


SALESMAN, experienced, wanted to 
carry a complete line of popular 
priced watches, for Metropolitan 
New York area. Address “A., 5553,” 
eare J C-K. 

































































EXPERIENCED foreman, for ring fac- 
tory; pleasant working conditions; 
fine fuiure: excellent town to live in. 
Goodman & Co., 42 W. Washington St., 
Indianapolis, Ind. 





WATCHMAKER and 0plain. engraver; 
permanent year-round position with 
old established concern; can furnish 
living quarters. Address “M., 5603,” 
care J C-K. 





JEWELER; $100 week for first class 
jeweler, stone setter, engraver; perma- 
nent position; fine store; established 
over 20 years; wire collect. Tappan’s, 
Sherman, Tex. 





WANTED: First class manufacturing 
jewelers and jewelry repairmen; 
top salaries, permanent positions. 
Paul Hudson, Jeweler, 275 S. First 
St., Jan Jose, Calif. 





EXPERIENCED salesmen wanted for 
outstanding line of clocks; all terri- 
tories open. United Art Products, Inc., 
oe Merchandise Mart, Chicago 54, 
Ill. 





WANTED, first class watchmakers; 
$125 per week starting salary; per- 
manent positions. Paul Hudson, 
—" 275 S. First St., San Jose, 

alif. 


WANTED, engraver-jeweler, or engraver- 
watchmaker, in high class jewelry 
store; permanent and good salary; 
South Central State. Address “H., 
5118,” care J C-K. 


WATCHMAKERS:; trade shop in New 
York will give work out to first class 
watchmakers, no others; write for 
—* Address “H., 4263,” care 


WATCHMAKER; permanent position in 
Salem, Ore.; salary $125 to $150 per 
week; vacation with pay; references 
ar ai Address “R., 5137,” care 





- 











EXPERIENCED watchmaker, able to 
do finest work; adequate salary or 
commission; give brief details and 
references first letter. Brocks Inc., 
Rome, Ga. 


WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent: state 
age, qualifications and salary expected. 
Address “J., 4321,” care J C-K. 


SALESMEN, with car, wanted by Bos- 
ton jobber for New England terri- 
tory; handling complete line cf 
jewelry, rings, ete.; commission 
basis; excellent opportunity. Ad- 


dress “G., 5543,” care J C-K. 


SALESMAN or office clerk, experienced 
in minor jewelry repairs including ring 
sizing, for retail store in Harrisburg, 
Pa.; state age, experience, references 
and salary desired. Address “C., 5506,” 
care J C-K.: 


SALES representative, New York and 
vicinity; manufacturer’s gold and 
platinum mounting line for better re- 
tail stores; commission basis: state ex- 
perience and present connections. Ad- 
dress “J., 5516,” care J C-K. 


JEWELRY manager; Dayton, Ohio; 
beautiful store in heart of town; must 
take complete charge; lifetime oppor- 
tunity for capable man; replies con- 
rs se Address “K., 5586,” care 


WANTED, sterling silverware salesman; 
direct retail sales; south Atlantic States 
and Texas; carrying of non-conflicting 
line not objectionable; excellent op- 
portunity for qualified man. Address 
“L., 5587," care J CK. 























(Continued on page 448) 
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HELP WANTED—Continued 








(Continued from page 447) 





SALESMEN wanted to cover department 
and jewelry stores; all territories open ; 
fine jewelry line, gold plated, gold 
filled, sterling; direct from manufac- 
turers; latest creations. Address “F., 
5558,”’ care J C-K., 


SALESMEN or jobbers; good opportu- 
nity to carry wedding ring line to sell 
to retail jewelry stores, on commission 
basis; various territories open; send 
references with letter. Address “V., 
5571,” care J C-K. 


SALESMAN wanted, having contact with 
jobbers and wholesalers; carry a popu- 
lar gold line of stone rings and gent’s 
mountings, for Eastern territory; com- 
mission; references. Address “E., 5670,” 
care J C-K. 


SALESMAN, experienced in jewelry 
field, to cover Texas, Louisiana, 
Arkansas; write personal and busi- 
ness references; applicant must re- 
side in locality. Harman Watch Co., 
Inc., 22 W. 48th St., New York City. 


SALESMAN with initiative, experience 
and with following in the South, to call 
on retail trade, wanted by established 
wholesale jewelers; good opportunity 
for right party. Address “L., 5733,” 
care J C-K. 


WANTED, several watchmakers for 
our fast growing organization; best 
of salary and working conditions, 
and wonderful opportunity for pro- 
gressive party. Address “N., 5710,” 
care J C-K. 


DIAMOND salesman for New York: dia- 
mond cutting firm, making nice goods, 
wants salesman for New York City to 
call on manufacturers, setters, better 
jewelers; with following; experienced. 
Address “D., 5654,” care J C-K 


SALESMEN, for Midwestern, New Eng- 
land and Pacific Coast territories, 
required by well established watch 
attachment manufacturer, with a 
complete line for the wholesaler. 
Address “N., 5734.” care J C-K. 


WANTED, a young jewelry salesman, 
thoroughly experienced in every phase 
of credit jewelry business, for a pro- 
gressive New York State organization: 
write full particulars in first letter. 
Address “W., 5330,” care J C-K. 


WANTED, jeweler, engraver and diamond 
setter; must have experience and ref- 
erence; state salary in first letter; have 
a nice home for them to live in. C. F. 
Lauterbach’s Sons, P. O. Box 1238, 

_ Petersburg, Va. 

OPTOMETRIST; must be ethical, am- 
bitious; prefer family man; easily gross 
$15,000 for the first year; opportunity 
is unlimited in finest jewelry store in 
Southern Illinois; give character ref- 
erences. Address “G., 5454,” care J C-K. 


WATCHMAKER,- experienced, for 
permanent position; ideal working 
conditions and hours, with old 
established firm. Rost Jewelry Co., 
25 N. Illinois St., Indianapolis 4, 
Ind. 


SALESMAN wanted to carry a whole- 
saler’s line of rings and jewelry; 10% 
commission to be paid; different terri- 
tories now open; many of leading man- 
ufacturers lines carried. Address “L., 
5148,” care J C-K. 


WANTED watchmakers, two; high grade 
work, good working conditions; salary 
arranged according to capabilities, or 
piecework on 50-50 basis; we buy ma- 
terial. Frank Laine, 667 Hancock S8t., 
Wollaston, Mass. Pre. 7800. 


WANTED; good watchmaker to take 
charge of all watch repairs for high 
grade, small store; send reference and 
any other desirable information to, 
Henebry & Son, 110 Hay Street, Fay- 
etteville, N. C. 





















































MANAGER, watchmaker, to take 
charge of jewelry department; fine 
possibilities; wonderful future for 
ambitious watchmaker; located at 
Potsdam, N. Y. Kinney Jewelry 
Store, Geuverneur, N. Y. 





WANTED, watchmaker and engraver, 
$75 week guaranteed and all overtime 
you want to make; plenty of good 
clean work in nice air conditioned store. 
J. L. Albriton, 418 East Capitol, Jack- 
son, Miss. 


WATCHMAKER, with experience; 
good working conditions; retail 
store; overtime opportunity; steady 
employment, vacation. Gurney Bros. 
Co., Established 1841, Main St., 
Brockton, Mass. 


WATCHMAKER, competent and experi- 
enced, for retail jewelry store in town 
close to New York City; must own 
tools and be reliable; steady position 
to right man; state experience, salary 
expected and references. Address “T., 
5570,” care J C-K, 


JEWELER on special order work; cne 
who is able to assume responsibility 
of a fair sized shop; an opportunity 
and a future; when replying explain 
in detail just what you can do, also 
state age and experience. Address “V., 
5623,” care J C-K. 


SALESMAN for Midwest territory, Chi- 
cago resident preferred, to call on re- 
tailers with line of ladies’ and gent’s 
14K gold mountings, consisting of two- 
toned wedding bands, engagement 
mountings; commission basis; write 
for detail to, “E., 5508,’’ care J C-K. 


SALESMAN to sell sterling and silver 
plated hollowware, for progressive com- 
pany; several lucrative territories avail- 
able for a man with following among 
jewelry and department stores; com- 
mission; state detailed qualifications. 
Address “A., 5629,” care J C-K. 


BOOKKEEPER, female, thoroughly ex- 
perienced all details of jewelry and 
silverware, retail store, Midtown New 
York City; answer in full; state refer- 
ences; excellent opportunity for alert 
and ambitious young lady. Address 
“B., 5614,’’ care J C-K. 


SALESMAN; good following among the 
better retail jewelers on the Pacific 
Coast; manufacturer’s line of well 
made, highly styled, 14K colored stone 
bracelets, earrings, brooches and neck- 
laces: furnish all details in first let- 
ter. Address “V., 5610,’ care J -C-K. 


DESIGNER, modelmake:, experienced 
in precious or costume jewelry line, 
for top notch manufacturer; write 
in confidence giving background 
and experience; permanent earn- 
ings assured. Address “W., 5696,” 
care J C-K. 


WANTED; watch repair man; must have 
experience, be sober, dependable and 
have good references; salary discussed 
on contact: excellent working condi- 
tions; small town located U. . ’ 
about 30 miles from Philadelphia. Ad- 
dress “K., 5563,” care J C-K. 


MANAGER: store manager with experi- 
ence in all phases of selling and pro- 
motion, in cash-credit jewelry store; 
knowledge of credits essential; per- 
manent position, attractive salary and 
commission; location Northern Ala- 
bama. Box 1675, Mobile. ‘4'a. 


SALESMEN, with top sales _ record, 
wanted by manufacturer to sell 
wholesalers and jobbers only; a 
complete line of advertised pearl 
jewelry; commission basis; nation- 
wide territories open. Address “R., 
5568,” care J C-K. 

TRAVELING salesman for Southern 
territory with old established whole- 
sale jewelry concern, carrying the best 
known lines of jewelry, clocks, silver- 
ware, etc.; commission with drawing 
account. Address “R., 5703," care 
J C-K 
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SALESMEN, with established follow; 
with the better retail jewelers, to car,’ 
a hi-grade line of sterling silve. 
rosaries and engraved crosses; give py 
tailed information necessary to assist 
in making decision and territory pre. 
ferred. Address “K., 5681,” care J Cx 








SALESMAN for New England; New 
York jewelry manufacturer, with 
established accounts in territory 
offers experienced man excellent 
opportunity; must have car; draw. 
ing against commission, Address 


“K., 5732,” care J C-K. 








REPRESENTATIVE to cover Middle 
Western States, with large following 
for old established concern, with com. 
plete line of jewelry including costume, 
on commission basis; give full par- 
ticulars. Address “Circular 1498” 
Room 1415, Heyworth Bldg., Chicago 2 





WATCHMAKER, jeweler, engraver; ex- 
perienced man only; can name own 
salary ; permanent position; large, long 
established Georgia jewelers; pleasant 
surroundings; correspondence ex. 
changed in strictest confidence, Ad- 
dress “D., 5210,’ care J C-K. 





JEWELER; first class model maker ac- 
customed to doing fine work, to take 
full charge of factory making gold 
rings; located Middle West; salary 
$6,000, first year and bonus; state quali- 
fications in strict confidence. Address 
“N., 4974,” care J C-K. 





WE HAVE the following openings in 
our store; watchmaker, jewelers, 
engravers and front man; this is in 
a town with a population of about 
20,000, not an _ industrial town, 
with a firm founded in 1875. Keller 
& George, Charlottesville, Va. 


SALESMAN covering Central, North 
and all States West of Mississippi, 
to carry high grade stone set rings 
and mountings, on commission; 
non-conflicting lines desirable; 
salesman covering only better type 
jewelry stores should apply. Romega, 
Inc., Rome, Ga. 








WATCH salesman for Missouri, Iowa, 
Minnesota territory; nationally adver- 
tised, popular-priced line of exceptional 
quality, with established trade and con- 
sumer acceptance; outstanding oppor- 
tunity for aggressive, experienced man; 
write fully in first letter. Address “T,, 
5526,” care J C-K. 


WANTED, buyer and manager, thor- 
oughly experienced watch and jewelry 
line, selling ability, capable assuming 
full responsibility; New York whole- 
sale jewelers and importers; excellent 
opportunity for right party; first class 
references required. Address “C., 1341, 
care J C-K. 

TOOLMAKER, jewelry, experienced 
watch case ornaments and lugs; capa- 
ble supervising ornament and lug sec- 
tion of tool room, nationally known 
watch concern, Connecticut; write stat- 
ing full experience, earnings and sal- 
ary desired. Box 619, Suite 617, 1457 
Broadway, New York City. 


WATCHMAKER wanted, in fine jew- 
elry store, catering to finest clien- 
tele, where good workmanship 1% 
appreciated; prefer European 
trained man or graduate of g 
American school; salary and refer- 
ences in first letter. Desjardins, 104 
Hanover St., Manchester, N. H. 


ASSISTANT manager for progressive 
jewelry store located in Southern 
Ohio; applicant should be able to 
handle responsibilities and have an 
all around knowledge of the jewelry 
business; write giving age and ex: 
perience; correspondence confiden- 


tial. Address “V., 5717,” care J C-K. 
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- HELP WANTED—Continued 
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WANTED, salesman, thoroughly ex- 
perienced, preferably with car, to 
sell a nationally advertised line of 
diamond rings on the Pacific Coast; 
please give full particulars and ref- 
erences in first letter; splendid op- 
portunity for right man, Address 
“C,, 5723,” care J C-K. 


SALESMEN wanted; made in California 
items; largest charm house in the 
country wants salesmen, on commis- 
sion basis, for New England, Pacific 
Coast, Gulf States and Southeast 
Coast; items sell themselves; give ex- 
perience, age and references. House of 
Charms, 448 S. Hill, Los Angeles 13, 


Calif. 


SALESMAN wanted by large jewelry 
manufacturer, established over 25 
years; must have following; two valu- 
able territories now open: Southwest 
and Ohio, Michigan-Indiana; real op- 
portunity for top-notch man; write 
stating full details; include photo if 
possible. Address “W., 5718,” care 
J C-K. 


SALESMAN with jewelry following in 
Baltimore, Washington, Virginia and 
North Carolina for leading Philadelphia 
jewelry and appliance wholesaier; ¢x- 
cellent opportunity to connect with an 
aggressive growing organization, spe- 
cializing in only nationally accepted 
manufactured products. Address “J., 
5562,” care J C-K. 


COSTUME jewelry buyer; prominent 
chain store operation on the East 
Coast; must be thoroughly acquainted 
with the market and capable of dis- 
tributing merchandise between stores 
to secure maximum effectiveness; state 
all your qualifications in your first let- 
ter; all replies confidential. Address 
“E., 5595,” care J C-K. 


EXPERIENCED salesman with follew- 
ing; one of the better 10kt. ring 
lines, long established in Middle- 
west, wishes high class man cailivg 
on retail stores in South, preferably 
traveling out of Atlanta, Ga.; no ob- 
jection to non-conflicting line; 
straight commission. Address “Y., 


9331,” care J C-K. 


SALESMEN; to represent well known 
manufacturer of fine emblem rings, 
men’s diamond mountings and stone set 
rings, covering Middle West territory; 
another man to cover Pacific territory, 
Denver, West; established accounts in 
these territories; desire men traveling 
by car and accustomed to good earn- 
ings; commission basis. Address ~ = 
4973,” care J C-K. 


WANTED; experienced advertising 
and display man, or woman, for 
high Fe eg of x eeepc install- 
ment jewelers; must have experience 
in this line and devote full time to 
the job; good salary and permanent 
Position; state experience and sal- 
ary expected; also give references 
in first letter. Address “C., 4991,” 

_ care J C-K. 
































BUYER, for fine jewelry wanted: a man 
or woman with knowledge and ex- 
perience in the selection and merchan- 
dising of fine jewelry and watches: 
agsressive, personable, able to direct 
the activities of a selling staff of five 
or six; attractive salary arrangement 
including participation plan. Address 
replies to, Employment Manager, Thal- 
himer Bros., Inc., Richmond, Va. 

MANUFACTURER of nationally ac- 
cepted non-competitive custom-made 
leather watch straps, cigarette cases, 
compacts, has desirable open territories, 
exclusive basis; excellent possibilities 
as side line for someone covering terri- 
tory consistently with established 
clientele, among better jewelers and de- 
partment stores; give full particulars. 
Address “S., 5522,” care J C-K. 











EXCELLENT opportunity for jewelry re- 


pairman in Northeastern Ohio; must 
be experienced in all phases of jewel- 
ry repair, including diamond setting, 
etc.; will have complete charge of our 
repair department and personnel; this 
is definitely an opportunity worthy of 
investigation; state age, qualifications, 
etc., in first letter. Address “D., 5507,” 
care J C-K, 





THOROUGHLY competent store man- 


ager; you must know management from 
A to Z; you must be able to supervise 
selling, credits, displays, customer con- 
tact and have a working knowledge of 
advertising and sales promotion; the 
man we will select will be an expert 
in his field and will have a terrific op- 
portunity with a very handsome salary 
and bonus arrangement; state full 
qualifications in your first letter. Ad- 
dress “G., 5596,” care J C-K. 





SALESMEN wanted; live opportunity 


for high calibre salesmen with ac- 
tive following among better gift 


shops and department stores, to 


represent manufacturer of fine 
quality silver plated hollowware, na- 
tionally advertised; desirable terri- 
tories open; no objection to non- 
competitive side line; liberal com- 
mission; submit full details. Ad- 


dress “P., 5576,” care J C-K. 





SALESMEN, for one of best known lines 


of jewelry; several established terri- 
tories open for 1947; solid gold, gold- 
filled, sterling silver; chatelaine pins, 
sets, bracelets, earrings, etc.; car neces- 
sary; resident men in territories pre- 
ferred ; line suitable for jewelers, credit 
stores, specialty shops, etc.; new higa 
commission plan offered; write at 
once for details; give full particulars; 
all replies confidential. Address “G., 
5348,” care J C-K. 





WANTED, manager, salesman for an 


aggressive new retail jewelry store; 
one who is able to trim windows and 
handle personnel; this is a wonder- 
ful opportunity, with an old reli- 
able concern, which is opening sev- 
eral stores; this is a permanent posi- 
tion with a wonderful opportunity 
for the right party; write full par- 
ticulars in first letter, enclosing 
photograph if possible. Address 
“M., 5709,” care J C-K. 





SALESMAN wanted to sell high class 


products of jewelry manufacturing 
firm; we need a gentleman with estab- 
lished following, with finest retail and 
specialty stores throughout the country ; 
excellent opportunity for experienced 
man familiar with fine diamond and 
precious stone jewelry, exclusive de- 
sign; commission, or part commission- 
salary basis; write details, stating ex- 
perience, references, etc.; all corre- 
spondence confidential. Address “‘J., 
5731,” care J C-K. 





SALESMEN wanted by large, aggressive, 


wholesale jewelry firm; travel by car 
with complete line selling to _ retail 
jewelers; excellent opportunity; large 
earning possibilities; choice territories 
open: write giving full details, past 
and present connections, also territories 
covered; only experienced wholesale 
jewelry salesmen should apply; replies 
treated strictly confidential; our pres- 
ent salesmen have been informed of 
this ad. Wolf & Klar Wholesale Jewel- 
ry Company, 1308-10 Main St., Fort 
Worth, Tex. 





FEINSTEIN Bros., 5 S. Wabash Ave., 


Chicago, Ill., Los Angeles office, 220 W. 
Fifth St.; salesmen wanted with estab- 
lished following among retail jewelers 
and department stores, to represent out- 
standing watch material and supply 
house in business for 23 years; com- 
plete lines of watches, diamonds, solid 
gold rings, clocks, tools, better jewelry, 
J-B bracelets; distributors of watch 
cases and other nationally advertised 
merchandise; excellent opportunity for 
the right man; open territories; Mid- 
west, West, South and Central States. 


SALESMEN, prominent house requires 


several men for 1947; a few established 
territories also open; line consists of 
sterling silver, gold-filled, solid gold 
jewelry, pins, earrings, chatelaines, 
sets, watch attachments, novelty items, 
pearls, etc.; complete price range; if 
you call on jewelers, specialty shops, 
gift shops, etc., this line offers good 
opportunity; our commission plan for 
1947 the highest we have ever offered; 
if you own a car, live in your territory, 
travel constantly, write at once for 
details; give full particulars; held in 
= Address “F., 5347,” care 





SALESMEN wanted; large manufac- 


turer of popular priced silver plated, 
chromium and hammered alumi- 
num hollowware has the following 
territory open: key cities in the 
Middle West from Pittsburgh to 
Kansas City, also, complete South- 
ern territory from Virginia to Texas; 
only those who can produce and 
who have a following among de- 
partment stores and jewelry stores, 
and only those who are producers 
need apply; drawing account 
against commission. Address “B., 


5551:” eare J C-K. 





MERCHANDISE manager for jewelry 


chain; one of the country’s most 
progressive chains is ready to take on 
a merchandise manager who really 
knows his stuff; you will be required 
to supervise all buying; you will be 
held responsible for the merchandise 
each store carries and the volume each 
store shows; the profit picture will be 
your responsibility; if you are com- 
pletely thorough, you will want to con- 
trol the selling force, the displays and 
the credit and collections, because all 
these will be factors in your salary and 
bonus arrangement; obviously we're in- 
terested in a really top-notch per- 
former; all replies will be held in the 
strictest of confidence. Address “‘J., 
5597,” care J C-K. 





EXCELLENT, long established terri- 


tory open in Middle West and South 
for exeperienced salesmen, for our 
well known ring line. Goodman & 
Co., 42 W. Washington St., Indian- 
apolis, Ind. 





REPRESENTATIVE for fine quality 


Swiss watch internationally famous 
and widely advertised in the United 
States, established business in many 
fine stores; applicants must be cap- 
able and well acquainted with the 
fine retail jewelers; territories open; 
California; Ohio and Michigan; 
Wisconsin, Minnesota and Dakotas; 
Pennsylvania; Missouri, Arkansas 
and Louisiana; give detailed par- 
ticulars; recent photograph in first 
letter; our organization is informed 
about this ad. Address “S., 5535,”’ 
eare J C-K. 





SALESMEN; outstanding manufactur 


ers of fine gold jewelry and dia- 
mond mounted rings in gold and 
platinum, with large distribution, 
offer splendid opportunities to two 
experienced salesmen with estab- 
lished followings among better 
stores; one for California, Oregon 
and Washington; other for the 
South, including Oklahoma and 
Texas; replies are invited only from 
top-notch men who are accustomed 
to large earnings; state qualifica- 
tions, experience, references; re- 
plies confidential. Write, Somers- 
Ernst Co., Inc., 42 W. 48th St., 
New York 19, N. Y. 








(Continued on page 450) 
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REPUTABLE manufacturer would 
like to contact experienced, capable 
men, who may be interested in car- 
rying a limited line of heavy gauge 
sterling costume pieces, largely with- 
out stones, and embracing fine 
craftsmanship in a tailored, smooth 
surfaced, high rhodium or gold 
finish; the line is medium priced, 
and has excellent appeal among 
good jewelers and department 
stores; we offer a liberal commis- 
sion and fully protected territories; 
Southern States, Pacific Northwest 
and New York area open. Address 
“M., 5686," care J C-K. 


COSTUME jewelry salesmen for man- 
ufacturer; quality line nationally 
known for over 20 years, priced for 
volume business, with long estab- 
lished accounts throughout the 
country, available to experienced, 
top notch men with following among 
jewelry and department stores in 
these territories; New York, Penn- 
sylvania, Maryland, New England 
States, all Middle Western States; 
splendid earnings assured; salary 
and commission basis; if you know 
the jewelry trade in these States, if 
you have a car, and if you, prefer- 
ably, live within the territory, write 
in confidence. Address “H., 5302,” 
eare J C-K. 


DIAMOND salesman, travel Pacific 
Coast and Denver West; require nan 
who wants to earn $15,000 to $20.,- 
000 annually, or more; work with 
large delivery: line of diamond 
rings; man who is forceful and ex- 
perienced in selling on the road; 
must have a following with retail 
jewelers in this territory; knowledge 
of diamonds not essential; need 
capable man to produce volume 
business; travel in states of Wash- 
ington, Oregon, Montana, Idaho, 
Utah, Colorado and California; this 
is an established territory with ac- 
tive accounts; carry this line only; 
commission basis, drawing account 
given; all replies will be confiden- 
tial; this firm has been established 
since 1900. Mack M. Burnstine. 
a gt Fifth St., Los Angeles 13, 

if. 


ATTENTION first class watchmakers, 
Bradley graduates; 10 years or 
more experience, if your present 
position is insecure due to the in- 
evitable shortage of watch repairs, 
then come work and enjoy living in 
Santa Fe, the capital city; different; 
picturesque mountain ranges; ex- 
cellent hunting, fishing and Winter 
sports; Summer average tempera- 
ture 70°; Winter 20°; the climate 
specific for lung and throat trouble; 
ideal working conditions where 
quality and workmanship, not quan- 
tity counts; retail store; separate, 
air-conditioned work room; no dis- 
turbances; average $150 per week 
and up; we assure plenty of clean 
repair work; position permanent; 
we also need a watchmaker for esti- 
mations; neat appearance, one who 
can meet the public; paid salary; no 
floaters or drinkers need apply; 
write or wire, Meridian Time Shop, 
Burro Theatre Bldg., Santa Fe, New 
Mexico. 
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For Sale 


Stores, Stocks and Businesses 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











FOR SALE; small jewelry store, in ex- 
cellent location, in one of Iowa’s lead- 
ing towns; inventory around $15,000. 
Address “J., 5416,” care J C-K. 





ESTABLISHED jewelry store, excellent 
location, Fifth Avenue, Brooklyn, New 
York; excellent for credit business; 
low overhead; reasonable. Address “A., 
5550,”’ care J C-K. 





SMALL jewelry and watch repair store; 
good location, two years’ lease; stock 
$3,600; illness in family; cash $5,900; 
details. Write, Little Jewelry Shoppe, 
3 Ocean Ave., Daytona Beach, Fla. 





FOR sale, well established wholesale 
jewelry house; investment $25,000 
to $75,000; this business grossed 
about $175,000 in 1946. Address 
“K., 5519,” care J C-K. 


IDEAL for watchmaker; small jewelry 
and gift store, two windows, low rent, 
main street; rear of store could be used 
for living quarters; price $2,500. 
Address “N. Y., 5744,” care J C-lk. 








FOR SALE, jewelry store, Los Angeles 
suburban community; excellent oppor- 
tunity for watchmaker and wife; new, 
clean, modern store and stock; good 
location, low rent; $6,000. Address 
“B., 5631,” care J C-K. 


FOR SALE; small jewelry store special- 
izing in watch, clock and jewelry re- 
pairing; good one-man _ store; swell 
spot for G.I., located in Southwestern 
Ohio city of 15,000. Address “K., 5548,” 
care J C-K. 


FOR SALE, established 25 years, jewel- 
ry trade shop; excellent accounts of 
long standing, combined with retail 
business; modern fixtures; shop fully 
equipped with four benches; great op- 
portunity; ill health; must sell. Ad- 
dress “P., 4457,” care J C-K. 


SMALL, attractive, well located jewelry 
and gift store in Toledo, Ohio; low 
rent; $2,000 of clean, active stock; 
ideal for watchmaker and wife; 
$4,000 full price. Address ‘“J., 
5385,” care J C-K. : 

JEWELRY store, for sale, off Fifth 


Avenue, New York, Rockefeller Center 
section; modern new fixtures; air con- 

















ditioned; fluorescent lights; carrying 
selected nationally advertised mer- 
chandise; good going business; sale 


price and payments suitable. Address 
“D., 5746,” care J C-K. 


FOR SALE, well established jewelry 
store in Long Island; stock, fix- 
tures, repair material, optical room 
and building; about $30,000 cash; 
established 47 years; very good 
opportunity for the right party. Ad- 
dress “C., 5425,” care J C-K. 


JEWELRY store, established 12 years, 
in very good location, near shopping 
centre in Jamaica, L.I.; $15,000 will 
handle; must sell on account of other 








business; unusual good proposition; 
real honest deal. Address “B., 5577,” 
care J C-K. 





FOR SALE, a modern up-to-date jewelry 
store, doing a good business; merchan- 
dise will inventory $100,000; in the 
heart of Kansas; the reason for sell- 
ing is illness; or will take in a good 
man who can run it. Address “E., 
5655,” care J C-K. 


FOR SALE, the leading quality jewelry 
store in growing South Georgia city of 
18,000 people; large, 100% location; 
store modern in every respect; ideal 
addition to chain; available as excel- 
lent investment to persons of financial 
responsibility; for further information, 

write, Box “E., 5580,” care J C-K. 





ONLY because of ill hea 
sell modern front jewelry’ stulling neg 
plete with watchmaker’s and ont, 
department, plus local department ‘stom 
concession ; stock, outstanding acosante 
and fixtures valued at $32,000: th 
ing community of 35,000, in New Ye ia 
State; showed excellent net profit nat 
year. Address “C., 5630,” Care J or 


———___ 


JEWELRY and repair sho 
without stock; established 14 years in 
same location; excellent reputation : 
sales including repairs $21,000 yearly: 
could do better for lively party; cor’ 
ner building, large store, smal] ‘rent; 
Stock over $6,500; fixtures only foyr 
years old; machinery, crystal cabinets 

_large assortment watch materia}: 
$4,500, 60 per cent cash, balance ar- 
ranged; will consider partner with 
trade experience; for information c¢a]) 
Dewey 9-1870, N. Y. 











FOR SALE, well established, budget type 
retail store, in business 15 years; 100% 
location; total volume over $100,000 
for 1946; lease over three years; win- 
dows and fixtures modern and new in 
every respect; excellent repair busi- 
ness; store medium size; located in 
West Florida city of 75,000; excellent 
climate, and future business prospects 
because of permanent military estab- 
lishments; a $60,000 transaction, re- 
quiring approximately $35,000 cash to 
handle; available only to persons of 
financial responsibility ; for further in- 
2 write Box ‘“D., 5579,” care 





——— 


FOR SALE, as a going concern, old 
established retail store, within 50 
miles New York City, cash sales last 
year, $78,000; small percentage 
credit, which could be expanded; 
modern front, clean stock, carrying 
all nationally advertised lines of 
watches and silverware; located in 
wide awake growing city, rich sur- 
rounding area; stock buyers and 
prompters please do not answer; 
want to sell to one willing to pitch 
in and work to net themselves $15,- 
000 to $20,000 per year; price $58,.- 
000 cash; details to principals only. 
Address “A., 5503,”’ care J C-K. 





LONG established, air conditioned, at- 
tractive jewelry store in New Orleans; 
situated in a very choice location in 
the heart of the shopping district ad- 
jacent to Canal St.; sales volume up- 
ward of $250,000 annually with splen- 
did chance to increase same to $500,- 
000 and more: the trade name, an old 
one, is well advertised and favorably 
known and goes with the _ business, 
without a bonus; the stock is attrac- 
tive, saleable and clean; an up-to-date 
mailing list of 15,000 names of good 
accounts is available; business is in 
splendid, financial shape; owners are 
tired of working hard and wish to re- 
tire. Address “J., 5680," care J C-K. 


a 
For Sale 


Tools, Equipments 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


a 











BLOWER for sale: for information call, 
Bryant 9-2942, New York. 


—7 








JEWELER’S safe, with burglar proof 
chest; perfect condition. Mike Kra- 
silovsky, 245 Canal St., New York City. 








REFLECTORS, patented, manufactured 
especially for jewel lighting; show _the 
true beauty of your’ merchandise. 
Pittsburgh Lighting Equipment Co., 
P. O. Box 801, Battle Creek, Mich. ° 


———_—~/// 
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IDEAS to solve your merchandising’ 
problems ; specialists in jewelry manu- 
facturers’ advertising, promotion. 
Timely Associates, 70 KE. 45th, New 
York. MU 4-0286. 

BEADING blocks; immediate delivery ; 
five rows of eight beads, best quality 
steel and workmanship, guaranteed ; 
$7.75 postpaid. L. N. Hill, 33100 Kin- 
more, Dallas 10, Tex. 

WEBSTER Whitcomb lathe, complete 
with wire chucks, Universal chuck, 
face plate, slide rest and jeweling tool; 
fine condition. Address “H., 5591,” 
care J C-K. 


NEW and used cleaning and soldering 
machines, lathes and attachments; 
cash paid for used tools. R. P. 
“Dick” Gallien, 220 W. 5th St., Los 
Angeles 13, Calif. 

LATEST model Paulson precision priiter 
timing machine, crystal control, con- 
tinuous tape; times all beats; perfect 
condition; sacrifice for cash. Address 
“B., 5722,” care J C-K., 

LARGE jeweler’s safe, Mosler; double 
doors, double combination lock; 63” 
high, 53”’ wide, 35” deep, perfect con- 
dition; available immediately. Webster 
Kamerer, Jeweler, Holland, Mich. 


MANUFACTURERS of unmounted plati- 
num mountings and gold mountings at 
popular prices; no castings. Joseph 
Ring Co., Inc., 93 Nassau St., New York 
City. 

MANUFACTURERS of assemoled 1U0K 
and 14K yellow gold pierced and un- 
pierced ear wires; immediate delivery. 
Joseph Ring Co., Inc., 93 Nassau St., 
New York. 


ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2. N. J. 


FOR SALE, one auto engraving ma- 
chine, in first class condition, with 
four sets of letters; $75; no further 
use is reason for selling. Write, J. 


H. Hamilton, 39 E. Main St.. 
Springfield, Ohio. 


FOR SALE, Seth Thomas regulator, 
solid walnut with mercury pendu- 
lum; originally $250; will sell for 
$75, if you come and get it. Harry 
C. Wright & Sons, 108 S. Main St., 


Greensburg, Pa. 


SWISS stems, $1.47 dozen; Swiss staffs, 
$2.45 dozen; sleeves $1 dozen: 100 
Geneva crystals, $1.98; 100 case screws, 
0 to 18 size, 79¢; send for bargain bul- 
letin of round and fancy shape crystals, 
hands, crowns, screws, tools, supplies, 
etc.; hundreds of items at lowest prices, 
Beck Bros., 715 W. Wildwood, Fort 
Wayne, Ind. 


JEWELRY CARDS for rings, Pins, 
brooches, lockets, pendants, lavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands, etc. and displays for 
counter sales. Dauer Printing Co., 
Pg ness a manufactur- 

» jewelers’ printed display supplies, 
31 E. 22nd St., New York 10, N. ; 
Algonquin 4-2174-5. WU. S. parcel .post 
makes us your next door neighbor; 
be > get acquainted; write for sam- 


JEWELERS! read carefully; this is im- 
portant; in stock for immediate de- 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes; complete 
stock books for diamonds, watches, 
jewelry; diamond guarantees; daily re- 
port sheets; complete credit forms; 
business stationery; window priced 
cards; if not in stock we will make it 
Dauer Printing Co., manufacturers, 
headquarters for jewelers; printed sup- 
Plies of every description: 31 E. 33nd 
St.. New York 10, N. Y¥.:; estimates 
given; write for samples; a good house 
to get acquainted with: parcel 
post delivery service makes us your 
red = neighbor. Phones Algonquin 















































HANDIEST new tools for jewelers, 
watchmakers, engravers, lapidarists ; 
Tungsten carbide tipped engraver 
guaranteed to cut hardened steel 
balance staffs; long point for long 
life, $5; diamond laps- 1” diameter 
to keep engraver sharp and to trim 
and shape precious stones (Diamond 
laps made up to 10” diameter, for 
fast production cutting), $10; pol- 
ishing laps for precious stones 534” 
diameter, $6.50; 10” diameter, $10; 
diamond lapidary drills 142 and 2 
mm., $6.50; diamond reamers (to 
drill fast and enlarge holes in onyx, 
jade, other precious and hard stones, 
and crystals), $6.50; diamond pen- 
cil and scriber (for marking any 
hard object), $3; diamond saws for 
sawing precious stones 1” to 10”, 
prices on request; all tools are great 
time savers and pay for themselves 
many times over in faster produc- 
tion; your check with order assures 
prompt delivery. Action Diamond 
Tool Co., 125 W. Hubbard St., Chi- 
eago 10, Iil. 








Business Opportunities 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish trade references. <An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





WANTED to buy, established jewelry 
store in New England, doing over $30,- 
000 a year business. Address “N., 
5566,” care J C-K. 


WANT to buy jewelry store, for cash, in 
Florida: give details: all replies con- 
fidential. M. S. Shat7kin & Son, 181 
Canal St., New York City. 


GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 


VETERAN wants to buy partnership in 
pawnshop, or buy it outright; would 
consider a retail store. Address “J., 
5701,” care J C-K. 


SELL for cash; we will purchase credit 
jewelry store or chain; $500,000 volume 
or better: handsome profit to owncr. 
Address “H., 5730,” care J C-K. 


IS this your store for sale; we are cash 
buyers of complete jewelry stores; for 
details, see our advertisement on page 
417, Harry Weisz & Associates. 


WANTED, jewelry store on the East 
Coast, with advertised brand franchises, 
not to run over $20,000; give full de- 
tails. Address “D., 5484,” care J C-K. 


ENGLISH Victorian and antique silver, 
plated ware and jewerly; will firms 
interested in importing any of these, 
please write air mail to, Woods, 12 
Links Ave., Morden, Surrey, England. 


WATCHMAKER would like to buy small 
jewelry store, in Southern California 
town, with approximately 10,000 popu- 
lation. Address “D., 5632,” care J C-K. 


EXPERIENCED caster desires to buy or 
rent a small centrifugal casting jewelry 
place, in New York City, at a minimum 
expense; will consider a_ proposition. 
Address “S., 5569,” care J C-K. 


WANTED, established jewelry _ store, 
cash or credit, doing substantial vol- 
ume; individual will pay all cash; all 
correspondence in strict confidence. Ad- 
dress “Y., 5335,” care J C-K 
































WANT to purchase, jewelry store; one 
that is established; will pay cash; 
large store preferred; correspondence 
qoamgential, Address “G., 2370,” care 








CASH for diamonds, watches and jeweli- 
ry; established 40 years; send surplus 
stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison S8t., 
Chicago, IIL 





HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. Stare St., 
Chicago. 





WANT to buy established jewelry store 
in town of approximately 15,000, in 
South Georgia, South Alabama or 
Florida; will pay cash; all replies con- 
a” Address “C., 6132,” care 





EXPERIENCED jeweler, having lost 
lease, wishes to buy for cash, jewelry 
store, 100% location doing volume busi- 
ness; partnership considered; replies 
will be held in strict confidence. Ad- 
dress “R., 5575,” care J C-K. 


YOUNG man, single, six years’ experi- 
ence with wholesaler, willing to invest 
$3,000 in wholesale or retail business, 
seeks partner who must be capable and 
—— Address “A., 5650,” care 








A-1 diamond setter and jewelry repair 
man, 30 years’ experience, would like 
position in small shop or store, with 
privilege of becoming partner if suit- 
able to both parties. Address “lI, 
5661,” care J C-K. 


DIAMOND manufacturer, long experience, 
with own shop and office in New York, 
will represent out of town firms, for 
buying in New York and Antwerp; 
first class references. Address “B., 
5653,” care J C-K. 


COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 13 
Tremont St., Boston, Mass. 


WANTED to buy, jewelry store in indus- 
trial city of fifty to one hundred thou- 
sand population; East of Mississippi 
River; all information confidential. 
M. Glassner, 602 Day dAve., S.W., 
Roanoke, Va. 


WATCH and clockmaker, 40 years’ ex- 
perience, desires opportunity of 
buying watch and clock repair de- 
partment in established jewelry 
store; must be located in small city 
or town in New England. Address 
a 5663.” care J C-K. 


SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures of 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write 15-17 Maiden 
_—_, New York. Telephone, Rector 
2-5928. 


JACK M. WERST will pay you spot 
cash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 


WANTED to buy or lease, jewelry store 
somewhere in Tri-state area of Penn- 
sylvania, West Virginia or Ohio; 2m in 
a position to make cash deal; will con- 
sider joint operation too; have years 
of experience and am well situated for 
all nationally advertised lines. Park 
a 409 Smithfield St., Pittsburgh 

2, Pa. 


























(Continued on page 452) 
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BUSINESS OPPORTUNITIES—Cont. 





(Continued from page 451) 





JEWELRY stores and stocks bought for 
cash; any size, any amount, anywhere; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, will 
call on you; our offer will amaze you. 
Louis Rifkin, 81 Bowery, New York 
City. Phone Walker 5-3936. 


MANUFACTURER of good, long 
standing, would like to take in a 
partner who has had experience in 
mountings and wedding rings, dia- 
monds, etc.; it is a good paying 
proposition with a wonderful fu- 
ture; those interested in this busi- 
mess must be financially able, and 
come highly recommended; age 
from 30 to 45; it will require about 
— Address *“M., 5622,” care 


FINE opportunity for the following A-1 
mechanics to go into business’ for 
themselves; chronograph and watch- 
maker; clock repair man, French, 
chime, electric; carver and engraver; 
diamond and stone setter; crystal fit- 
ter; I am opening a new trade shop 
in the rear of my jewelry store, lo- 
cated between Long Island and Brook- 
lyn and will start taking in trade 
work from Long Island and Brooklyn 
jewelers on or about May 1; the above 
mechanics must be A-1 in their field 
and must have their own tools, equip- 
ment and supplies; no others need ap- 
ply; a fine chance for fine mechanics. 
Address “D.. 5616,” care J C-K. 


ARE YOU GOING out of business? I 
ean guarantee you the cost of your 
merchandise plus the expense 
running a sale, with my personally 
eonducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
Nathan, 5 S. Wabash Ave., Chicago, 











WOULD YOU like to retire from busi- 
mess, if vou were given a respon- 
sible guarantee, that your entire 
stock, fixtures, material, lease and 
accounts would be sold for much 
more than the actual wholesale 
cost; our service will find you a 
eash buyer for your store as it 
stands today in bulk, or as a going 
eoncern; do you rea your good 
will is an asset that will bring you 
eash the same as your stock: Write 
us for complete details; you will 
not be obligated; references from 
many jewelers have had us 
liquidate their ne reeently will 

sent you along with unques- 
tioned bank referenees; no store 
too large or too small. Write at 
once to McRae & Shaw, Sixth Floor, 
168 N. Michigan Ave., Chieago, II. 





REPEAT TR CL ENN ES 1 i ORE LEY 


Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additional werds, 5 cents a word 











DIES for Sheff ring. stretcher. 
Jewelry, Ft. Dodge, Iowa. 


WANT TO BUY jewelry store for cash, 
in small town up to 50,000 population. 
Address “L., 2513,” care J C-K. 


Olson 





| 





WANTED to purchase, fancy crystal 


cutting machine. Address “F., 
5634,”’ care J C-K. 


JEWELRY store; Virginia, West Vir- 
ginia, North Carolina or Florida pre- 
ferred; up to $25,000 cash. Write di- 
rect to, Dave Weinstein, 931 Suburban 
Parkway, Portsmouth, Va. 


ANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Ernest Linick, 29 E. Madison 
St. Chicago, IIL 


WINCONSIN, Minnesota or Iowa, iew- 
elry store wanted by private party; 
will pay cash; all replies confiden- 
tial; best references. Address “K.., 


5640.” care J C-K. 
COMPLETE fixture set-up for jew- 


elry store, 22 x 66, more or less; 
must be reasonable and available 
by May 15. Thad. B. Reese, 1000 
Relswood St., Albany, Ga. 


NEW YORK distributor, interested in 
purchasing smart or new items in 
10 and 14K gold jewelry and ac- 
cessories; give details of your man- 
ufacture. Address “‘N., 5604,”’ care 
J C-K. 


CASH for surplus stock; jewelry, 
watches, movements, famonds, ete., 
broken or new merchandise; ship what 
you have express collect; check by 
return mail and your shipment held 
for your approval; bank references. B. 
Lowe, Holland Bldg., St. Louis 1, Mo. 























CASH for your surplus stock of dia- 
monds, watches and jewelry; will 
mail check on receipt of merchan- 
dise and hold package for your 
approval. American Diamond Syndi- 
~ 37 S. Wabash Ave., Chicago 
S, i. 








Watch Work, etc., for 
the Trade 


Minimum -charge (25 words) $1.50 
Additional words, 5 cents a word 








WATCH Repairing for the Trade: fast 
and reliable service. Allen Yager, 71 
Nassau St., New York City. 


PATIO Watch Repair Shop, for the 
trade. Einar Nelson, 6012 W. Irving 
Park Road, Chicago 34, Ill. Pal. 1982. 


WATCH repairing for the trade; price 
list and reference upon request. M. J 
Gallo. 922 N. Plum St., Lancaster, Pa 


QUALITY always; Tell Bros.; fine watch 
repairing, 192 N. Clark St., Chicago 1, 
Ill. Cable address—"Tell Time.” 


IF it’s a watch send it to us; our watch 
repairing will speak for itself. Arthur 
& Johnson, Watchmakers, 31 E. 47th 
St., Chicago, III. 


WATCH crystals; crystal fitting for the 
trade, jobs returned same day. Ross 
Watch Crystals, Room 1318, 15 E. 
Washington St., Chicago 2. T11. 


ALL kinds of watches and chronographs 
repaired promptly and efficiently, for 
the trade only; price list upon request. 
Altay & Co., Repair Department, 22 W. 
48th St., New York 19, N. Y. 


CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watch- 
master for accuracy. Frederick Lowey, 
48 W. 48th St., New York 19, N. Y. 


WATCH repairing to the trade; reliable 
dependable; for prompt delivery to 
out-of-town trade. H. Drimer, 3726 
Maple Ave., Brooklyn 24, N. Y. Es- 
planade 2-2963. 





























| WM. MORALES; expert watch repairer 


for the trade; prompt and reliable me 
vice; price list sent upon request, 35 
—_ Lane, Room 709-A, New York 








JOSEPH J. POST; a quality name in 
watch repairing to the trade since 
1920; member of Jewelers Board of 
‘e% 55 E. Washington St., Chicago 








CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town; 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City, 
Phone Bryant 9-5065. 








CLOCKS repaired, all makes, foreign ang 
domestic, spring weight and electric; 
prompt service; work guaranteed. Gem 
Clock Service, 1344 W. Division §&t,, 
Chicago 322, Ill. 








RELIABLE watch repairing for the 
trade, since 1921; efficient, depend. 
able mail service. Standard Watch 
— 949 Broadway, New York 





WATCH repairing for the trade; aj} 
watches timed on Watchmaster; fast 
service; experienced men only; guar- 
anteed workmanship; low prices. The 
D’Emilio Co., Room 204, 714 Sansom 
St., Philadelphia 6, Pa. 








WATCH repairing for the trad2; we are 
now in a position to handle severa) 
more new accounts, six day service; 
price list and reference upon request. 
Gerace Jewelers, 4243 Frankford Ave, 
Philadelphia, Pa. 





—— 


MANNA BROS., established 1918, 1142 
Sixth Ave., New York City, repairers 
and adjusters of watches, chrono- 
graphs, French clocks and marine 
chronometers; dependable, prompt 
service; references submitted. 





FINE watch repairing for the trade; 
prompt and dependable _ service; all 
watches tested on Watchmaster and 
returned within one week; a trial 
package invited. A. S. Soloff, 165 Ross 
St., Brooklyn 11, N. Y. Ev 8-1834. 





FINE watch repairing by veterans; 
chronographs and split seconds a spe- 
cialty;: prompt and reliable service; 
price list furnished. State Watch Re- 

pair, 2040 Edmondson Ave., Baltimore 

23, Md. 








WATCH repair service to the. trade; 
moderate prices, 10 day service; all 
watches insured in shop; all work guar- 
anteed as delivered to you; send 
watches insured to, Smith’s Jewelry, 
1068 Berwyn Ave., Chicago 40, Ill. 


EXPERT watch repairing for the trade; 
many years of experience; all work 
guaranteed; out-of-town trade at- 
tended to promptly; moderate prices. 
Israel] Weiser, 24 Eldridge St., New 
York City. Walker 5-9264. 











WATCH repairing exclusively; not less 
than three position rating on Watch- 
master; finest shop in Southwest; no 
students: work guaranteed and _ in- 
sured: communications solicited. A. S. 
Watson, Room 223, 63621%4 Pacific Bivd., 
Huntington Park, Calif. 








WATCH repairing; in cleaning, move 
ments are entirely dismantled, thus as- 
suring you of the finest job possible; 
all jobs guaranteed; in addition we are 
ready to help you with all jewelry re 
pairs. H. Windolph. 1548 Belmont 
Ave., Chicago 13, IIL 

WATCH repairing for the trade; quick 
service guaranteed; years of ex- 
perience; reasonable prices; write 
for further information. 

Watch Repair Shop, 108 E. High- 
land Ave., Elgin, Il. 





—— ld 
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———— 


SOHN Watch Repair Service, 
ast Ty W. Pico Boulevard, Los Angeles 
35, Calif.; guaranteed expert workman- 
ship; Western Electric Watchmaster 
used to check and time watches for 
accuracy; one week delivery ; send for 
price list. Member of the Jewelers 
Board of Trade. 





—_— 


IF you are looking for a reliable place 
to send your watch repair work, we 
offer service of the highest quality; all 
workmanship guaranteed; postage pre- 
paid one way; price list sent upon re- 
quest. Josiah Odence, Inc., 215 Fourth 
Ave., New York 3, N. Y. 








EXPERT watch repairing; we specialize 
in mail orders; 10-14 days’ service; 
all watches timed and tested by the 
latest Western Electric Watchmaster ; 
time charts for each watch will be 
supplied upon request. L. Z. Orin, 2 
Ellwood St., New York 34, N. Y. Lor- 
raine 7-1261. 





COMPLICATED watch repairing; spe- 
cializing in chronographs, repeaters 
and chronometers; timed on re 
cording machine; chronograph 
cleanings from $8 to $10; one 
week’s service. Felder’s, 1173 52nd 
St., Brooklyn 19, N.Y. Windsor 6- 
5300. 


FIVE day service guaranteed repairing ; 
all watches timed and tested on the 
Watchmaster; crystals fitted, dials re- 
finished and hairsprings vibrated at 
cost on all complete overhauls; send in 
trial order; price list on request. Gem 
Watch Repairing Co., 145 W. 45th St., 
New York 19, N. Y. Room 910, Lack- 
awanna 4-3836. 


PRECISION hairspring vibrating; all 
work done to manufacturers’ specifica- 
tions; mail orders promptly filled; ser- 
vice approximately one week; all 
werkmanship guaranteed; flat $2; 
Breguet $2.75; send only complete bal- 
ance, bridge and stud. Troop-Balas & 
Co., 908 Walnut St., Philadelphia 7, 
Pa. “Hairspring Vibrating Specialists.”’ 


WATCHMAKER, would like to do 
general repair work for one fine, 
reliable concern only; no cleaning 
machine method; parts made if not 
available; guarantee no come- 
backs; interview; work called for 
and delivered within a 150 mile 
radius. Louis von Bory, 231 Aibany 
Ave., Kingston, N. Y. ; 














DUE to expansion, we are in position to 
accept additional trade work of good 
quality; repairs are so complete and 
guaranteed, you do not have to touch 
the movement or clean case; give this 
your immediate attention, for we have 
openings only for a few good accounts: 
prices cheerfully furnished. Regulated 


Time Service, 1508 
ireean 06. Charlotte St., 


THIRTY years of high grade watch 
repairing; two to three weeks 
service on most repairs; give us a 
trial and be convinced of our ex: 
pert workmanship; all watches 
tested on Watchmaster machine; 
reasonable raies; guaranteed ser- 
vice. Max Kinberg & Sons, Park 


Building, 1910 Arthur Ave., New 
York 57, N. Y. 


ARE you interested in quality watch re- 
Pairing; we have a _ fully equipped 
watch repair shop that is able to take 
care of your every need in watch re- 
pairing, refinishing dials, crystals of 
all types, watch case repairing and 
furnishing of new cases and dials; we 
do work for some of the finest jewelry 
stores and will gladly furnish refer- 
ences; price list upon request. J. & F. 


7 _ 79 Chrystie St., New York 2, 














EXCEPTIONALLY fine watch repair- 
ing by our staff of competent watch- 
makers; jewelers find that our com- 
plete watch repair service means 
quality, efficiency, dependability, 
good material and good workman- 
ship; all watches precision timed on 
Watchmaster; there is no substitute 
for good craftsmanship; price list 
on request. The Harr Watch Repair 
Co., 545 Fifth Ave., New York City. 


FIRST class repair shop, able to han- 
dle repairs of all types American 
or Swiss made watches for stores 
that are interested in obtaining 
good workmanship; done only by 
expert watchmakers; every piece 
checked on Watchmaster; prompt 
service, city and out of town; ex- 
cellent references available. Arthur 


Blatt, 19 W. 44th St., New York 18, 


b We 








OUR shop is equipped to give fast de- 
pendable service on all watch repairs; 
we buff and polish the cases with all 
cleaning jobs; each watch is time and 
tested on our Western Electric Time 
Recording Machine before leaving our 
shop; we can give you from three to 
five days’ service; price list sent on 
request; a trial order will convince 
you that you will be well satisfied with 
the quality of our repair work. Per- 
fect Watch Repair Service, 323 W. 
5 St., Room 306, Los Angeles 13, 

alif. 





WE guarantee you first class watch 
repairing; our work will help pro- 
gress your business; we employ a 
staff of eight expert watchmakers; 
we repair all kinds of complicated 
watches, repeaters, chronographs, 
etc.; we also vibrate hairsprings, 
and we make parts, particularly 
staffs for obsolete watches; all the 
work is done in our own shop; we 
can give you good service; price 
list on request. Simon Amtman, 9 


Maiden Lane, New York City. 








Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Vir- 
oe 45 Park Place, Morristown, 


WORK wanted; jewelry stone setter on 
ladies’ and gent’s gold rings; ham- 
mered work a specialty. Jack Klein, 
64 W. 48th St., Room 1405 A, New 
York City. Telephone LO 5-8286. 


JEWELRY repairing and stone setting 
for retail jewelers; fine workmanship; 
very prompt service; mail orders 
solicited. Blanchard Mfg. Jewelers, 434 
16th St., Denver, Colo. 


H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City; ex- 
pert on gold and platinum jewelry; 
mail us your work to be polished; 
prompt service guaranteed. 


BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 
— House, Box 1384, Beaumont, 

‘ex. 

















BEADS restrung; all style beads re- 
strung on cord or chain; prompt ser- 
vice; can furnish references. Mrs. 
Helen E. Stump, 202 State St., Shil- 
lington, Pa., just outside Reading. 


DIAMOND and colored stone setter 
wishes work Metropolitan, New York 
trade; A-1 workmanship; references 
furnished; for further information 
address, *““E. 5626,” care J C-K. 











JEWELRY and watch repairing; since 
1914 we have repaired watches and 
jewelry for the trade; all repairs fin- 
ished like new. Hasenaeger’ Bros. 
Jewelry Co., 505 Arcade Bldg., St. 
Louis, Mo. 


DIAMOND setter wishes work from 
out of town trade; finest quality 
workmanship; prompt service; ref- 
erences furnished; write today for 
ox Address “*B., 2361,”’ care 


MANUFACTURERS’ attention; our en- 
gravers will enhance the beauty of 
your jewelry; hand carving on rings, 
watch cases and jewelry. Harry Zirin, 
carving since 1924, 40 John St., New 
York, N. ¥. For prompt and efficient 
service. Phone, Bowling Green 9-97386. 

JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 


CASTING for the jewelry trade; we 
work all gold, also cater to silver 
orders, specialize in confidential 
orders; models kept strictly private. 
M. B. Casting Co., Rings, Watches, 
Bracelets, etc., Att. Mr. M. K. 
Epstein, 37 Maiden Lane, New 
York 7. N. Y. 


MR. JEWELER, entirely new special- 
ized offer; recover your old jewelry 
displays, trims, trays, platforms, 
etc.; we will return them like new: 
large variety of fine velvet and ben- 
galine in every shade; mail one 
piece for estimate; prompt service. 
W.«Kay, 11 Elm St, Buffalo 3, 


























To Let 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





SS 


FOR RENT, space on first floor of 
store, for optical department. 
Royal Credit Jewelers, 1920 Elm 
St., Dallas, Texas. ! 


FOR RENT, in an old established jewel- 
ry store, the best location in the city, 
optical department consisting of two 
rooms, a reception room and examina- 
tion room: the chance of a lifetime. 
Kahn-Oppenheimer, Inc., 917 F St. 
N.W., Washington 4, D. C. 














Miscellaneous 


Minimum charge (25 words) 61.50 
Additional words, 5 eents a werd 





LEARN WATCH repairing by doing it; 
thorough training under expert instruc- 
tors. For information write Standard 
Watchmakers Institute, 1991 Broad- 
way, New York City. 


WATCHMAKERS; increase your ability 
through the highly recommended books ; 
‘Rules and Practice for Adjusti 
Watches” and “Practical Balance an 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 
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HADLEY 


COMPANY, 


sf NEW HANDSOME STYLING THROUGHOUT! 
of NEW CUSTOMER-FETCHING LOW PRICES! 
Sf NEW ATTRACTIVE SKYLINE PACKAGING! 


Once in a lifetime will you 

find an opportunity such as 
this completely new, completely 
handsome, completely popular- 
priced line of Men’s Jewelry by 
Hadley. Nationally advertised in 
full color as the Jewelers’ line, 


For Leading Men 


PROVIDENCE, 


“Sold through Jewelers only”. 
Presented for customer appeal in 
distinctive new self-display 
packages, the new Hadley Men's 
Jewelry is bound to take. Your 
Hadley wholesaler is showing this 
new line now. 


New “Skyline” Package with 
bright suede type covering and 
gleaming metal trim. Self-display- 
ing. A sales booster for both men 
and women. 
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